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David Ogilvy Heads HOBM ... 


Partnership 


Hewitt Leaves Agency _ 


‘both awards and clients with star-_ 


Ogilvy Tried Resigning 
First, a Few Weeks Ago; 
Hewitt’s Plans Not Told 


New York, March 11—The 
structure of Hewitt, Ogilvy, Ben- 


Ended as 


it. 
m. 


RH 


sont 


'tling regularity, insiders kept re- ™ 
peating disturbing reports of grow-| 

ing friction between the agency’s|§ 
two top men. ; : 3 
| Tall, crew-cut Andy Hewitt is) 
a graduate of two highly dissimilar | 


Powered forthe pace you set in moderns lining 


son & Mather changed radically ®8encies: The frenetic, genius-rid-| 


'chell ruled, and the chaste suavity | 
of J. Walter Thompson Co. Mr.| 
| Ogilvy came into the agency busi- 
| Co.’s new Lincolns. They will run in House 


this week, as Anderson F. Hewitt 
handed in his resignation as chair-| 
man of the board and chief ex- 
ecutive officer. 

It left the agency in the hands. 
of David Ogilvy, a young (41) | 
man addicted to tweeds, startling 


— 
Be ds 


ogy 


den shop where J. Stirling Get- 


ness from the Gallup organization, 
and proceeded—in relatively short 


time—to supplant a reputation 4S Time and Town & Country. Kenyon & Eck- 


a research man with one for strik- 
ing and original creative tech- 
nique. | 
® The trouble came to a head late | 
in February, when David Ogilvy | 
handed in his resignation. Mr. | 
Hewitt learned this when he came) 
back from a vacation. Then came, 


LINCOLN 
€ 


Se ee | 


MODERN LIVING—Color pages like this 
are breaking this week for Ford Motor 


Beautiful, House & Garden, Newsweek, The 
New Yorker, The Saturday Evening Post, 


hardt handles. 


Godfrey Off Air 


| P&G Led with $38,573,955 as... 


FCC Okays 29 More 
TV Applications and 


-|Reaches End of List 


WASHINGTON, March 12—In the 
biggest single day in its history, 


_| the Federal Communications Com- 


mission today approved 29 appli- 
cations for television construction 
permits. 

With today’s session, the com- 
mission completed its first trip 
through the nearly 900 applica- 


tions which have been filed since) 


the TV freeze was lifted last July. 

In the first “go around,” FCC ap- 
proved 310 new stations. With the 
108 which were in operation at the 
time the freeze was lifted, the 
commission has 418 TV stations 
authorized, with every likelihood 
that the number of stations on the 


‘1952 Ad Expenditures in Four Media 
_ Hit Record $958,347,692, PIB Finds 


TV, Supplements and 
Magazines Gained, While 
Network Radio Was Off 


NEw York, March 12—Procter & 
Gamble Co. again led all other 
‘national advertisers in 1952, with 
‘an expenditure of $38,573,955. 
This outlay came in expenditures 
_recorded by Publishers Informa- 
tion Bureau, and covers general 
,and farm magazines, newspaper 
|supplements, and network radio 
/and TV. 
| It does not include newspaper 
_advertising (for which 1952 fig- 
ures are not yet available) nor 
| such media as outdoor, transporta- 
tion advertising and spot radio 
and TV, for which individual ad- 
|vertisers’ expenditures cannot be 
| secured. 


the contest as to which of the men | 


air will be weil in excess of 500) 


David Ogilvy 


Anderson Hewitt 


copy, and having his own way— 
a way frequently highly effective 
with clients. 

Since the agency was founded 
in September, 1948, it has made 
phenomenal progress. Its 1952 bill- 
ings were $8,500,000; its current 
rate (thanks largely to the addi- 
tion of Rinso in January) is more 
than $11,000,000. 

While it went its way, winning 


could best sustain the agency with- 
out the other, a contest settled by 
Mr. Hewitt’s handing in his resig- 
nation. 


4 Months After 
May for Surgery 


| New York, March 13—Arthur 


The clash was perhaps inevi-| Godfrey will take a leave of ab- 
table. Said one HOBM graduate sence from his heavy radio and 
last week: “You remember the old | television schedule in May to un- 
wheeze about two heads being dergo an operation to correct the 


better than one, unless they’re on 
the same body? That was us. We 
had two guys, both of them deter- 
mined to be top man. It was that 
simple.” 
Under the new organization, 
(Continued on Page 87) 


Canadian Broadcaste 


ts Can See No Bright 


Future for Privately Owned TV in Canada 


MontTREAL, March 12—The pos- 
sibility of privately operated tele- 
vision in Canada at any time in 
the near future is extremely dim, 


according to Canadian broadcast-_| 


ers gathered here this week. 

The new visual medium, which 
has become a reality only within 
the last six months in Canada, was 


Berle Now Has 
a Higher Rating 
But No Sponsor 


Texaco Sadly Drops 
Long-Run TV Show as 
Price Hits $150,000 


New York, March 13—The Tex- 
as Co., with no little regret, has 
decided it can no longer afford 
Milton Berle. 

The Berle-sparked “Texaco Star | 
Theater,” which was one of tele-| 
vision’s first big hits, will end its 
five-year run June 9. Mr. Berle, 
who this year revived his waning 
popularity and rejoined the rating 
elite by revamping his program 
and his personality, will be back 
at the old stand in the fall with 

(Continued on Page 90) 


, the center of attention at the 28th 
annual conference of the Canadian 
| Assn. of Broadcasters, which be- 
| gan last Monday and ends today. 
The main topic for the private 
operators was the Canadian gov- 
/ernment’s restrictions on building 
| private television stations in choice 
markets, designated as Canadian 
Broadcasting Corp. monopoly 
|/areas. CBC so far has set up op- 


“effects of hip injuries he suffered 
in an automobile accident some 20 
years ago. 

Mr. Godfrey, who is on the air 
10 hours weekly for 13 advertisers, 
expects to be away from his early 
morning program for five or six 
weeks starting May 4. He plans a 
four-month absence from his eve- 
ning shows, “Talent Scouts” and 
“Godfrey and His Friends.” 

Frank Stanton, president of Co- 
lumbia Broadcasting System, said 


Robert Q. Lewis will substitute for | 
Mr. Godfrey on the 90-minute. 
Monday-through-Friday morning | 

(Continued on Page 91) 


before 1953 is finished. 


a All the permits that were issued 
on the first “go around” went to 
uncontested applications. Most of 
the remaining applications have 
been set aside as “mutually ex- 
clusive” and will be tied up for 
months, possibly years, pending 
adjudication by the commission 
staff of hearing examiners. 

While some additional grants 
are anticipated in the coming 
weeks from the group of applica- 
tions which were passed over for 
lack of financial or technical in- 
formation, and from applications 
which have been received in re- 
cent weeks, today’s grants mark 
the end of the “gold rush” since 
FCC will no longer be able to 
grind out large numbers of grants 
on a sustained weekly schedule. 

The last grants, announced this 

(Continued on Page 4) 


Last Minute News Flashes 
Parchment-Wrapped Good Luck Margarine Bows 


New York, March 13—Lever Bros. Co. is introducing a new “family | olive-Peet Co. continued in third 


‘erations in Toronto and Montreal. 


that stiff minimum standards of 
‘the regulations make it all but 


The broadcasters also complained 


economically impossible for an op- 
erator in any other city to go into 
the television business. 


s The CBC is now permitting li- 
cense applications, but indicates it 
will require live Canadian pro- 
gram content, which the operators 
claim they can’t afford. 


style” solid pound block of Good Luck margarine with a radical 
packaging departure in Chicago, St. Louis and Toledo. Wrapped in 
parchment, the margarine sells for 2¢ less than the regular wrap, with 
the saving in packaging passed on to the consumer. Originally tested 
in Cleveland in January, the product will be distributed in Indiana, 
Michigan, New York, Pennsylvania and all of New England by the 
end of the month. 


Robert Hall Adds 20 TV Stations to Schedule 


New York, March 13—Coincident with the opening of 13 new “super 


= Total expenditures last year in 
ithe four PIB-measured media 
‘reached the astronomical figure 
of $958,347,692, an increase of 9.4% 
over the 1951 total of $876,104,727. 

The P&G expenditure was up 
nearly $3,000,000 from the $35,- 
859,156 it spent in 1951. Equally 
significant, however, were changes 
in the media pattern employed. In 
1951, P&G spent slightly more in 
magazines than in 1952, when it 
spent $7,104,527. Newspaper seec- 
tions were cut nearly 60%, from 
$2,864,730 in 1951 to $1,029,606 in 
1952. Network radio took a cut of 
slightly less than $2,000,000, to 
$16,235,025 in 1952, and radio re- 
mains P&G’s biggest medium. 

But the Colossus of Cincinnati 
has apparently decided television 
is here to stay. In 1952 it nearly 
doubled its network TV expendi- 
tures, rising from $7,579,587 in 
1951 to $14,204,797. 


@ In the sudsy wake of P&G came 
General Foods Corp., also second 
in 1951. In 1952 GF’s total ex- 
|penditures were $22,028,540; in 
11951, $21,842,212. Colgate-Palm- 


place, spending $21,855,606, up 
from $16,904,406 in 1951. C-P-P 
put nearly $1,000,000 more into 
magazines, spent four times as 
much as P&G in newspaper sup- 
plements, one-fourth as much ($4,- 
| 135,687) as P&G in network radio 
/and more than half as much for TV 
—$8,252.416. 

In fourth place was General 


salesrooms,” Robert Hall Clothes this month will expand its TV ad-)| Motors Corp., spending $19,761,964 
_vertising to include spot announcements on 20 stations in 11 top mar-|in 1952, against $14,162,348 in ’51. 
_kets. Although the television drive will be of saturation proportions, |\GM spent $2,000,000 more in maga- 


At an evening session Monday | the clothing chain will continue to use spot radio on about 180 sta- 
tions in 80 cities. Frank B. Sawdon Inc. is the agency. 


to discuss the television situation, 


it was pointed out that equipment 
costs are about 30% higher than 
in the U. S., giving the Canadian | 


him before he has even started. 


U. S. Rubber Sets Overseas Campaign for Tires 


New York, March 13—The international division of U.S. Rubber tures—$5,008,803 in 1952, $1,772,- 
operator another strike against Co., through Robert Otto & Co., will begin a newspaper and maga- 


| zine.campaigneApril 1 for its tires in the Far East and Middle East. 


It also was brought out at the The campaigiwillater be extended to Latin America. 


Hillman to Start New Television Magazine 


New York, March 13—Hillman Periodicals will launch a new tele-| to $17,549,846, against 1951’s $13,- 
and $500,000 a year to operate. In vision magazine after May 1. Although TV Screen has been under con- | 617,873. Lever cut its magazine 


discussion that it would cost $800,- | 
000 or more to set up for television | 
transmission in a major market, | 


a small or intermediate market sideration, no title, personnel, ad rates and on-sale date have been expenditure 


$180,000 or more would be needed 
(Continued on Page 8) 


finalized. 


(Additional News Flashes on Page 91) 


| eines, cut slightly in Sunday sup- 
| plements, doubled its network ra- 
‘dio (still spent only $1,221,289) 
‘and nearly tripled TV expendi- 


i= in 1951. 

| 

's In fifth place was Lever Bros. 
Co., the third member of the Suds 
| Triad, boosting 1952 expenditures 


somewhat, boosted 
Sunday supplements spending 
more than $1,000,000, cut $1,000,- 
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' 
. 
I dcast Advertisers i g iD 
op Magazine and DroadCas vertisers in Olals I0r eaders 
O 
i: Listed below are 1952's top 100 advertisers, showing the amount 
B Compiled by Leading National Advertj 1 
Based on Figures P y g sers Inc. each company spent for time and space during the past four | Su 
(These figures are based on measurement of 88 edition of This Week, New York Mirror Magazine,| years in general magazines, farm magazines, newspaper sup- | a 
general magazines or groups, six farm publications, New York Times Magazine, and Puck—The Comic] plements, network radio and network TV (no talent costs in- | ing 
four radio networks, four television networks, San pry in Fae age to The Ameriean Weekly, Parade| cluded for either radio or TV). These totals do not include ex- ‘dat 
: First 3 Markets Group, New York Herald Tribune a is Week Magazine.) penditures in newspapers, outdoor, spot radio, spot TV, point pe 
7 of sale, etc. Source: Leading National Advertisers Inc. ' fer 
: COMPANY me Magazines oe Nadine 6 Network Network ; ma 
|___General Farm Total Sections Radio Television COMPANY 1952 1951 1950° 1949 the 
Procter & Gamble C8. +. .--..-.--e es eeee ceases $38,573,955 489,790 | $614,737 | $7,104,527 | $1,029,606 $16,235,025 $14,204,797 | Procter & GambleCo.... ws $36,573,955 $35,859,156 $27,023,122 $25,097,018 i 
poo A, SEES yr ytd 2265815 | = 774340 | = 640155 | 1809655 6,199,430 ——7,379,300 | General Foods Corp. ss. 028, 21,842,212 18,418,478 15,436,650 tise 
Seneal Geter Gore. sa het tet 11'386'689 1,309 tes Bryn 4,382,560 4,135,687 8,252,416 | Coigate-Paimolive-Peet Co. 21,855,606 / 12,026, 11244/886 I 
Lever Brothers Co. te 7549. 681.138 ’ 59. 1741. 5 835,997 1,221,289 5,008,803 General Motors Corp. oe sae 19,761,964 162, 16,878,218 26 rat 
General Mills, Inc. 14/564,970 2,584,881 160,907 274 <4 3,441,593 5,759,817 6,607,548 Lever Brothers Co... .. 17/549, 13,617,873 13,464,077 «13,318,768 
R. J. Reynolds aes Co. 14,211,211 2/612,594 343,042 2'955'636 1,711,275 6,151,026 3,956,881 | General Mills, Inc... 14/564,970 11,797,599 12,679,385 ~—-11,097,605 lat 
American Tobacco Co, 13,093,881 5588168 25/800 Se13ee8 56,828 3,374,806 7,523,941 | R. J, Reynolds Tobacco Co. - 14,211,211 11,150,809 8 880,316 §=—-_ 7,968,795 | 
Liggett & Myers Tobacco Co. pioeense cies th nn 3,060,989 Prge 4 1,229,870 2,332,334 5/917,709 | Americar’ Tobacco Co. Re Pa 13,093,881 11,483,042 9 678,916 8,026,372 La 
General Electric Co. ... 11,635,421 7,677,622 504,539 8,182,161 | 4,027,962 5,021,480 | Liggett & Myers Tobacco Co, a ‘203, 340, 8,763,327 for 
Gillette Co 118.502 1'202'314 106.715 1'309'029 327,895 | 311,695 2,813,670 ber eee 11,635,421 12,426,483 9,592,398 7,644,955 
Ford Motor Co... || | 9757571 5'594°363 21 5/956'553 893,663 | 4,184,685 3,731,125 Gillette Co 10,118 7,487,136 426, 5,481,731 bin 
Sterling Drug, Inc. | 9/509/411 1,185,425 177,753 1,363,178 391,400 143,778 065,840 | Ford Motor Co. 9,757,571  _ 6,547, 8,243,706 6,001. 168 , 
Campbell Soup Co. : | 8/924/581 3'509.203 , 3e08 1,271,533 6,370,822 303,878 Sterling Drug, Inc. 0... 9,509,411 10,081,062 10,692,019 10,605,934 pe 
Miles Labs., Inc. ‘ ‘347/585 625,685 23,457 a9'142 421,070 | 3,489,936 1,504,372 | Campbell Soup Co. ....... 8,924,581 9,268,747 = 9,293,317 9,067,507 tisi 
American Home Products Corp. 8,318,555 1,116,466 196,190 1,312.6 a A oiscoes | (Miles Labs, Tac. 8,347,585 8,189,752 = 8,731,493 7,034,8% 
Chrysler Corp. ............ : 8,203,911 4,874,312 327,718 5,202,0 445/198 “305/321 Toit 362 American Home Products Corp... $203,911 7355639 aT dee Sasecies _ 
P. Loriliard Co... 2... 7,931,699 TARA | licese 1,469,620 ; | 2,692,058 | 3,770,021 yk ee 31099 3S $586.77 S Orr 116 ove 
Swift & Co. 7,695,200 2,886,851 92,822 2,979,673 1,213,305 3,147,860 | 954221 Sem GCs. ................. 695,200 6,986,491 7,331,163 7,543,144 ] 
National Dairy Products Corp. 7,657,949 2,545,169 114,056 2,659,225 621.891 1.432.544 | 2,944 289 Natioral Dairy Products 5 Se. - 7,657,949 8,723,758 6,289,254 4,817,353 
Westinghouse Electric Corp. 7,539,383 2,981,513 96,352 3,077,865 129,600 | 849,479 3,482,439 Westinghouse Electric ; 7,539,383 5,113,528 3,020,528 2,887,288 of 
Pillsbury Mills Ine.’ nn” ia 6938395 | 2,200'272 ba22s | 2,166,497 47aie00 | 2'3aa'905 | S.95a°311 | Pillsbury Mil a usr 61938393 Foe0.ges © Se3a'208 «BTR AGT me 
’ ’ ’ . ’ fi . D , | s i ' is, inc, ’ ’ ’ ’ fi ’ ’ 
an aa ee. 6,734,180 | 4,208,192 444,402 | 4/652,594 34,050 25,036 1'422/a60 | Goodyear Tire '& Rubber Co... (6,734, 5,304,472 3,586,544 «3,196,358 fed 
ee ae Sot naenenere* be Pir} a ed Ry + 1,283,103 | 2,518,698 | 2,669,155 re wt, once bey fh lca 6,470,956 4,812,949 3,954,789 3,324,243 ton 
Distillers Corp. —Seagrams, Ltd, 6,280,484 6,230,451 ; 6,230,451 ene | 1,810,474 | merit Danihirs Gers. —Seagrams, OES Saas 280/488 $558'998 5,492,805 5,574,237 Ne 
oe 6,013,262 | 2,200,340 159,089 | 2,359,429 271,039 1,794,510 1,588,584 | Bristol-Myers Co, ............. 6,013,562 6,359,955 5,479,945 5,475,338 f 
tos Ge oy 44a3'429 esas Seas 1,901,397 441,546 | 1,242,763 1,909,968 | Quaker Oats Co. ............ 5,495,674 5,240,321 4,746,625 3,683,911 ro 
Schenley Industries, Inc. 4635°960 5344835 210,285 Phy 4 | 317,072 | 1,608,950 | Texas Co... 4,665,920 3,317,483 2,484,711 2,337,465 ac 
American Telephone & Telegraph Co. 4.485128 3404911 295,245 300182 54,775 | 736,350 | — Schenley Industries, Inc. . 4,635,960 5,610,239 4,933,192 4,653,919 
pment Be Py te etary a3 .28 3.700156 784,972 | American Telephone & Telegraph Co. 4,485,128 3,928,592 3,883,183 3,827,711 the 
Radio Corp. of Ameria... 4215 064 1434246 13,200 1447446 313,411 1,330,190 266,981 MIEN OA 9 Ge ii ks ies voce 4,271,075 4,280,237 2,962,832 3,365,765 in 
Firestone Tire & Rubber Co... |. 4.197.339 2'005.757 250/365 2'256'1 55,450 | were 1,927,896 | Radio Corp. of America... .. 4,215,064 4,667,778 = 3,723,005 2,686,872 g 
E. |. du Pont de feneers & Co., Ine, 3,915, 2,537,803 133,589 2,671,392 447,828 | 661/914 + T34/430 ee ee ook Co., s915'568 3/454°650 3370381 230,717 the 
SON 3,897,190 585,935 5,935 wee tmme  S* 1,275,841 pied tit “rey ony 
| 275, Johrson & So anaes 3,897,190 2,158,755 1,503,609 1,377,983 
a 4a goin saa — | — 20,175 | 3,954,243 | National Distillers: Products Corp. 3454243 4/008,933 2'997479 — 2/825,443 ‘ 
ational Biscuit big 3,218,095 1,170,810 79,9 ,250,7 National Biscuit Co. ............ ,218, ,776, 654, 181, 
Joseph Schlitz Brewing Co, ................ 3,139,467 1,355,602 oe 1'535,602 wee | ere} 1,384;510 Joseph Schlitz Brewing Co. 3,139,467 3,121,151 2,291,856 1,477,954 ert 
Johnson & Johnson 3,090,471 2,192,391 205,909 2,398,300 177,956 | 514,215 Johnson & Johnson 3,090,471 3,291,059 3,023,631 2,833,129 
Commies @8. ..........-. 3,070,067 2013.99 2,013,996 28,250 1,027,821 ow St Rpeprerrere 3,070,067 3,226,639 3,650,950 3,032,335 cor 
Avco Manufacturing Corp. 2,940,613 1,347,920 210,850 1,558,770 27;500 | 190,206 1,164,137 Avco Manufacturing Corp. 2,940,613 3,177,446 2,356,900 1,543,199 is 
Rexall Drug, Inc. ....,.... 2,933,194 1,137,201 168,925 1,306,126 29/198 1,324,430 ‘273,440 Rexall Drug, Inc. 2,933,194 1,624,777 1,158,654 927,032 
William Wrigley, Jr., Co... 2,911,941 362, 362,640 "| 20aa/94a1 | 504/360 | William Wrigley, Jr., Co. ..... 2,911,941 _2'837,477 2'541,493 ‘1,080,519 ma 
Pabst Brewing Co, ...... 2,882,502 629,459 629,459 648,983 | 1,604,060 | Pabst Brewing Co. — 2,882,502 2,807,290 2,116,246 «1,737,602 
American Chicle Co. ...... 2,766,997 3%,921 396,921 161,874; 1,313,115 | 895,087 American Chicle Co. ... 2,766,997 682,898 to 
Standard Brands, Inc. .... 2,739,401 1,541,216 106,399 1,647,615 390,946 700,840 | Standard Brands, Inc 2,739,401 2,245,188 1,019,808 1,584,032 the 
Andrew Jergens Co. .. 2,682,651 ‘608,436 155,200 1,763,636 77/338 129,767 711,910 | Andrew Jergens Co. 2,682,651 3,109,649 2,949,240 2,625,985 
Gulf Oil Corp. . 2,586,075 424,554 43,200 467,754 eet hn | 947.520 | Gulf Oil Cor ‘ 2.586,075 1,668,548 1,770,663 ‘1,230,906 I 
Admiral Corp. 2,569,388 863,48 14/700 878,181 312,520 | 703,097 675,590 | agmiral Coro, 2,569,388 «2,731,666 2'234,122 1,259,861 : 
Borden Co. 2,551,353 1,768,302 2,586 1,830,888 oa 720,465 mae gay 2.551,353 2,648,771 2,306,828 3,026,728 fin 
F. Goodrich Co. ........ 2,533,008 ,453,988 215,143 1,669,131 | 863.877 B. F. Goodrich Co. = ete 2'533,008 2 260,056 1,872,157 1,949,011 
Nash-Ketvinator Corp. 2,527,383 1,596,858 2,50 1,679,358 848,025 | Nash:Kelvinator Corp. __ 2,527,383 2,758,961 2'653,856 2,487,968 —_— 
Scott Paper Eetctton Pr an Ysiaisy |  9a9'z04 1949204 apie International Cellucotton Products Co. 2516697 2,738,775 «2,433,807 23051 
i ore 441. ‘943° peed ‘ eS OO gv iscsi cacy cc's 2,514, 2,186,171 2,282,603 518,9 
Armstrong Cork Co. 2,441,46 943,637 943,637 + 426,498 1,071,330 Soamont ton, ert 24 dos 2,482,823 2,029,843 1,758,415 R 
ecoréosese 7 ’ 6 , ’ ‘ ir G ’ 
Sechottae py ang ; 5406 298 08 975 uate rs ett 1 Pvgere F-seldh Sieanatiae “Sep to, - Saas 2,406,226 2,382,259 2,646,894 2,305,153 M 
Electric Auto-Lite Co. 2,334,109 612,032 116,300 728,33 ‘ 687.132 918,645 Electric Auto-Lite Co. 2,334,109 2,158,100 1,741,053 1,570,324 
Biock Drug Co., Inc. 2,306,376 183,465 3,368 216,833 1,039,244 8, 1,041,350 Block Drug Co., Inc one 2,306,376 1,753,206 1,793,941 1,232,924 
Hunt Foods, Inc. ...... 2,305,926 1,562,771 ‘ 1,562,771 530,435 : 212,720 Hunt Foods, Inc 2,305,926 2,104,735 909,621 828,715 ] 
U. S. Steel Corp 2,285,858 1,125,252 , 1/354,550 : 931,308 “ne >) rs 2,285,858 2,480,904 2,412,999 2,211,671 
U. S. Rubber 2,244,693 1,513,108 166,649 1/679,757 15,131 8,380 541,425 | U.S. RubberCo. 2.244693  —«:1, 760,256 1,171,545 ,351 un 
Sylvania Electric Products, Inc. 2,229,001 5%, : %,3 507,772 99,316 1,025,565 | Sylvania Electric Products, Inc. 2,229,001 2,093,515 423,138 16,585 : 
Lambert Co. 2,227,424 1,499,455 48,218 1,547,673 25,033 127/393 ‘527,325 | Lambert Co......... ...... 2,227,424 2,553,632 2,297,912 2,272,678 val 
Aluminum Co, of America... 2,193,473 1,144,670 105,043 1,249,713 : 943,760 | Aluminum Co. of America... 2,193,473 «1,261,803 1,012620 1,148, pa 
H. J. Heinz Co. 2,128,367 1,470,188 14,700 1,484,888 189,203 454,276 ; H. J. Heinz Co... 2,128,367 2,020,890 1,711,787 1,838,071 
Cannon Mills Co. 2,110,953 1,453,049 62, 478 1/515,527 367,602 227,824 | Cannon Mills Co. 2,110,953 1,833,978 1/563,075 1,486,150 ‘ 
Eastman Kodak Co. 2,085, 2,079,558 2,079,558 5,708 s Eastman Kodak Co. . 2,085,266 1,842,303 1,803,205 1,924,840 
ay sy Oe On oaetace Ye 2s 2,343 11,167 771,768 | 1,296,526 | Carter Products, Inc. ........ 2,081,804 1,259,722 812,088 845,740 in 
Cluett, Peabody & Co., Inc 2,072,303 1,801,463 us 1,801,463 19,257, 251,583 | Cluett, Peabody & Co. 2,072,303 «2,117,577 2,044,219 1,670,895 res 
Prudential Insurance Co. of America 2,065,284 153,785 3,625 157,410 406/485 1,353,729 147660 | Prudential Insurance A, "ah damit 2,065,284 1,987,901 2,219,647 2,497,629 
Reynolds Metals Co. 6... oo. seen 2,038,034 470,107 130,546 600,653 457,991 979,390 Reynolds Metals Co. 2,038,034 926,537 579,736 356,485 Fel 
Chesebrough Manatecteriag *. 1,991,709 553,775 553,775 , 833,934 4,000 Chesebrough Manufacturing Co. 1,991,709 2,068,401 1,580,236 1,795, h 
Carnation Co. ; 1,973,829 717,863 73,400 791,263 15,142 496,819 670,605 Carnation Co. 1'973.829 2,258,178 2,011,631 1,727,763 ol 
Stokely-Van Camp, Inc. ............. ghana 1,944;363 728,065 fave 728,06 739,913 <x $m ~ t, ae 1,973,829 278,526 1,097,779 441,670 Ou 
Pond’s Extract Co. ; Wisc 1,932,233 1,429,650 1,429,650 420,563 82,020 Read's Gatsech Ga. 1,932,233 1,991,629 1,815,572 1,944,694 
Pearson Pharmacal Co., Inc. .... beak 1'922.170 145,630 145,630 449,745 woe, PBB A a ee 1'922'170 “993,086 264, 167,158 . 
Hall Brothers, Inc, 1,909,697 124/37 124/737 47,145 642,675 1,095,140 | all Brothers, Inc. ...... 1'909,697 808,656 781.773 755,570 ae 
Pet Milk Co. 1,901,616 1,117,306 784,310 Pet Milk Co. 1,901,616 1,666,679 248, 1a aes 
American Cyanamid Co. 1,889,137 1,206,327 497,810 1,704,137 185,000 : American Cyanami¢ Co. 1,889,137 1,303,039 , ’ der 
Wildroot Co., Inc, 1/842, 834,035 27, 861,5 126/126 854,745 hy Wildroot Co., 1/842, 1;551,835 1,670,648 1,275,603 pars 
Hiram Walker-Gooderham & Worts, Ltd. 1/814/511 1,804,361 1,804,361 10,150 ; Hiram Walker- Gentian & Worts, Ltd, 1814511 2,483,038 2;'185,3% 1,710,258 
S. Tobacco Co. oe 1'808,555 32 54,650 "87.013 vara, 393,727 1,327,815 | U. S. Tobacco Co. 6. eee 1,808,555 1,353,215 1,038, 7e3,877 tiv 
po Products Refining Co... 1,806, 1,220,683 117,475 1,338,158 332,843 / "135/665 Corn Products Refining Co. 1,806,666 2,154,732 1,741,520 1,571,618 
Doubleday & Co., Inc... +. 1,778,162 ‘803, 3,625 ‘807/189 967,979 2,994 ; Doubleday & Co., Inc. 1,778,162 —«:1,887, 2,140,144 = 1,351,979 y 
ihn d 68k chsvins ve ass sarzceneres 1742/93 117,871 : 117/871 16,750 495,328 1,112,982 | Mars, Inc. 1:742:931 1,804,465 964, 1,578,761 
International Shoe Co. 1,732,062 39,23 67,986 7,21 : 65,183 759,661 | International Shoe Co. 1,732,062 = 1,542,670 = 1,208,6 23,329 ma 
Ralston Purina Co. . 1,726,947 612,370 114/300 726,670 55,925 538,352 406,000 | Ralston Purina Co. ........... 1/726,947 1,276,411 = 1,148,647 1,348,946 ma 
one oe vncanvagoens 1,707,143 1,321,734 134/301 1,456,035 99/008 152.100 | Borg-Warner Corp. 1:707,143 _—«'1, 753,026 891,772 913/883 
Longines- Wittnauer SE Os OL o's ck vavenncs 1,687,167 5,434 215,4 4,761 850,568 616,404 Longines-Wittnauer Watch Co.,. 1,687,167 1,469,946 1,014,469 1,097,126 ad 
eee ceca svacsccestaneses 1/674,157 1,295,667 378,490 1,674,157 Scie Gn. .............. 1'674,157 1,402,880 1,909,231 2,052,171 
Canada Dry Ginger Ale, Ine. 1/662,074 1:219,190 1;219,1 %,166 346,718 | Canada Dry Ginger Ale, Inc. 1,662,074 —«-:1,946,118 1/230,022 836, 
Brown-Forman Distillers Corp. ..............-. 1,616,007 609,083 6,924 1,616,007 ; Brown-Forman Distillers Corp. 1,616,007 1,671,014 839, 516,260 , 
International Latex Corp. 1,614,653 1,317,609 : 1,317, 297,044 } International Latex Corp. 1,614,653 1,849,332 1,257,694 709,245 o 
Metropolivan Life Insurance Co, 1,598,780 1,179,359 1,179,359 419,421 | Metropolitan Life Insurance Co. 1She.780 1,475,000 1,521,709 1,603,833 foo 
ED SET OES bbs sco rvesoeeataens 1,596,417 460,884 134,695 1,595,579 838 Socony-Vacuum Oil Co., Inc. 1/596,417 1,382,809 1,652,425 627,290 
Johns- Manville eae Tiaer 1,588,954 435,765 51,655 487,420 | 818,784 282,750 Johns-Manville Corp. ae 1,588,954 1,663,878 1,426,130 1,337,497 bre 
Mennen Co. .. 1/570,892 975,122 975,122 226,740 | 71.278 297,752 | tena Cs. 1'570,892 1,327,541 843,671 1,285 pote 
nee tes 2 aah x * Does not include DuMont Television Network sur 
d 
000 off radio, and boosted TV ex-|in 1951 when it spent $11,203,298.|and 16th); Swift & Co., 19th with| with $1,624,777 and a ranking of;in the 85th spot, spending $1,808,- hav 
penditure, rising from $2,788,711 in| L&M boosted magazines, cut radio, | $7,695,200 (1951: $6,986,491 and 91st in 1951; Bymart-Tintair, 83rd | 555. wa 
1951 to $6,607,548 in 1952. boosted TV $1,500,000. The com-| 20th); National Dairy Products in rank in 1951 with an expendi- A complete listing of the top 100 sto 
General Mills was sixth in 1952,| pany has been out of supplements /Corp., 20th with $7,657,949 (1951: bow of $1,724,525, does not appear appears in the table above. ma 
spending $14,564,970. In 1951, Gen-| for a couple of years. $8,723,758 and 13th). on the 1952 list; Reynolds Metals pos 
eral Mills was seventh, spent $11,-| General Electric Co. rounded out There are some notable changes | Co., not reported in 1951’s top 100, , Classifi Mr 
797,599. The company boosted|the “top ten” with $11,635,421. It|in the 1952 list: Rexall Drug Inc.| moved into the 74th slot in 1952, The Classifications is | 
magazine expenditures, cut Sun-| was the only advertiser in the big| jumped to 44th in rank by spend- “spending $2,038,034; U.S. Tobacco h: 
; ; - : y sp The big classificati ; I p 
day supplements, cut radio slight-| ten to cut total expenditure, for in|ing $2,933,194 in 1952, compared Co., unranked in 1951, turned up e big classifications in PIB- for 
ly, more than doubled TV expendi-| 1951 it spent $12,426,483, and was api be by nto pe Pasa tio 
tures. sixth in rank. Magazines took the | 4aSt year: food an products, ‘ 
‘ NATIONAL ADVERTISI i ne 
R. J. Reynolds Tobacco Co. took| biggest cut, more than $1,600,000; ooo which spent a measured $145,485, ini 
seventh, with $14,211,211; in 1951! supplements were up. Network ra- Wiens) 730 in 1952, against $141,611,346 in cot 
it was tenth, with $11,150,809.| dio and TV were both up, TV by Genera 6 tena teen Uqusnes pr Mo Bara —_ : or 
Magazine expenditures were up| $700,000. pending $101,868,102_ in , “Ty 
somewhat, supplements were up 1952 — $93,151,384 in 1951; auto- she 
(Reynolds spent $356,828 in ’52),|@ Behind the big ten came Gillette ‘Motive, $69,573,238 against $59,- are 
radio is up a little, TV up a lot Co., 11th with $10,118,502 (1951: | 003,762 in ’51; smoking materials, cer 
(from $4,988,665 to $7,523,941). | $7,487,136, and 17th in rank); Ford | $60,973,834 against $54,549,578. 5 mil 
Motor Co., 12th with $9,757,571) — ! _ The rise of the tobacco classifi- the 
s Eighth spot went to American! (1951: $6,547,409 and 22nd in Cation is interesting and a tribute 
Tobacco Co., spending $13,093,881;|rank); Sterling Drug, 13th with | to TV. In 1948, as the table on Page a! 
in 1951 it had the same rank, spent $9,509,411 (1951: $10,081,062 and 88 shows, the tobacco classification os 
$11,483,042. It spent more than) 11th); Campbell Soup Co., 14th | 1950 was eighth—behind food, toiletries, ase 
Reynolds in magazines, Sunday | with $8,924,581 (1951: $9,268,747, | sais automotive, household supplies, all 
supplements (nearly four times as|and 12th); Miles Laboratories, eee soaps, apparel and drugs. It has one 
much) but $1,000,000 less in radio, | fifteenth with $8,347,585 (1951: | Wii | grown $27,000,000 in five years. dies 
and about $1,600,000 less in TV. | $8,189,752 and 14th). 199 : | | $700.4 Across the classification board, eas 
But while American increased | American Home Products was tts PIB showed gains in 24 of the 29 I 
magazines, it cut supplements and | 16th with $8,318,555 (1951: $7,937,- | eee industry classes. The exceptions tail 
network radio, virtually doubled 417 and 15th); Chrysler Corp., 17th | were apparel, footwear & acces- eer 
TV expenditures. | with $8,203,911 (1951: $7,255,639 ' I ae sories, down about $250,000; beer, oie 
Liggett & Myers was ninth, with | and 18th); P. Lorillard Co., 18th | : wine & liquor, down about $2,- a 
$12,110,431, the same rank it held | with $7,931,699 (1951: $7,612,366. Source: Leading National Advertisers Inc. (Continued on Page 88) 
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Dailies Need Combination Rates to Meet 
Other Media Competition, High Court Told 


WASHINGTON, March 11—The)| 
Supreme Court was told today that | 
combination rates covering morn- | 
ing and evening papers under 
single ownership are the newspa- 
per publishing industry’s best de- | 
fense against the competition of. 
magazines, radio and other media | 
that are fighting for the adver- 
tiser’s dollar. 

Denying that the combination 
rate is a restraint of trade in vio- 
lation of the Sherman Anti-Trust 
Law, John C. Cahill, spokesman 
for 98 newspapers which use com- 
bination rates, said intensive com- 
petition among the various adver- 
tising media prevents newspapers 
from exerting monopolistic power 
over advertisers. 

He was intervening as “a friend 
of the court” in the final argu- 
ments over a decree which the 
federal district court in New Or- 
leans has issued forbidding the 
New Orleans Times-Picayune 


a combination rate which includes 
the Times-Picayune in the morn- 
ing and the New Orleans States in 
the afternoon. 


® Assistant Solicitor General Rob- 
ert L. Stern contended that the 


combination rate in New Orleans | 


is a restraint of trade because it 
makes it impossible for advertisers 


the afternoon instead of the States. 


/was “a tying-in device to restrict || 
‘and limit competition and exploit | 
monopoly: 
position in the morning field to ~ 
\gain an advantage in trade over 


the Times-Picayune’s 


the one competing evening news- 
paper.” 


Ashton Phelps, attorney for the 


Times-Picayune, argued that the 


icant item of competition is not the 
Item, but is the other advertising | 
media and other markets. 


By utilizing its plant around the 
Picayune is able to offer a milline 
markets, he said. 


He ridiculed the argument ad- 
vanced by the Boston Post, which 


-had intervened in the case to ask | 


the court to outlaw all combination 
'morning and afternoon rates. In 
its argument, the Post pointed out 
it was competing against three 
‘other publisher organizations 
which had morning and evening 
| Papers and were offering combi- 


to buy the New Orleans Item | Not rates. 


He praised the lower court for 
finding that the combination rate 


Noting that the Post publishes 


only a morning paper, Mr. Phelps| 


(Continued on Page 89) 


Retailers Should Know More About Human 
Motivation to Sell Goods, Alderson Says 


PHILADELPHIA, March 10—Better 


understanding of consumer moti-| 
vation could have a powerful im-| 


pact on retailing. 

So says Wroe Alderson, partner 
in Alderson & Sessions, market 
research company, writing in the 
February issue of the company’s 
house organ, “Cost and Profit 
Outlook.” 

“Some types of retail institutions 
have originated almost by acci- 
dent,” he wrote, 
comprehension of the basic mo- 
tives at work.” 

A notable example is the super- 
market. Operators of the first 


markets believed that their basic | 


advantage was price appeal. 


= “It was some years before the 
food trades fully realized that 
breadth of selection was what the 
consumer most appreciated in the 
supermarket,” Mr. Alderson states. 

Also, some department stores 
have been designed in the post- 
war period on the theory that a 
store should be a gigantic vending 
machine as fully mechanized as 
possible. Experience has shown, 
Mr. Alderson says, that the store 
is a show place or fair with em- 
phasis on prestige, product in- 
formation and facilities for selec- 
tion. 

“Much more work needs to be 


consumer movement within a store 
or from store to store,” he adds. 


“Intensive analysis of observed | 


shopping trips indicates that stores 


are often completely at sea con-| 
cerning what is going on in the! 


minds of consumers 
there.” 


who shop 


a Personal selling in retail stores 


“and with little 


derson says, 
ploitation of the Christmas season 
where commercialization has be- 
‘come an “offense against public 
taste.” 


General Motors ‘52 
Sales $7.55 Billion 


Detroit, March 10—General Mo- 
tors Corp. had a sales volume of 
$7,549,000,000 in 1952. This was 
higher than in 1951 by $83,600,000, 
and about the same as in the peak 
year of 1950. 

Net income in ’52 amounted to 
$559,000,000, or 7.4% of sales. In 
51 net was $506,000,000, or 6.8% 
of sales. 

“In comparing 1952 net income 
with 1951, three factors should be 
borne in mind,’ GM’s annual re- 
port says. “First, ’52 net income 
was increased by the inclusion of 
about $30,000,009 of profits rein- 
vested in Canada previously de- 
ferred because of Canadian ex- 
change restrictions. Second, ’51 
|/net was reduced by a provision of 
| $35,000,000 for reconversion and) 
plant rehabilitation incident to the 
defense emergency. Third, a larger 
proportion of sales was derived 
from defense production in ’52.” 


452,000,000 were of defense saat 
ucts. 


accounted for 45.7% of total U. S. 
industry sales of passenger cars in 
50, when materials were in fairly 
adequate supply. Production in 
’52 was restricted by government 
‘controls and accounted for only 
(41.2% of total industry passenger 
car sales. 


as well as store location and store 


arrangement might be substanti- 
ally improved through research on 
consumer motivations at work 


5 Named AFA Sustainers 


Five companies have _ been 


elected to sustaining membership | 


during shopping trips, Mr. Alder- jn the Advertising Federation of 


son believes. 

In general, the article says, 
tailing continues to become more) 
rational as understanding of con- 
sumer behavior increases. 

One major exception, Mr. Al- 


America, New York. They are M. 


re-|K. Goetz Brewing Co., St. Joseph, | 


| Mo.; Johnson Publishing Co., Chi- 
'cago; Milwaukee Transportation 
Advertising Co.; Jaqua Co., Grand 
Rapids, Mich., 
Industry, New York. 


combination rate enabled the pub- | 
lisher to offer a low milline rate. | 
Explaining that the milline rate is 
the key to the publishing indus- 
try’s economics, he said the signif- | 


s He told the court that adver- | 
tisers buy space on the basis of 
the lowest cost per million readers. 
clock, the publisher of the Times- | 
rate which competes with adver- | 


'tising values available in other | 
from requiring advertisers to pay | 


is found in the ex-. 


Of total ’52 sales, $6,097,000,000 | 
| were of civilian products and $1,-) 
done on the factors controlling | 


The report points out that GM 


"and the Taxicab | 


SUMMER OFFER—A summer campaign by 
Gaby Co., Philadelphia, will offer a 98¢ 
combination of suntan lotion and stick de- 
odorant. Ads, prepared by Harry Feigen- 
| baum Advertising Agency, will run in Col- 
lier‘s, Fawcett Women’s Group, Look, Pho- 
taplay and the Screenland Unit. 


5,500,000 Autos 
Will Be Made in 
‘53, O'Neil Says 


| NEw ORLEANS, March 10—A 
|quick return by automobile dea#- 
ers to the practices and policies of 
sound management that competi- 
tive selling demands was urged 
yesterday by Thomas J. O’Neil, 
director of product sales and dealer 
organization planning for Ford 
Motor Co. 

“With controls virtually elimi- 
nated,” he told the Louisiana Au- 
tomobile Dealers Assn., “1953 
should see the return of vigorous 
competition in the automobile 
business,” 

Mr. O’Neil predicted that the 
industry will produce at least 5,- 
500,000 passenger cars and 1,300,- 
000 trucks this year. 

For the next decade, he pre- 
dicted production of—and demand 
for—approximately 5,250,000 pas- 
senger cars and 1,380,000 trucks 
annually. 

“This,” he added, “could easily 
be a conservative estimate.” 


® To succeed in a competitive 
market, he said, requires no magic 
touch. The secret lies in manage- 
ment—good, alert, constant man- 
agement which is flexible enough 
b meet changing market condi- 
tions, he maintained. 

| “The days of absentee manage- 
|ment,” Mr. O’Neil said, “are be- 
hind us. The dealer who is always 
on top of every phase of his op- 
erations is the dealer with a fu- 
ture.” 

| He asserted that three areas of 
/management call for the dealers’ 
immediate and persona! attention 
—controlling expenses, building 
gross profit and turning used units 
over rapidly. 


® Estimating that dealer: 
to sell between 10,000,000 and 12,- 
000,000 used cars in 1953, Mr. 
O’Neil urged dealers to start giv- 
ing more attention to what is “too 
often the stepchild of the 
|ship”—the used car and truck de- 
| partment. 


sales and public opinion also makes 


\ ae a pies * a 
spent eRe PS 3. 


WASHINGTON, March 11—An Ap- 


VERTISING AGE reader revealed to-| 
day that the Post Office Depart-| 


ment is making little progress to- 
ward the adoption of a new ship- 


ping plan that sharply reduces. 


| the cost of handling parcel post. 


will have} 


| 


The plan, utilizing the most mod- 
|ern materiais handling equipment. 
‘and techniques, can cut hours off 
| the loading and unloading of rail- 
|road cars. 

Members of the department’s re- 
search staff described it to AA 
recently as one of the outstanding 
examples of the savings that could 
be achieved through the introduc- 
tion of modern methods in the 
postal service. 


= The letter to AA said the de- 
partment’s tests came to an abrupt 
halt last August when E. L. Rose, 
who had been assistant superin- 
tendent-at-large in the _ postal 
transportation service, was trans- 
ferred to another post. 

Postal officials confirmed the 
fact that testing is marking time. 
They explained, however, that the 
department feels that further 
progress on the new parcel post 


system is up to the railroads, which | 
stand to benefit from reduced load- | 


ing costs. 


In addition, however, there are 

potential savings for the Post Of- 
fice, for a reduction in railroad- 
‘ing expense eventually is reflected 
in the rate which the department 
pays for handling its traffic. There 
are also savings within the postal 
terminals as a result of the new 
techniques, and there is a sharp re- 
duction in damage claims. 
@ The new parcel post system was 
particularly important because the 
Post Office’s parcel post business 
had been increasing by leaps and 
bounds. As the flood of additional 
business swamped the department’s 
facilities, the losses from parcel 
business increased and resulted in 
repeated applications for rate in- 
creases. 

Only recently, the department 
asked the Interstate Commerce 
Commission to approve an addi- 
tional 35% increase in handling 
charges, third since World War II. 

The new method of handling 
parcel post was fully described in 
the series of articles on postal op- 
erations printed in ADVERTISING 
AcE during January. 

The articles told how the plan 
had emerged from conferences be- 
tween postal research people and 

(Continued on Page 42) 


Yeck Says ‘Sales 
Machinery Lines 
Are Full of Holes’ 


CLEVELAND, March 10—‘The 
marketing machinery of most man- 
ufacturers is badly organized be- 
cause ‘scientific management’ has 
passed it by.” 

The Cleveland Advertising Club 
learned this last week from an ad- 
dress by John D. Yeck, partner 
in Yeck & Yeck, direct mail ad- 
vertising consultant. 

Asserting that advertising is a 
labor-saving machine which saves 
money for a company, Mr. Yeck 
said that all advertising is de- 
signed to take the place of a per- 
sonal salesman. 

“Advertising helps a salesman 
produce more in an hour by doing 
part of his work for him. It’s real- 
ly marketing machinery, designed 
to produce a sale cheaper than the 


man could produce alone,” Mr. 
Yeck said. 
s The Dayton consultant said 


most manufacturers are efficiently 
operating their “big, important- 
looking machinery—using glamor- 
ous packaging, flashy national ad- 
vertising and that stuff. 

“In some products, like soap, 
soup and cigarets, that’s enough 
to make the sale—but it isn’t 
enough for most manufacturers,” 
Mr. Yeck warned. 

“A real missing link in a man- 
ufacturer’s production line is rare, 
but almost all manufacturers have 
sales machinery lines which are 
full of holes,” he said. 

Cogs which are frequently miss- 
ing in sales machinery, Mr. Yeck 
said, are those which might pep 
up the wholesaler’s salesmen, put 
point of purchase displays in the 


|dealer’s store instead of the dis- 


dealer- | 


“The close connection between) 


it important that dealers closely | 


watch their public relations in a) 
period of competitive sellin’. Mr. 
O'Neil added. “Public reiauons is 
not a luxury which can b° af- 


| forded only in good times.” 


tributor’s storeroom, or remind 
customers that the company is still 
interested in them. 


s Mr. Yeck’s answer to the prob- 
lems of missing sales machinery 
was “intelligent direct mail.” 
Quoting Donald Laird’s “Prac- 
tical Sales Psychology,” Mr. Yeck 
said the average salesman spends 
only 15% of his time talking to 
prospects, costing his firm con- 
servatively $30 per prospect-hour 


or 50¢ a minute, “which is a low 
estimate.” 

On the other hand, if the sales- 
man knows which prospects are 
hot, skips the poor ones and sees 
twice as many hot ones in the 
same time, sales costs have been 
cut $75, Mr. Yeck calculated. 

“If $25 worth of marketing ma- 
chinery (direct mail) leads the 
salesman to hotter prospects, then 
$25 saves $75—and you’ve cut 
the cost of selling by $50 per sale.” 


Barmaids in Beer 
Commercials Bear 


Legislator’s Ire 


ALBANY, March 10—A New York 
state senator has advised brewers 
to rid their television commercials 
of “bosomy barmaids” and teen- 
age “bar-flies” if they want to 
avoid compulsory legislation. 

Sen. Thomas C. Desmond, New- 
burgh Republican, proposes that 
brewers voluntarily submit TV 
commercials to the state liquor au- 
thority. 

“In this way,” he said, “mis- 
leading, false, obscene and inde- 
cent advertising can be screened 
out. If they refuse to cooperate, 
and the brewers fail to police 
themselves, there will be no re- 
course but compulsory legislation.” 


Pennsylvania Daily to Bow 


Times Newspapers Inc., Phila- 
delphia, early in April will bring 
out an evening Monday-through- 
Friday newspaper covering the 
Bristol-Levittown-Morrisville area 
of Lower Bucks County, Pa. 


Subert Joins ‘News-Review’ 


Arthur Subert, formerly adver- 
tising manager of the Daily News, 
Rhinelander, Wis., has joined the 
advertising staff of the Daily 
News-Review, Roseburg, Ore. 


Petrino Joins Burke, Kuipers 


Pat Petrino, formerly media 
manager of Paris & Peart, has 
joined the sales staff of Burke, 
Kuipers & Mahoney, New York, 
publishers’ representative. 


Ad Golfers Set Locker Party 


The Western Advertising Golfers 
Assn. will hold its annual Locker 
Party at a luncheon March 27 at 
the Illinois Athleti¢ Club, Chieago. 
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FCC Okays 29 More 
TV Applications and 
Reaches End of List 


(Continued from Page 1) 
afternoon, went to WHEC, Roches- 
ter, N. Y., and Veterans Broad- 
casting Co., Rochester, N. Y., for 
stations which are to share Chan- 
nel 10, with each using the channel 
morning and afternoon on alter- 
nate days. 


s Earlier the commission an- 
nounced these grants: J. D. Manly, 
Panama City, Fla., Ch. 7; South- 
eastern Broadcasting Co., Macon, 
Ga., Ch. 13; Chronicle Publishing 
Co., Marion, Ind., Ch. 29; Mel 
Foster and Harold Hoersch, Daven- 
port, la., Ch. 36; Middlesex Broad- 
casting Corp., Cambridge, Mass., 
Ch. 56; WCOW Telecasting Co., 
St. Paul, Ch. 17; Mosby’s Inc., Mis- 
soula, Mont., Ch. 13; Carolina 
Broadcasting System, Greenville, 
N. C., Ch. 9; New Mexico Broad- 


casting Co., Albuquerque, Ch. 13. 
Chambersburg Broadcasting Co., 
Chambersburg, Pa., Ch. 46; Birney 
Imes Jr., Columbus, Miss., Ch. 28; 
Frank E. Hurt & Sons Inc., Nampa, 
Ida., Ch. 6; Peninsula Broadcast- 
ing Co., Salisbury, Md., Ch. 16; 
Forest Capital Broadcasting Co., 
Lufkin, Tex., Ch. 9; Valley Elec- 
tric Co., San Luis Obispo, Cal., 
Ch. 6; Fort Myers Broadcasting 
Co., Fort Myers, Fla., Ch. 11. 
Golden Empire Broadcasting Co., 
Chico, Cal., Ch. 12; Turner-Farrer 


Assn., Harrisburg, IIl., Ch. 22; 
Shenandoah Valley Broadcasting 
Corp., Harrisburg, Pa., Ch. 3; 


John Steventon, Yuba City, Cal., 
Ch. 52; Princeton Broadcasting 
Co., Princeton, Ind. Ch. 52; 
Ralph D. Epperson, Mount Airy, 
N. C., Ch. 55; Hollins Broadcast- 
ing Inc., Dover, Del., Ch. 40; Ra- 
dio Hendersonville Inc., Hender- 
sonville, N. C., Ch. 27; Tarrant 
County Television Co., Fort Worth, 
Ch. 20; Lawrence A. Harvey, San 
Francisco, Ch. 20, and Television 


Frankfort Promotes Reese 
to Director of Advertising 


Frankfort Distillers Corp., New 
York, has promoted Ralph W. 
Reese from advertising manager, 
a post he has held 
since 1948, to as- 
sume direction of 
all of its adver- 
tising activities. 

Prior to joining 
Frankfort, Mr. 
Reese was with 
Young & Rubi- 
cam, where he 
served as an ac- 
count executive 
and later as man- 
ager of the agen- 
cy’s internationa! 
division. He came to the agency 
from the advertising department 
of the Syracuse Journal. 


Ralph W. Reese 


Allen to Demanco Products © 


Wilfred.S. Allen, formerly with 
Copeland Displays Inc., New York, 
has joined the executive staff of 


Demanco Products Inc., Westbury, 
N. Y., display motion manu/Zactur- 


Columbus, Columbus, Ga., Ch. 28.! er. 
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“What makes you so sure the boss is going to have you 
take a bow for showing him how to sell all lowa through 
the Des Moines Sunday Register?” 


We can’t 


arantee you an audience with the boss for adver- 


tising in the Des Moines Sunday Register...but we can with 


all Iowa! 


Take a look for yourself: The Des Moines Sunday Register 


or 
a city. It 


covers this whole state better than most papers cover 
delivers 2 out of 3 of all lowa families, city and farm. 


Coverage in 83 out of the 99 counties is a remarkable 50% to 
complete domination. In 9 counties more, it’s a high 40% to 
49%. For the few others, it’s at least 21%! 

As for the lowa market it’s a two-fold wonder! Total income 
to the tune of four billion dollars is split between farm and city 
folks—the farm families being the nation’s richest...and the 
city dwellers buying even more fabulously than major cities 


like Philadelphia, 


oston or San Francisco. 


The news is still good: the cost of covering this unusual 
market is a modest $1.88 milline rate. 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION September 30, 1952: 
Daily, 369,807—Sunday, 533,204 


Scolero, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


Advertising Age, March 16, 1953 


Highlights of the Week’s News 


Hewitt, Ogilvy split. David Ogilvy tried resigning first, but Andy 
Hewitt was more successful 
The top 100 advertisers in four major media have been reported again 
by Publishers Information Bureau. Much to nobody’s surprise, 
Procter & Gamble is the leader for '52 
The Canadian broadcasters’ meeting last week heard much talk against 
government controls and some advice about not using high-brow 
shows to reach lower middle classes Pages 1 and 28 
Although a new mechanical handling system could reduce parcel post 
costs, the Post Office seems unhurried about a change ....Page 3 
One of TV’s most lavish productions, NBC’s “All-Star Revue,” signs 
off April 18 for lack of sponsors 
A western brewer spoofs beer themes in a grand manner. Regal Amber 
beer isn’t dry, it’s moist 
Jordan Phee of Donahue & Coe disagrees with Julian Watkins about 


ee 


ee 


helped All-Year Club to change its ad approach ............ Page 84 
REGULAR FEATURES 

Advertising Market Place ....72 Looking at Retail Ads ........ 80 
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Getting Personal ............ 44 Voice of the Advertiser ...... 68 
Information for Advertisers . .72 What They’re Saying ........ 12 


| 


Campbell-Ewald Beosts Two 


Peter H. Neil has been trans- 
ferred from the Detroit headquar- 
ters of Campbell-Ewald Co. to the 
Chicago branch office as account 
executive in charge of Chevrolet 
accounts. He succeeds William F. 
Armstrong Jr., who becomes man- 
ager of the agency’s Washington 


Broadcast House to ABC 


Broadcast House Inc., St. Louis, 
has affiliated with American 
Broadcasting Co. The company ex- 
pects to put its new u.h.f. televi- 
sion station in operation by Aug. 1, 
the second commercial TV station 
in St. Louis. The company will use 
Channel 36 with 275,000 watts 


office. power. 


Ya 


HAPPY 


TURN 


the size we design for th 
rowing Greensboro Market!" 


FOR MANY HAPPY RETURNS on your advertising invest- 
ment, you can’t beat the 12-county ABC Growing Greensboro 
Market! Of the $635-million spent for food in North Carolina, 
1/5 of it is purchased by 1/6 of the state’s people who live in 
this prosperous and progressive market! ... These people also 
account for 1/5 of the South’s Leading State’s total retail 
sales of nearly $3-billion ... A warm greeting of sales response 
awaits advertisers in the Growing Greensboro Market who use 
the 100,000 daily circulation of the GREENSBORO NEWS & 


RECORD... 


Be 


Only medium with dominant coverage in the Greensboro 12-Gounty 
ABC Market, with selling influence in over half of North Carolina! 


SALES MANAGEMENT FIGURES 


~ Greensboro EEN 
News and Record a 
GREENSBORO, NORTH CAROLINA - 


Represented by Jann & Kelley, Inc. 
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60th of a series 


| IT’S EASIER 


- AND MORE 


eS 


PROFITABLE 


TO SELL BEST CUSTOMERS 


SRE OST 


NEW ~»e2 YORK 


make 26,000,000 shopping 


Naturally it’s easier... and 


‘more profitable . . . but can you reach New York’s best 


customers without waste? There’s only one way — reach them 
in the medium that selects the best customers for you every 
day — the Herald Tribune. It’s a market with high incomes — 
66% over $5,000 a year!...95% have one or more savings 
accounts... 60% are in business management... and 49% 
own their own homes. The Herald Tribune Quality Market can 
afford to buy big, wants to buy big and does— FIVE BILLION 
DOLLARS BIG. Get details on the market where you can 
always sell at a profit—today! _ 


Tribune 


oi Herald Tribune fom- 


More then 375,000 \ y} (g 
Herald [Tribune fam- ioe = Ot a ilies heave $02,000 
ilies hove incomes of | - Ss checking accounts. 


$5,000 « year and up. 
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RCA Pushes Dealer Plaque 


The RCA Victor division of Ra-~ 
dia Corp. of America, Camden, N. 
J., is promoting a _ personalized 


_ A TREASURED ART 
STOREHOUSE 


Each year subscribers to the 
mon Cli 


eee eee a — than 
3,600 individual more 
than 12,000 individual gp ES 


prints, every subject original! . 
by art ora $28.600 to $26,- 
000 annually 


SUPPER 


PICTORIALLY INDEXEL 


FOR QUICK REFERENCE 
All pictorial) indoned o 
ized. You <n scan twel ve full is- 
sues on just twelve Ie” x 22” 
pees. Entire service more 
han 250 ‘How 


ly 


Wei FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


identification plaque for its local 
radio-television dealers, to help 
the dealers create new sales of 
RCA electron receiving tubes and 
TV picture tubes. The campaign 
will use national radio, TV and 
newspapers, and a variety of store 
display material. J. Walter Thomp- 
son Co. is the agency. 


Leo Burnett Promotes Four 


Leo Burnett Co., Chicago, has 
promoted James Love, Ralph Ellis 
and Howard Bede, account execu- 
tives, to v.p.s, each having charge 
of several accounts. Andrew Arm- 
strong, in addition to his duties as 
v.p. and member of the top plan- 
ning committee, has been placed 
‘n charge of the art department. 
Mr. Armstrong succeeds John Ol- 
son, who has retired. 


Goldman, Walter Moves 


Goldman, Walter & Kanma Ad- 
vertising Agency, Albany, has 
moved to new quarters at 17 Elk 
St. Michael Danyla Jr. has joined 
|the staff as an account executive 
and Eileen Andrews has been 


s| named production administrator of 


| television and radio. 


Cannon Copy Tells 
‘Related Products’ 


Story to Consumer 


New York, March 11—Cannon 
Mills’ new “related products” cam- 
paign will open with a full-color 
spread in the April 27 Life and in 
the June Beiter Homes & Gardens. 

Cannon is the only manufacturer 
that has color-coordinated towels, 
sheets, blankets, bedspreads and 
draperies. 

By relating these products, the 
company has made it possible now 
for the customer to buy all her 
household textiles in one store. 
And she is also certain that any 
repeat purchases she makes of one 
Cannon product will match the 
color she already has. 

To describe this relation, copy 
in the opening new ad calls it “Go 
Together Colors” in the headline. 

An earlier ad showing all Can- 
non products appeared in Life last 
September. It enabled Cannon 
salesmen to open new accounts and 


sell certain items in the Cannon 
line to retailers who had never 
handled them before. The new ad 
is designed to sell the consumer di- 
rectly. 

N. W. Ayer & Son handles the 
related products campaign for 
Cannon. 


3 Join Krupnick & Associates 

Krupnick & Associates, St. Louis 
agency, has appointed William J. 
McGoogan Jr., formerly feature 
writer with the St. Louis Globe- 
Democrat, assistant to the public 
relations director. Patrick M. Per- 
rone, previously mail order cata- 
log copywriter with Sears, Roebuck 
& Co., Chicago, has been named to 
the copy service staff. Ray M. Scho- 
enfeld, formerly administrative as- 
sistant at Harold Kirsch Co., has 
been appointed assistant media di- 
rector. 


Bolinder Joins Hitchcock 

Robert G. Bolinder, formerly a 
salesman with National Carbon 
Co., a unit of Union Carbide & 
Carbon Corp., has joined the sales 
staff of Hitchcock Publishing Co., 
Wheaton, II. 


receiving enthusiastic praise from 
both readers and advertisers! 


NEW PAGE SIZE 


——, 


it was love at first sight with rural fam- 
ilies of the Southwest when they got their 
first copy of the Farmer-Stockman that 
sported the new small size. 


First, it was the farm women who said so. 


They took pen in hand to tell the editors 


January, 1952: -. 


20,876 


how delighted they are with the modernized 
Farmer-Stockman. Then the men, as they 
grabbed a breather from the heaviest crop 
and livestock production schedule they ever 
chinned, took up the theme. Old and young 
alike seem to go for the new book. 


To prove it, women of Oklahoma and 
Texas ordered seven times as many needle- 
work patterns from the Farmer-Stockman 
in January, 1953, as they did of the same 
pattern, with the same promotion, in 


Men wrote that they liked the “meaty” 
articles that are so well geared to their 
reading profit and pleasure. All in all, the 
new format is proving to be mighty popular. 


It’s just another indication that the 
Farmer-Stockman, with 42 years of expe- 
rience in ringing the bell with its typical 
Southwestern flavor, has scored another 
first in the preference parade. 


the Farmer-Stockman 


Sep 
@ 401,09 *s sect OKLAHOMA CITY, OKLA. — DALLAS, TEXAS 
2 Exceptional te editorial coverage 
@ Planned, aod ning styling q Now reaching more than 401,000 families 
@ National prize icultural Leodenit ny form in the Rural Southwest. 
np a Se 220,836 Missouri ... 5,119 
Oklahoma _..121,818 New Mexico ............ 2,746 
ES Scleicitcscctiesbin 24,510 Other States . 8,159 
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Industrial Admen 
Told to Work More 
with Selling Force 


New York, March 10—The prob- 
lem in industrial advertising to- 
day is not media schedules, re- 
search, or readership surveys; it is 
how to get salesmen to give adver- 
tising their wholehearted support. 

This is what Edwin L. Andrew, 
executive v.p. of Fuller & Smith 
& Ross, told members of the Indus- 
trial Advertising Assn., local 
chapter of National Industrial Ad- 
vertisers Assn., today. 

Mr. Andrew stressed that adver- 
tising men must get out on the 
firing iine more than they have 
been and become intimately ac- 
quainted with problems that con- 
front their company’s sales staff. 
Salesmen need more practical help 
from the advertising department 
and less so-called ammunition in 
the form of ad proofs, direct mail 
folders, and media schedules. 


® Too many advertising men fail 
to appreciate the importance of 
merchandising their advertising 
program to the sales force, the 
company’s distributors and deal- 
ers, Mr. Andrew said. 

As charity begins at home, so 
also must advertising, he said. The 
whole company organization should 
be sold on the value of what the 
advertising department is doing 
to help sell the company and its 
products, and how what it is doing 
helps the salesmen in the field in 
a practical way. 

Advertising budgets depend to 
a large extent on the degree of 
clarity with which management 
can see probable results. This can 
only be demonstrated in the field 
by more business, Mr. Andrew 
said. : 

The challenge to advertising 
men today, he said, is to devise 
ways and means of broadening 
their area of activity. To do this 
effectively, he said, advertising 
men must get out into the field 
| with the salesmen and learn at 
first hand what is going on. 


# By so doing, he declared, ad- 
men will learn not only the prob- 
lems of the salesmen, but also they 
will appreciate more clearly some 
of the basic problems of manage- 
ment. 

The day of the advertising the- 
orist, the copywriter without prac- 
tical field experience, and the ad- 
vertising manager who dreams up 
|campaigns based on media re- 
search and variations on a theme 
is over, Mr. Andrew said. Indus- 
trial ad managers today must be 
sales-minded, management-minded 
‘and customer-minded. They must 
get concrete results from the 
money they spend. 

New types of visual demonstra- 
tion, dramatic sales talks, cus- 
‘tomer meeting, training methods 
for salesmen must be devised, he 
said, in order to make salesmen 
| more effective by means of ad- 
'vertising. Only in that way, he 
‘said, will advertising be made 
| more effective. 


Bagcraft Corp. Names Agency 

Bagcraft Corp. of America, Chi- 
cago manufacturer of paper and 
‘glassine bags, has appointed Bur- 
'lingame-Grossman, Chicago, to 
| handle its advertising. Trade pub- 
|lications and direct mail will be 


. used. 


‘Appoints Maxwell Sackheim 

The Nu-Enamel division of Bur- 
'gess Vibrocrafters Inc., Chicago 
maker of electric tools. has ap- 
pointed Maxwell Sackheim & Co., 
New York, to handle publication 
advertising. 


Beam Distilling Co. Moves 


James B. Beam Distilling Co., 
Chicago, has moved to larger ex- 
ecutive and general offices in the 
— Bldg., 63 E. South Water 
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ERICAN WEEKLY 
creates HNTHUS [ASM 


Everything about The American Weekly is moving steadily up 
| ... readers per copy, readership per article, 
advertising revenue, and advertisers’ results! 


* Enthusiasm is interest raised to a buying pitch! 
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Taste Will Tell 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 67292 - Chicago 1 


Canadian Broadcasters Can See No Bright 


Future for Privately Owned TV in Canada 


(Continued from Page 1) | 
for minimum equipment and $120,- 
000 a year to operate. 

“If they’re not already discour- | 
aged by costs, Canadian operators | 
are licked by regulations before | ® Earlier in the day, Harold E. 
they start,” said Harry Sedgwick, | | Fellows, president of the National 
'president of CFRB, Toronto radio Assn. of Radio and Television 
Station. | Broadcasters, expressed sympathy 

Until CBC regulations are eased | for the Canadian broadcasters in 
to allow Canadian TV to draw up-, their present position. He said 


on “economical sources for pro- 
| gramming,” it was concluded, 
there will be little or no private 
Bynes operation. 


Make 
sales calls than ever bef 
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- ka gain and again and again 


Progressive Architecture smashes 


Engineers 3.720 
Designers” 3,215 
Draftsmen 4,414 


22,250 


otal Professional 
itectural Circulation. 


more architectural. 


yy concerti Age, March 16, 1953 


American broadcasters felt that 
“the people acting in an atmos- 
phere of liberty, by their daily 
determination as to program 
choices, exercise a sure type of 
control which, while sometimes 
less dramatic than that of the gov- 
ernment censor, is a control which 
can not be denied. . .” 

D. Malcolm Neill, president of 
the Canadian Assn. of Broadcast- 
ers, in his report to the delegates, 
said that “from the outset the CBC 
has portrayed television as some 
horrible Frankenstein monster 
which only they with their su- 
perior intellects can control and 
thus protect us from ourselves.” 

He said that if the policy is con- 
tinued, other groups besides the 
CAB would be formed to bring 
pressure on the government to ease 
the restrictions now set. 


® Shifting the group’s attention to 
another topic, Richard Glenn Get- 
tell, chief economist of Time Inc.., 
told the broadcasters that because 
of fears over a possible depression, 
U. S. business has been making 
“tactical decisions’ which are de- 
fensive. He said that the desire for 
security has resulted in an at- 
tempt to “shift risks from the 
shoulders of the individual, to mit- 
igate the rigors of competition.” 

As examples of this he noted the 
emphasis placed by organized la- 
bor on job protection and the drive 
for new and higher pension plans; 
growth of federal and state social 
security; price supports for farm- 
ers; guarantees of bank deposits, 
home mortgages and private in- 
vestment abroad; continued tariff 
protection; fair trade legislation, 
and fast tax write-offs on new in- 
vestments. 

All these, he said, may be “so- 
cially desirable, given the specific 
problem” they are designed to 
solve, but taken together they “‘sig- 
nificantly reduce the dynamism of 
our economic system.” 


Colgate Tests Two 
Super Suds Colors 


JERSEY City, March 10—Colgate- 
Palmolive-Peet Co. is test market- 
ing two new detergents, both under 
the Super Suds label, in Kansas 
City and Chicago. 

Blue Super Suds is under test in 
Kansas City and white Super Suds 
in Chicago. 

Radio and TV _ spots, comics, 
couponing and r.o.p. newspaper 
color are being used. 

Cunningham & Walsh 
agency. 


is the 


WELDIT, NEW ADHESIVE, 
TESTED IN MAJOR CITIES 

Jamaica, N. Y., March 10—Sing- 
er Home Products is testing a new 
adhesive, Weldit, in several major 
markets, prior to starting a na- 
tional campaign. 

Currently, the product is being 
promoted in Chicago. Three or four 
small teaser ads preceded a large 
ad in the Chicago Daily News and 
this was followed by smaller in- 
sertions. 

The glue is reported to be sun- 
proof, rainproof, windproof and 
unaffected by water, oil, naptha, 
gasoline or alcohol. 

J. Gerald Brown Advertising, 
New York, is the agency. 


Blackman Joins Ware Bros. 


Robert K. Blackman, formerly 
associated with the materials han- 
dling division of Yale & Towne 
Mfg. Co. has joined Ware Bros. 
Co., Philadelphia publisher, as ad- 
vertising manager of Farm Chemi- 
cals and County Agent & Vo-4g 
Teacher. 


B. T. Babbitt Names Parker 


B. T. Babbitt Inc., New York 
maker of Bab-O scouring cleanser 
and other products, has appointed 
Ward F. Parker v.p. and director of 
marketing. Mr. Parker was with 
Standard Brands Inc., New York, 
for 21 years. 
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“Repeated advertising impressions help keep 


products moving off our shelves in volume.” 


JosepH B. HALL 
President 


THE KROGER COMPANY 


Cincinnati, Ohio 


One of a series of advertisements promoting a better under- 


\ ; pa fe 

standing and appreciation of Outdoor Advertising — sponsored by 

OF OUTDOOR ADVERTISING COMPANIES 
JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
: fifth WALKER & COMPANY © UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 
serving one-ti ROCHESTER POSTER ADV. CO., INC. «+ RICHMOND POSTER ADV. CO. © E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. + BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. «+ C. E. STEVENS CO. 
consumers .. . CONSOLVO ADVERTISING CORP. »« LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 « 
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ADVERTISING 
AGENCIES 


You'll give this handy gadget a choice spot in your top 
drawer—use it every day! Gives you not only the full gray 
scale, but also the corresponding tone values in standard 
red, yellow and blue. Write us today and get yours. 
P.S. We're pretty sure we can top the photo-engravirg 
results you're now getting — especially on color process 
work. The sooner you let us prove it the better you'll like it. 
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Advertising Age, March 16, 1953 


| WASHINGTON, March 10—U. S. 
‘department store sales in January 
| declined more than seasonally from 
the high level of the last quarter 
of 1952, according to a preliminary 


‘estimate by the Federal Reserve) ° 


Board. 

| Based on a 1947-49 average of) 
100, the seasonally adjusted figure 
for January was 111, compared 
with 115 for December, 1952. At 
the same time, the board pointed 
to a slight increase over the sales. 


levels of January, 1952, which | 


came to 109. 


During the week ended Feb. 28, |¢ 


53, the big merchandisers sold 9% 
more than in the corresponding 
week of 1952. This was not season- 
ally adjusted. In fact, the in- 
crease was declared to be due in 
large part to the fact that Wash- 
ington’s birthday which tends to 
boom store activity, fell within 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION the week but was not included in 
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the Way St. Louis Drugstores Do 


Leading St. Louis drugstores sold the 
$65,000,000 drugstore market in 1952 by 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 


using 625,431 lines of advertising in the peed aaaaaaa 


Tribune Tower 


ROSCHER, Manager 


ST.LOUIS POST-DISPATCH sun» 


PACIFIC COAST 


the medium which gives you the most 
thorough and economical coverage 
of the St. Louis market 


WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St., 5 


Los Angeles 


520 W. Seventh St., 14 


Seattle 
603 Stewart St., 1 


Circulation: Nearly 400,000 Daily, Over 450,000 Sunday 


Portland 
520 S. W. 6th Ave., 4 


January Sales Show 7 and Downs 


1947-49 equal: 10U 


Week to Feb. 28, ’53*..p93 
Week to Mar. 1, °52*....85 
Week to Feb. 21, °53*....85 
Week to Feb. 23, °52*....83 
Week to Feb. 14, °53*....92 
Week to Feb. 16, °52*....89 


pPreliminary 
*Not seasonally adjusted. 


= 


= 
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the corresponding week of 1952. 
All sales drops were in areas 
where stores were closed in honor 
of the holiday, notabiy the New 
York and San Francisco-Oakland 
areas. 


Another cause given for the 
week’s increase was the early start 
on seasonal promotions made pos- 
sible by generally spring-like shop- 
ping weather. 

For the year reported so far 
(nine weeks), the big stores have 
made about 3% more sales than 
in the same period a year ago. 
The Atlanta, San Francisco and 
Dallas districts continue to lead, 
with increases of 7%, 7% and 
\6%, respectively. 


% Change from ‘52 
| Week Ended 


| Federal Reserve Feb. Feb 
District, Area, and City 21 28 
| UNITED STATES ................. vant. ne +] 
SS 9 
Metropolitan Areas 
New Haven ...... iccntaeseiie, “I 12 
Lowell-Lawrence _.............. a a 
| Cities 
| Downtown Boston .................... 18 5 
| SETI sesssecsneseressicssseies ma Te 7 
Providence ............. se site. a 25 
New York District ...................... 8 —5 
a Areas 
Buffalo .......... simnaiebdbisenciny 3 
Rochester ........... ‘ see 16 22 
SPRUE OI. jistaninsspnsvisacteasscsnn . 124 —2 
| Cities 
| New York .... - rli2 —10 
| Newark “ . rgd 4 
| Philadelphia District ‘ r—7 31 
| City 
| Philadelphia .. r—12 33 
Cleveland District .. —t il 
Metropolitan Areas 
Akron . —4 16 
| Cincinnati : 2 18 
Columbus ; sic 2 23 
Toledo , ; —7 12 
NE SL ce casueiuve stelcas 1 13 
Cities 
Cleveland ; ; anedi 2 5 
Pittsburgh ........ reine —1 5 
Richmond District . ie ot —10 35 
Metropolitan Areas 
Washington .... oe 10 43 
| Baltimore ..... : : —9 27 
Atlanta District ris 0 16 
Metropolitan Areas 
| Birmingham ; ; 0 . 
} Jacksonville . —4 17 
| Miami .. : 3 15 
Atlanta r0 8 
Augusta - —1 1 
New Orleans —12 ° 
Nashville ......... ‘ 14 33 
Chicago District .. , assis r2 il 
Metropolitan Areas 
eee ; detects —D 9 
Indianapolis .... ; 5 15 
| Detroit - ; . 12 17 
} Milwaukee saraileatiakaon a 1 9 
St. Louis District . seiebuaities r—1 13 
Metropolitan Areas 
| Little Rock ................ —2 7 
| Louisville : sate 11 12 
| St. Louis — ; ‘ . —3 14 
| Memphis .......... sehadebaesasates 0 8 
Minneapolis District . —15 rz 
| Metropolitan Areas 
Minneapolis-St. Paul . ..—16 8 
| Minneapolis City ........ 18 7 
} St. Paul City . —4 9 
Cities 
Duluth-Superior .. —2 4 
| Kansas City District ............ 0 1e 
| Metropolitan Areas 
| Denver .... ations —5 11 
} Topeka ; : a | 11 
| Wichita : : .—13 7 
St. Joseph ........ 4 9 
Oklahoma City 3 10 
Tulsa ’ : —2 9 
City 
Kansas City 3 11 
Dallas District .. . ro 10 
Metropolitan Areas 
Dallas —14 20 
E! Paso 2 4 
| Fort Worth , 2 5 
| Houston we 10 9 
San Antonio .... —1 10 
San Francisco District 12 0 
Metropolitan Areas 
| Los Angeles . 4 12 
| Downtown Los 
| Angeles 1 11 
Westside Los 
| Angeles : 0 10 
| San Diego 13 4 
San Francisco- Oakland . 23 —16 
} Oakland City ........ 21 9 
San Francisco City 25 —20 
Portland ws 9 14 
| Salt Lake City 3460 +4 
Seattle 19 0 
Spokane 12 8 
| r—Revised. 


'*Data not available. 
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has been sold to participating 
sponsors. Part of this season it has 
been limping along with two ad- 
vertisers, while the third avail- 
ability went begging. 


® Some of the credit for knocking 
out the competition goes to Jackie 
Gleason, whom CBS lured away 
from DuMont last fall to revitalize 
Columbia’s Saturday night lineup. 
The every-week Gleason show has 
stayed ahead of the rotating NBC 
stars in the Trendex ratings most 
of the time in recent months. 

However, business-minded ad- 
vertisers will tell you that the 
Gleason show—it still has a full 
house of sponsors—was secured 
through exactly the kind of fi- 
nancial arrangement which has 
the TV industry in a budget tail- 
spin. 


= “CBS was weak on Saturday 
night. So they buy Gleason and his 
package,” an executive of one of 
TV’s leading advertisers told AA. 
“When the show is offered to ad- 
vertisers it is priced at about $66,- 
000—the same program which was 
doing well on DuMont with a $16,- 
000 budget.” 

Contract renewal time is not 
here yet for “Colgate Comedy 
Hour,” another NBC telecast fea- 
turing alternating name artists. 
This Sunday night attraction costs 
the soap maker about $5,000,000 
annually. On the basis of previous 
experience a boost of about 5% in 
time and talent expenses is ex- 
pected for the new series starting 
next fall. 


#® A mild case of renewal jitters 
has already developed over this 
show. The sponsor has evidenced 
some concern over the availability 
of such stars as Donald O’Connor, 
Martin & Lewis and Bob Hope, 
all of whom must also fit their TV 
work into an already heavy movie 
and stage appearance schedule. 
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‘All-Star Revue’ | 
Demise Forced 
by High Costs 


New York, March 10—For years 
the sponsors of TV’s most lavish 
productions have warned that vi- 
dieo’s rising cost spiral would have 
to be checked. Apparently they 
meant what they said. 

One of NBC’s most highly touted 
packages, the “All-Star Revue,” 
will fade from the airwaves after 
April 18. The reason for the demise 
of the program, which introduced 
such big names as Jimmy Durante 
and Tallulah Bankhead to televi- 
sion: lack of advertising support. 

Too expensive for a single spon- 
sor from the outset, the hour show 


Carnation will move Burns & 
Allen out of the hot spot opposite 
the high-rating Groucho Marx 
(NBC, DeSoto-Plymouth) to Mon- 
days at 8 p.m. This period becomes 
vacant when the “Lux Video 
Theater” shifts to Thursday night 
at 9 p.m., EST. This in turn be- 
came available when Lucky Sirike 
dropped “Biff Baker.” 


# In the Downbeat department 
at DuMont: Carter Products 
dropped Drew Pearson—also can- 
celed on ABC-AM—and The Sat- 
urday Evening Post canceled “Keep 
Posted.” The network is negoti- 
ating to keep both as sustainers. 

Thor Corp. (Henri, Hurst & Mc- 
Donald) will present “Quick as a 
Flash” every other week over 
ABC-TV starting March 12 at 
10:30 p.m., EST. 

DuMont has sold two more 10- 
minute segments of the Paul Dixon 


. to School 
e) and to 
Vitamin Corp. of An vica (Kas- 
tor, Farrell, Chesley © —\ifford). 


Feinberg Appoints Arndt 

H. Feinberg Co., \\ilmington, 
Del., has appointed Jn Falkner 
Arndt & Co., Philade!p!.ia, to han- 
dle advertising for Feinberg stores 
in Wilmington, Newa: and Dover, 
Del. 


Maine Sardine Opens Bids 


The Maine Sardine Industry, 
Augusta, was to hear presentations 
from 20 to 25 agencies on March 
10 and 11. It will select its new 
agency about April 1. 


Steckman Joins Scheideler 


Howard A. Steckman has 
joined the copy staff of Scheidel- 
er, Beck & Werner, New York 
agency. He formerly was with 
Compton Advertising, New York. 


|daytime show—one « 
'Mfg. Co. (Donahue & 


Gay Fad Studios to Swink 


Gay Fad Studios, Lancaster, O., 
has appointed Howard Swink Ad- 


11 


WKERC-FM Promotes Hand 


Harold Hand, an account execu- 


tive with WKRC-FM, Cincinnati, 


vertising, Marion, O., to handle ad- | has been promoted to sales mana- 


vertising and promotion. 


| ger. 


T°? is for Teacher 


And her voice is the 
voice of authority 


When teacher speaks, 26,000,000 kids are 
listening! Though they may not all ad- 
mit their affection, they —~tees J hold 
her word as the “last word.”’ And what 
she says goes home to 10,000,000 families. 


You could tell her the story of your 
product, your company, your association 
or your business philosophy, in the ad- 
vertising pages of her official magazine 
and make a powerful impression. No 
other medium—at any price—can reach 
this vast influence group. There are 
866,000 teachers and officials who are 
subscribers to State Teachers Magazines 
in 44 states. 

You can reach some or all of them 
with your advertising message. For de- 
tails write Miss Georgia . Rawson, 
Executive Vice-President, State Teach- 
ers Magazines, 307 N. Michigan Ave., 
Chicago 1, Mlincis. 


State 
TEACHERS 


Magazines 
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Added to this is an apprehen- 
siveness that most of the stars will | 
ask sizable increases in their next. 
time around on the show. | 

TV casualty at NBC last week: | 
Lever Bros. Co. has dropped the) 
daily soaper, “Hawkins Fails,’ | 
Procter & Gamble may bow out 
of the thrice-weekly “Those Two.” 
General Cigar has dropped the. 
“Herman Hickman Show” on, 
NBC and is now shopping for the 
best time it can get on another net- 
work. 


s Half the vacancy left by the 
exit of “All-Star Revue” will be 
filled by Dunhill’s “My Hero,” | 
which moves from 7:30 to 8 p.m. 
EST. Pet Milk, one of the re- 
maining co-sponsors of “All-Star,” 
has an option on the other 30 
minutes but is dubious about fol- 
lowing “My Hero.” 

Meanwhile, Chesterfield will as- 
sume every week sponsorship of 
the “Stork Club” as of April 4. 
Gemex watch band is pulling out 
to catch up on orders, according to 
Batten, Barton, Durstine & Qs- 
born. 
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The Value of Coordinated Data 


Under a wise plan approved by Congress some years ago which 
placed census taking on a five-year basis and provided for care- 
ful integration of the various censuses, 1953 is scheduled to mark a 
distinct forward step in the collection of information by the fed- 
eral government. 

Both a Census of Manufactures and a Census of Business are 
scheduled to be taken early in 1954, covering the 1953 calendar year. 
And this is remarkable because the two censuses—one covering man- 
ufacturing and the other covering the distributive trades and the 
service industries—have never been taken in the same year before. 

The total cost of these censuses, for which extensive groundwork 
has already been laid, has been estimated at about $21,000,000. While 
this is a minor expenditure by current governmental standards, it 
should certainly be given the most careful scrutiny by the congres- 
sional committees assigned to the task. It is easy to talk economy 
but difficult to effect it because practically everyone believes the 
other fellow’s appropriation ought to be cut and the one in which 
he is personally interested ought to be increased. 

We admit some bias in favor of census expenditures and par- 
ticularly these expenditures. In the first place, there is considerable 
evidence that costs in connection with these censuses have been 
pared to the bone, so that at least one of them will actually cost some- 
what less than it did the last time. And in the second place, govern- 
ment and industry both need authentic, correlated data on manu- 
facturing and distribution as they have never needed it before. 

The entire economy, which was almost completely made over as 
a result of World War II, and which we expected to settle down into 
a recognizable pattern after that war ended, has again been changed 
drastically by the demands of a “defense economy.” We have been 
moving with almost rocket speed in a variety of economic directions, 
and we must be equipped with modern and complete benchmarks if 
we are to know, for sure, exactly how far we have gone and in what 
direction, so that we can plot our course into the future. 

Thus the 1953 censuses of business and manufacturing become 
more important than ever. We hope they will be pushed through vig- 
orously, and particularly that the tabulations and computations re- 
sulting from them will be made available to government and business 
more quickly than has ever been the case in the past. 


Let the Critics Be Fair 


Having been intensely critical ourselves of some TV fare, we have 
a good deal of sympathy with critics. But we think they ought to be 
reasonably fair in their criticisms. 

And we don’t think that Bernard DeVoto was fair in his recent ar- 
ticle in Harper’s for criticizing the Kate Smith show’s use of films 
of the United States Marines in Korea. 

Mr. DeVoto not only implies—he suggests—that these films ap- 
peared on the Kate Smith show only because Kate Smith and/or her 
sponsors and/or some “culturally corrupt” advertising and TV minds 
had dreamt up a new and more effective background against which 
to extol the merits of canned orange juice. 

Mr. DeVoto may be right; but we doubt it. Having had some mod- 
est experience with the public relations activities of the armed serv- 
ices and particularly of the Marines, we would guess that the idea 
was either originated by someone in the Marine Corps or enthusi- 
astically endorsed by them. In other words, that the Marine Corps 
was not being “used” by a wicked advertiser, but was in fact eager for 
and grateful for the publicity, and very probably sought it. 

Whether the use that was made of the films was “culturally cor- 
rupt” we have no idea, but we do feel that the implication should 
not be that TV or Miss Smith, or the advertisers of canned orange 
juice, are corrupting the cultural morality of the Marine Corps to 
the extent of committing cultural rape. If there is blame, it ought to 
be parcelled out equitably. 


—Electrical Merchandising 


“Mr. Tobin,” | told him, “you've got the wrong guy. I’m a hard man—domineering, 
uncompromising, unyielding.” 


What They're Saying 


Professional Status 

We sometimes hear manage- 
ment referred to as a class—as a 
kind of top-level group of indus- 
trial autocrats. It’s nothing of the 
kind, as any business man knows. 
In the United States today, man- 
agement—business management— 
is a long way on the road to be- 
coming a true profession. It is no 
hit-or-miss responsibility. It is. a 
profession with a great body of 
scientific knowledge and well es- 
tablished principals. Graduate 
schools are springing up all over 
the country to help develop able 
managers. 

One reason, of course, is the 
growth of efficient, productive 
corporations, both large and small. 
Responsibilities of management 
have grown tremendously. A man 
has to be carefully trained for the 
work—and he has to be carefully 
selected. In our company, we spend 
at least $2,000,000 a year selecting, 
training and developing men in 
management at all levels. 

Here again, of course, we find 
something quite different from 
what the old theorists imagined. 
Instead of autocracy, we find de- 
mocracy. Management has grown 
in breadth and in depth. A basic 
principle of modern § scientific 
management today is to delegate 
responsibility to all levels of man- 
agement and, more importantly, 
to delegate the full authority to 
carry out those responsibilities. 
This is a basic principle of what 
we mean by “decentralization.” 


—Ernest R. Breech, executive v.p., 
Ford Motor Co., in a speech before the 
Committee of One Hundred, Miami 
Beach. 


Marketing and Sales 

Among the many developments 
in postwar marketing few have 
claimed more attention than the 
increased payroll costs involved in 
selling. These increases have been 
entirely justifiable and have been 
merited by the people concerned. 
That does not alter the fact, how- 
ever, that since technology and im- 
proved efficiency have not come to 
the rescue as promptly in market- 
ing as in manufacturing, other 
more revolutionary changes may 
result. 

The most apparent feature has 
been the tremendous increase in 


customer selection and self-service 


already so far advanced by the 
supermarket. This, of course, has 
been the result of several influ- 
ences such as the shorter work 
week and the marked shift of ur- 
ban population to suburban living 
with the consequent rise in auto- 
mobile shopping. Most importantly 
however, it has been the result of 
efforts to reduce idle time to the 
minimum. 

An offsetting cost to this econo- 
my has been the unmeasured idle 
time of customers queuing up at 
cashiers’ desks, bank tellers’ coun- 
ters, bus stops, etc. The marketer 
| who first solves the problem of re- 
‘ducing customers’ time and main- 
taining his own efficiencies will 


be richly rewarded. 
—Robert H. Collacott, assistant to the 


chairman, Standard Oil Co. (Ohio), 
in the current issue of the Cleve- 


lander. 


Fair Trade Strength 

The fact that 44 state legislatures 
have been in session for the past 
six weeks or more without any 
serious attempts having been made 
to repeal state fair trade laws, 
strikes us as worthy of more than 
passing notice. 

This situation shows clearly that 
the state legislative bodies have 
no opposition to fair trade, as the 
onPy way to express such opposi- 
tion would be an attempt at repeal 
of fair trade laws. 

It shows, too, that consumers 
are quite satisfied with their ex- 
perience under fair trade and that 
they are fully aware that the fair 
trade dollar is the only one with 
full purchasing power. 

At any rate, failure to seek re- 
peal would seem to give the lie to 
those who fought the McGuire bill 
on the ground that consumers 
were being victimized by fair trade 
laws. The strength of fair trade 
lies in the fact that the states like 
it and like it very much! 


—Editorial in the March 2 issue of 
Drug Trade News. 


| 


Power of Retail System 

A planning committee of the 
Naticnal Retail Dry Goods Assn. 
is urging stores to help promote the 
idea that retail sales are dynamic 
elements in the national economy. 
What this country needs—to bal- 
ance its productive resources—is a 


“strong retail distributive system.” 
—Business News, issued by Fairchild 
Publications. 
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Rough Proofs 


Headline in AA: “Industrial ad- 
men think ‘Sex has its place 
but’ ” 

Wasn't it one Will Shakespeare 
who said, “But me no buts’? 


Paul Hahn points out that adver- 
tising American Tobacco cigarets 
costs only a third of a cent a pack. 
And it offers as a premium Dor- 
othy Collins and “The Hit Parade.” 


“This ad makes the assumption,” 
says Lord Calvert, “that you oc- 
casionally drink whisky.” 

Just how often is “occasionally”? 


e 
A new kind of Lifebuoy soap is 
to be introduced by Lever Bros., 
the story says. 
Whatsamatter, has B. O. lost its 
unpopularity? 


According to the headline, 
“Dailies admen express concern 
over television.” 

It’s an attitude in which they 
are joined by admen of radio, mag- 
azines and outdoor. 


Any shift in buying of butter or 
margarine, says Country Gent, “is 
just money from one farmer’s 
pocket to another farmer’s.” 

But Secretary Benson and 
friends don’t seem to want too big 
a shift from the butter pocket. 


Salesmen need “psychic income,” 
or greater mental satisfactions, 
Prof. Tosdal says. 

Why not make every man on the 
staff v.p. in charge of customer re- 
lations for his territory? 


A locally edited Sunday maga- 
zine features Jane Russell on its 
cover, indicating that the charms 
she represents are just as locat and 
just as universal as human nature. 


Teen Town, says Scholastic 
Magazines, is made up of an army 
of amazing young consumers. 

That’s what that Cleveland 
fountain proprietor thought when 
he invénted the super-duper sun- 
dae, containing half a gallon of 
ice cream. 


“When a product depends on re- 
peat sales,” asks JWT, “can you 
make it too good?” 

That’s a problem the safety 
razor blade makers thus far refuse 
to face. 


“I may not be the best, but I 
know I’m pretty good,” says an ad- 
man carrying an $18,000 price tag 
and looking for a new job. 

Pretty good? Boy, that’s perfect. 


Maybe instead of beating the 
bushes for Father’s Day business, 
the cigar makers should make 
every day Father’s Day—for those 
dads who welcome the stork. 


Rough Proofs resolutely refuses 
to make any cracks about the pos- 
sibility of the St. Louis Cardinals 
being referred to hereafter as a 
Busch-league tear. 


Copy Cus. 
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ension 


Adds Selling Power to Ad Budgets in 


DELAWARE VALLEY, U.S.A. 


THE GREATER PHILADELPHIA MARKET! 


POPULATION 


Philadelphia area, over 
4,500,000 persons 


RETAIL SALES 


Philadelphia area, over 
4 billion dellars yearly 


MANUFACTURING 


Delaware Valley Is World’s 
Greatest Industrial Area 


STABILITY 


Diversified industry 
means steady employ- 
ment, fewer fluctua- 
tions in labor force... 
always a sure market 


THE GROWTH FACTOR 


Capacity and potential for dynamic expansion 


SoS & 


There’s a fabulous market oppor- 
tunity in Delaware Valley today... 
the first four factors prove it. Here 
industry invests 1 billion dollars 
in expansion and 1% million fami- 
lies enjoy new prosperity. In the 
future, the vital “5th Dimension” — 
the Growth Factor—promises in- 
creased Delaware Valley advertising 
results. Advertisers are capitalizing 
on-this booming empire, turning to 
THE PHILADELPHIA INQUIRER for 
complete coverage that keeps sales 
rolling up! 


Che Philadelphia Inquirer g=22< | 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chieago, Andover 3-6270; GEORGE §&. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfleld 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Harlan Joins Gray & Rogers 


Mrs. Hope B. Harlan, formerly 
on the copy staff of Ward Wheel- 
ock Co., Philadelphia, has joined 
the copy department of Gray 
Rogers, Philadelphia. 


Everett-McKinney Adds Two 

WNLC, New London, Conn., ra- 
dic station, and KSWO-TV, Law- 
ton, Okla., have appointed Everett- 
McKinney to represent them na- 
tionally. 


HARRY VOLK JR. ART STUDIO 
600 Central Bidg., Atigntic City, N. J. 


——-» 


Advertisers Give 
Artists Free Rein 


«'on Annual Journal 


New York, March 10—-Ever hear 
of an advertiser running an adver- 
tisement without seeing a proof or 
giving a final okay? That’s the 
story of Improvisation Journal, the 
publication which specifies “no 
proofs” for any of its advertisers. 

In fact, advertising is accepted 
with the understanding that the 
artist selected to create the ad has 
free rein. Advertisers get their 
first look at the same time as 
everyone else—May 15, this year, 
when the book is distributed at 
Artists Equity Assn.’s annual 
spring ball in the Hotel Astor. 


s The journal is now accepting 
advertising for its 1953 edition at 
$150 a b&w page, $250 for a four- 
color page, $300 for inside covers, 
and $400 for back cover. Proceeds 
go to the aid of needy artists. 

To date, advertisers in this 


year’s issue include American Fab- 
rics, Aziza Eye Cosmetics, Fortune, 
Frank Bros., Gentry, Manhattan 
Shirt Co., Martinson Coffee Co. 
and Metropolitan Distributors. 

Also the Rockmore Co., Revlon 
Products Corp., Maxwell Sackheim 
& Co., Sheraton Corp. of America, 
Skyway Luggage Co., Stokes Coal 
Co., and Willys-Overland Distribu- 
tors. 

Further information is available 
from Shim Grudin, advertising di- 
rector, 74 Grove St. 


Bruning Ad Unit to Chicago 
Charles Norris, advertising man- 
ager of Charles Bruning Co., Tet- 
erboro, N. J., maker of copyflex 
machines, has transferred his de- 
partment to 4700 Montrose Ave., 
Chicago, and is assuming sales 
promotion responsibilities. 


Carroll Coordinates Drive 

Albert Carroll, advertising man- 
ager of Merck & Co., Rahway, 
N. J., is volunteer coordinator of 
the Advertising Council’s campaign 
in behalf of the National Blood 
Donor program. 


WEE GN te ales 
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PLL CLI gp st om 


x‘ ITS LUCKY when you 


WHAT'LL YOU HAVE?—Lucky Lager Brewing Co., 


Sy 7 
ive j in —— 


San Francisco, figures this new 


spestacular erected by Foster & Kleiser near the San Francisco-Oakland Bay bridge 
will be seen by 78,000 people daily. McCann-Erickson is the Lucky agency. 


Rayen Adds PR Duties 


James Rayen has taken over the 
duties of public relations for Min- 
ute Maid Corp., New York, which 
have been handled by Julian Mur- 
phy, who has resigned. Mr. Rayen 
is Minute Maid’s advertising man- 
ager. 


“Well, anyhow, it looks as if he'll grow up to be a smart space buyer” 


Total: 187,088 COMPARATIVE CIRCULATION 
Other: 20,675 Total: 155,426 Toto 147,880 
Other: 9,026 
Redan tJ 
Rb. 2: 190 RW. 2: 19,609 
(iy Ions City Tone: City Tene: 
125,135 I. ayy 123,508 
M 
Z =| 
DAILY ENQUIRER POST TIMES STAR 


Source: A.B.C. Publishers’ Statements, September ¥0, 1952 


Wonder if Junior also knows that more and more national 
advertisers are recognizing Cincinnati as a morning- 
newspaper town. Proof? More lines of national adver- 
tising are carried exclusively in the Daily Enquirer than 
in any other Cincinnati daily. (Source: Media Records.) 


Represented by Moloney, Regan and Schmitt, Inc. 


Higher Status for 
P.R. Men Suggested 
by NARTB’s Smith 


WASHINGTON, March 10—A plea 
for more status for the public re- 
lations man was entered last 
week by J. H. Smith Jr., promotion 
director for the National Assn. of 
Radio & TV Broadcasters. 

Mr. Smith told the annual meet- 
ing of the American Public Re- 
lations Assn. that “the public re- 
lations director should be granted 
sufficient standing to enable him 
to meet top management on his 
level and not up a frequently end- 
less staircase. . 

“Your public relations execu- 
tive is...an important cog in your 
revenue producing machinery. He 
must know what makes people 
want your product. His work must 
help pave the way for your field 
representatives, your dealers and 
your mail solicitors. .. 


a “It is only logical that the pub- 
lic relations man or woman should 
review the p.r. effect of your sell- 
ing methods and your advertis- 
ing,” Mr. Smith declared. 

The convention included two 
days of wokshop panels on a vari- 
ety of subjects ranging from “What 
can be expected of the -public re- 
lations director” to “Can the in- 
ternational program of the UV. S. 
be improved?” 

The association’s annual Silver 
Anvil awards went to Lever Bros. 
Co., New York; the Tea Bureau, 
New York; Woodward & Lothrop 
department store, Washington; 
American Valve Co., Stonington, 
Conn.; American Automobile Assn., 
Washington; Goodyear Tire & Rub- 
ber Co., Akron; American Tobacco 
Co., New York; Illinois Bell Tele- 
phone Co., Chicago; Prudential In- 
surance Co., Los Angeles; Johns 
Hopkins University, Baltimore; 
CARE, New York; the City of Phil- 
adelphia, and the American Chem- 
ical Society, New York. 


Paper Firm Names Wittner 


Parsons *& Whittemore, New 
York paper merchant, has ap- 
pointed Fred Wittner Advertising, 
New York, to handle its advertis- 
ing and public relations. The pa- 
per company is celebrating its 
100th anniversary this year. 


Servel Appoints Cashman S. M. 


William J. Cashman has been 
appointed sales manager of Servel- 
N. Y., distributing subsidiary of 
Servel Inc. Mr. Cashman will di- 
rect the dealer, utility, apartment 
house and builder divisions in New 
York City and Long Island. 


Hicks & Greist Promotes Two 


Howard Stapf, art buyer, and 
Joseph McDonagh, assistant art 
buyer, have been appointed art 
department manager and art buyer 
respectively for Hicks & Greist, 
New York. 


Baxley Returns to KECA Sales 
William K. Baxley has rejoined 
the sales staff of KECA, Los An- 
geles, as a salesman for the station 
and American Broadcasting Co.’s 
radio network, western division. 
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The Los Angeles Times, leading 
newspaper in America’s third larg- 
est market, dominates all Western 
, America in volume of advertising 
and in daily, Sunday and home- 


delivered circulation. The following 


TSR 


pages detail the major advertising : 
i classifications and present an : 
analysis of circulations in the Los 
Angeles newspaper field. 
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In its field, the Los Angeles Times led 
in 90 out of 113 Media Records classifications, 


including all Major Classifications 


For the year 1952, the Los Angeles Times 
spread-eagled competition in the market's five- 
newspaper metropolitan field by publishing 42.3% 
of all newspaper advertising and rocketing to 


an all-time Los Angeles high of 45,849,407 lines. 


In circulation, The Times easily maintained 


circulation leadership, far outselling all other 


newspapers Daily, Sunday and in number 


of home-delivered subscribers. 


SUNDAY 
DAILY 


HERALD- |—-- ——_ ——_= 
EXPRESS 


oe - $525 12.8% 8.4% oe t= 

Linage Percent Linage Percent 

THE TIMES ....... 45,849,407 42.3 DAILY TIMES .......... 29,412,930 27.1 

Examiner........ 28,347,545 26.2 SUNDAY TIMES ........ 16,436,477 15.2 

Heral d-Express 1 3,91 3,871 12.8 DAILY EXAMINER ...... 17,907,951 16.5 

The Mirror ....... 11,163,713 10.3 ac asd 

Daily News ...... 9,112,607 8.4 

TOTAL LINAGE .. . 108,387,143 100.0% 
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SUNDAY 
DAILY 


23.4% 


DAILY 


SUNDAY 


DAILY 


ae 
WoL 
Re 


a 


HERALD- 

EXPRESS = 
DAILY | MIRROR 
NEWS 

16.0% | 10.1% | 11.0% 


- Retail Advertising 


= Total 


TD ge cca 
EXPRESS | oaty | MIRROR 
NEWS 
15.0% | 10.7% | 11.4% 


SS alg 
EXPRESS DAILY ———— 

NEWS 7 MIRROR 
14.2% | 10.4% | 6.7% 


~ Department Store 
- Advertising 


“IN WESTERN AMERICA 


Linage Percent 
THE TIMES ....... 31,183,052 39.5 
Examiner ........ 18,495,283 23.4 
Herald-Express 12,633,909 16.0 
The Mirror ....... 8,664,733 11.0 
Daily News ...... 7,971,903 10.1 
TOTAL LINAGE 78,948,880 100.0% 
DAILY TIMES .......... 19,086,335 24.2 
SUNDAY TIMES ........ 12,096,717 15.3 
DAILY EXAMINER ...... 10,762,963 13.6 
SUNDAY EXAMINER .... 7,732,320 9.8 
Linage Percent 
THE TIMES ....... 24,128,248 40.6 
Examiner ........ 13,246,243 22.3 
Herald-Express 8,898,384 15.0 
The Mirror ....... 6,811,699 11.4 
Daily News ...... 6,343,208 10.7 
TOTAL LINAGE 59,427,782 100.0% 
DAILY TIMES .......... 14,686,214 24.7 
SUNDAY TIMES ........ 9,442,034 15.9 
DAILY EXAMINER ...... 7,245,779 12.2 
SUNDAY EXAMINER ... 6,000,464 10.1 
Linage Percent 
THE TIMES ....... 11,919,658 48.0 
Examiner ........ 5,131,474 20.7 
Herald-Express 3,525,092 14.2 
Daily News ...... 2,585,115 10.4 
The Mirror ....... 1,665,398 6.7 
TOTAL LINAGE 24,826,737 100.0% 
DAILY TIMES.......... 7,846,309 31.6 
SUNDAY TIMES ......... 4,073,349 16.4 
DAILY EXAMINER ...... 2,450,108 9.9 
SUNDAY EXAMINER .... 2,681,366 10.8 
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See A.B.C. Publishers’ Statements for the period ending September 30, 1952. 
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General Advertising 
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ike a gl 
DAILY MIRROR 
NEWS 

19.1% 8.4% 9.5% 


SOURCE: MEDIA RECORDS 


During the six-months period ending 
September 30, 1952, weekday circulation of 
The Times averaged 391,842 copies. This 


represents a lead in daily circulation over every 


other Los Angeles newspaper as follows: 


The Times leads the Examiner 

in daily circulation by 67,903 copies. 
The Times leads the Herald-Express 
in daily circulation by 96,331 copies. 
The Times leads The Mirror 

in daily circulation by 178,939 copies. 
The Times leads the News 


in daily circulation by 202,661 copies. 


In the Sunday field, The Times’ Sunday circulation 


averaged 759,683 copies, a lead of 59,015 


copies over the second-place Sunday Examiner. 


The Examiner’s Sunday circulation of 700,668 


includes approximately 33,000 ‘’Predate”’ copies, 
printed seven days-before publication date and 
distributed in the “All Other” circulation zone. tha je, 


The Times has no such edition. 


In addition to leadership in daily and Sunday 
circulation over all other Los Angeles newspapers, 
The Times continues to lead in volume of 

home-delivered circulation by a wide margin. 


More than three out of four readers of the daily 


Times have the newspaper delivered to their homes. 


THE TAGS ....... 


Examiner ....... s 
Herald-Express ... 
The Mirror ....... 


DAILY EXAMINER ...... 
SUNDAY EXAMINER .... 


* Includes Automotive and Financial 


First By Far in Advertising 


and Circulation Mear. 


ist IN WESTERN AMERICA 


Linage Percent 
7,054,804 36.1 
5,249,040 26.9 
3,735,525 19. 
1,853,034 9.5 
1,628,695 8.4 

19,521,098 100.0% 

4,400,121 22.5 

2,654,683 13.6 

3,517,184 18.0 

1,731,856 8.9 


First By Far in Daily and Sunday Circulation 


First By Far in Selling 


Power for All Advertisers 


ATLANTA AND SAN FRANCISCO 
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Advertising Age, March 16, 1953 


Bogus Typesetting 
Practices Okayed 
by Supreme Court 


WASHINGTON, March 10—Con- 
gressional committees considering 
revisions of the Taft-Hartley Act 
will probably pass on the future 
of the “featherbedding” clauses 
which printers and musicians write 
into their contracts with newspa- 
per publishers and broadcasting 
stations. 

The problem landed back in the 
lap of Congress yesterday when 
the Supreme Court ruled that ex- 
isting labor laws permit feather- 
bedding under the conditions 
which the printers and musicians 
have developed. 

The challenge to featherbedding 
in the printing industries had been 
brought to the court by the Amer- 
ican Newspaper Publishers Assn., 
which contended it was unfair for 
the printers to require publishers 
to pay for the setting of “bogus 
type”—the duplication of ads 
which reach the paper in mat form. 


s A similar case, involving musi- 
cians, was brought by Gamble En- 
terprises Inc., which had been 
forced to employ standbys while 
a “name band” appeared at its 
Akron theater. 

While the Taft-Hartley Act pre- 
vents unions from demanding pay 
for work which is not actually per- 
formed, the high court stressed 
that the printers were actually set- 
ting the type. The fact that their 
work was of no economic value to 
the employer was not a consider- 
ation under the labor laws. 

The court also said the musi- 
cians were “seeking work” and 
that this practice is permitted un- 
der existing law. 

For the six members of the 
court’s majority, Justice Harold 
H. Burton said the setting of “bo- 
gus type” was an accepted practice 
in the publishing industry as a re- 
sult of the efforts of printers to 
protect their jobs. 

“It was a wasteful procedure. 
Nevertheless, it was a recognized 
idiosyncrasy of the trade and a 
customary feature of the wage 
structure and work schedule of 
newspaper printers,” he said. 


@ Sen. Robert A. Taft (R.,O.), who 
is directing the administration’s 
drive to revise the labor law, said 
the decision may force Congress 
to decide whether it wants to 
strengthen provisions of the law 
outlawing featherbedding. 

He said that as he understands 
the decisions, the court held it is 
legal for a union to force employ- 
ers to hire persons they actually do 
not want so long as the persons 
employed perform some work, but 
it is illegal to force the hiring of 
persons who do no work at all. 

Justice Tom Clark, who dis- 
sented, said the decision “twists the 
law by the tail.” 

He expressed scorn for the “pe- 
culiar” services performed by the 
printers. “Those services no more 
and no less consist of setting bogus 
type, then proofread and reset for 
corrections, only to be immediate- 
ly discarded and never used.” 


Henderson Boosts Mclntyre 


Howard K. McIntyre, with Hen- 
derson Advertising, Greenville, 
S. C., since 1951, has become a 
stockholder and v.p. and secretary. 
The agency formerly was operated 
as a single proprietorship, with 
Jim Henderson as president. 


Rathbun Rejoins Hadacol 


Jack Rathbun, formerly adver- 


tising manager of LeBlanc Corp.. | 
Lafayette, La., maker of Hadacol, | 


has returned to take over as di- 
rector of advertising. He succeeds 
Frank Heaston, who has resigned. 


Jaguar Names West-Marquis 


Jaguar Cars Ltd., Coventry, 
England, has appointed West-Mar- 
quis, Los Angeles, to handle gen- 
eral advertising in the U. S. as 
well as public relations and dealer 
advertising west of the Mississippi. 
Nelson Advertising Service, Lon- 
don, previously handled general 
advertising in the U.S. H. B. Hum- 
phrey, Alley & Richards, New 
York, will direct public relations 
and dealer advertising east of the 
Mississippi. A national magazine 
campaign is planned. 


Pneumatic Tool Ch 
Independent Pn« 
Co., Aurora, IIl., pro 
able power tools, hi. 
corporate name to 
Tool Co. The trade r 
been used on the co 
er tools since 1893. 


Rickerd to Ewell & 

Cc. E. Rickerd, for 
tive v.p. of Clark & 
troit agency, has joi: 
office of Ewell & Th 
ates as v.p. 


- curber 


icber Associ- 


yes Name | 
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rly execu- 
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Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 

Experience , Huge Facilities, and Expert x 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 


Spokane 776 Miles 
Portland 834 Miles 


eo 


. 
eo 


ancisco_ 762 Miles — — 


San Fr miles — 
- angeles _ 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


A PERFECT TEST MARKET | 


Your MNCLIAYC 0 absclulely tnescafialle wih 
“Stearl of lhe City” Drsher -_Wheertisng 


Population 300,000... 


Realize the size of this market. Population has grown fast . . 
grow even faster. It is the second fastest growing area in the nation. 


Your Advertising Agency has all the facts. 4 


Utah, the key state, has increased 25.2% in 10 years. Metropolitan Salt 
Lake City has reached 300,000, a gain of 29.9% ... and the U. S. Census 
predicts a rise of 189% by 1960, far above the estimated U. S. average. 


Here your message is absolutely inescapable with large colorful “heart 
of the city”’ posters. A thrifty medium in the heart of over a billion dollar 
market, visited by 3,000,000 money spending tourists annually. 


—_______ 553 Miles Denver _» 
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A 700 Million Dollar Summer “Plus 
7 Billion Dollar State! 


Dealers selling tires, oil, gasoline, beverages, food, cigarettes, camera film and other 
volume consumer lines in the 8 big Booth Michigan Newspaper Markets, are 
extra active during summer months. Why? Because in addition to a big “home 
folks” market there’s an extra 700 million dollars that vacationists and summer 
tourists bring into Michigan every year! The Michigan vacation “industry” is 
second only to the automotive industry in dollar total. 


Michigan is a 7 billion dollar annual retail market . . . (4th highest state in retail 
sales per family) . . . and it’s another 10% bigger during the summer! 


If you want your dealers to push your merchandise in this big plus market this 
summer, there’s no better way to spearhead your promotions than with special 
schedules in Booth Michigan Newspapers. Let us tell you what Booth Dealer 
Merchandising Service will do to help. Use the phone numbers below: 


A. H. Kuch; The John E. Lutz Co, 
For I afesf mark ef 110 E. 42nd Street 435 N. Michigan Avenue 


New York 17, New York Chicago 11, Illinois 
folder, call = Murray Hill 6-7232 Superior 7-4680 
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FLINT JOURNAL + KALAMAZOO GAZETTE + SAGINAW NEWS 
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Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, N.Y.19 * CO 5-8088 


“Over a Quarter 
of Dependable Service” 


GM’s United Motors 
Service Opens Its 
Largest Campaign 


Detroit, March 10—The largest 
advertising and promotional cam- 
paign in its history has been 
launched by United Motors Serv- 
ice division of General Motors 
Corp. 

A four-color spread appeared in 
the March 7 issue of The Saturday 
Evening Post and will run again in 


Life on March 30. Another four- 
color spread is slated for Country 
Gentleman in April. 

At the same time, four consecu- 
tive pages, sometimes as inserts, 
will appear in two colors in 15 
automotive trade publications. 

Campbell-Ewald Co. has created 
and prepared the campaign. 


® The campaign is calculated to 
take advantage of the fact that 
the average age of automobiles 
scrapped today is 13 years, whereas 
in 1930 it was seven years. This, 
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You're Also Right When You Use 
The CHRONICLE To Sell HOUSTON 


F, 


SECOND IN THE NATION 
IN RETAIL GROCERY LINAGE 


..-And First by Far in Houston 


PRESS 
1,042,030 
200,783 


CHRONICLE 
2,306,107 
1,084,539 


POST 
1,446,994 
734,588* 


Retail Grocery 


General Grocery 


Total 3,390,646 2,181,582 1,242,813 


Practically as much Grocery Advertising as 
BOTH other papers combined. 


*Includes 205,950 lines in “This Week.” 


Media Records, Year 1952. 


For additional facts about the No. I 
paper in the South’s No. 1 market, contact 
your nearest Branham Company office. 


JESSE H. JONES, Publisher 
JOHN T. JONES Jr., President 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr, 


CHATTY—At top is a center spread of a four-page ad that General Motors’ United 
Motors Service is running in trade publications via D. P. Brother Inc. Below, an ad 
to run in Country Gentleman next th. Like ther appearing in Life and The 
Saturday Evening Post, this opens a campaign to make products of various GM divi- 


sions better known to the consumer. 


plus the fact that there are about 
52,000,000 automobiles in opera- 
tion today, represents a significant 
market for automotive parts re- 
placements. 

The ads running in Country 
Gentleman, Life and The Saturday 
Evening Post will be of the “de- 
partment store’ type featuring 
General Motors products under 
the United Motors Service. Each 
product is illustrated in color in a 
box with descriptive copy. 

The four consecutive pages in 
the trade publications, entitled 
“Timely Topics,” have two center 
pages in editorial format, with 
light, whimsical copy and small 


filler cartoons as well as illustra- 
tions and facts about the products 
and the manufacturer. The last 
page carries reproductions of the 
consumer ads and the dates and 
publications in which they will 
run. 


Gift-Pax Includes Cosmetics 


Gift-Pax, merchandise sampling 
service at 226 Lafayette St., New 
York, will expand its scope to in- 
clude cosmetics and grooming aids, 
in addition to its list of foods and 
other products for babies. The 
service provides a sampling of 
products and literature to new 
mothers in hospitals. 


Sell this fast-growing 
North Carolina City... 


* An A-1 Market 


for every 


* “A” Schedule 


RALEIGH, North Carolina 


Metropolitan Pop: 136,450 
(U.S. Census 1950) 


PLUS the 33 County 


“Golden Belt of the South” 


One newspaper coverage— 
One low cost 


115,194 


Morning 


121,885 


Sunday 


(Publisher's Statement 
fo ABC, 9/30/52) 


The ONLY Morning-and-Sunday 
Newspaper published in the 33 
county Golden Belt 


Rep: The Branham Company 
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(ADVERTISEME 1) 


Direct Mail Accuracy...at Magazine Rates! 


That is what HOME MODERNIZING and Who Reads? 
SMALL HOMES GUIDE deliver. Men and women who are actively planning 
Why are their audiences so selective? to ane ge home Bas nna. : 
: _| new one. An en they put their doug 
aa gets = cana a po gnedion on the line at the newsstand for one of 
ee oug ney ee SESE moss unique magazines with the six-month 
of choice is uninhibited. And as you will jife they are paying for building or re- 
find on our latest publisher’s statement, modeling information—and nothing else. 
the circulation this formula produces is at 


an all-time high. (Actual net newsstand What Happens? 
sales of last audited issue... .95.82%.) 


From our 29th Edition.... first available | me:' 


on \« vsstands November 15 of last year. ...| the most effective and economical way to 
we -- ve sent to our advertisers 531,474 re- | reach the families who are building and 
que for their literature. This figure— | remodeling NOW is via HOME MODERN- 
quo. as of March 2—will grow consider- | 17ING and SMALL HOMES GUIDE. This 
abl, »y November 15, when the servicing | unique pair, each published twice a year, 
of ulries of this issue ceases, because offers you the ONLY means of covering 


the emi-annual publications have an ex- h 
cee: gly long life and are most frequently your current prospects for less than it 


in use unti Tay? : : | would cost you to mail them all a postcard 
Baied. until the family’s project is com (if you had the list). 

Cover Your Prospects for a Penny a Call | Here’s your one-two punch at the building 
If ou sell building materials and equip-|@nd remodeling market. Call in the GUIDE 


home appliances and furnishings— | man and get the story. 


sae Ber ’ ! | \ ' 
We ; th iif win Ve 
a | i WRT i) A 
y BAA Midi i} mY htt 
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HERE IT iS! 


the Publishers of 


> i 


GJ eciale 


now provide 
the direct approach 
to the 


MAMMOTH 
REMODELING 
MARKET! 


Call the GUIDE man and get story! 
ADVERTISING OFFICES 


CHICAGO NEW YORK DALLAS 

Clifford E. Swenson Mr. Dick Worthington 
441 Lexington Ave. MeDonald-Thompson Co. 
New York 17,N.Y 6617 Snider Piaza 


Chicago 6, ii. Murray Hill 2-1340 Logon 6283 
Central 6-2757 
PACIFIC COAST—McDonald, Thompson Co. 
625 Market S. 3727 W. 6th S. Terminal Sales Bidg. 
Sen Francisco 5, Cally. Les Angeles 5, Calif. Seattle 1, Washington 
Yukon 6-0647 Dunkirk 7-5391 Main 38660 

Colorado National 

Bank Bidg. 
Denver 2, Colo. 


Keystone 4669 
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Drive for Delsey 


Tissues Launched 


Cuicaco, March 10—Starting 
this month, International Cellu- 
cotton Products Co. will begin pro- 
moting Delsey toilet tissues with 
insertions every other week in Life 
and Look and every month in 
American Family Magazine, Bet- 
ter Living, Everywoman’s Maga- 
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Only this one twilet lixsue 
is fine and firm and soft 


_ = like Kleenex tissues I ' 
pa ri + 
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zine, Family Circle, Western Fam- 
ily and Woman’s Day and in 61 
Sunday newspaper sections. 

In addition, Kotex regular con- 
sumer advertising, Kotex and 
Kieenex package inserts and the 
Kleenex NBC radio program with 
John Cameron Swayze (Monday- 
Friday, 10:30 p.m., EST) will 
carry the Delsey message. 

Copy will stress that Delsey “is 
fine and firm and soft like Kleenex 
tissues.” 

Store tie-in material includes 
window streamers, over-the-wire 
hangers, price markers and news- 
paper mats. 

Foote, Cone & Belding is the 
agency. 


White Joins Roy S. Durstine 


David Wythe White, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined Roy S. Dur- 
stine Inc., Los Angeles, as head 
of the agency’s radio and tele- 
vision activities on the West 
Coast. 


Harold Warner Co. Adds 2 


Harold Warner Co., Buffalo 
agency, has appointed James S. 
Turnbull, previously with Buf- 
falo agencies, an account execu- 
tive. Arthur A. Lochte has been 
added to the art department. 


Aere's how to win intends 
and influence customers { 


Give 


Windproof Lighters 
Tdeal ror cuts, 


AWARDS, PREMIUMS 
Your name or trade- 
mark attractively en- 
graved on ao Bowers | 
lighter will build good- 
will for you every day. 


Nationally advertised BOWERS LIGHTERS ore all 
windproof and UNCONDITIONALLY GUARANTEED. 
Top quality, low-priced, they're the leaders in style, 
quality, and dependability. Write for complete de- 
tails and prices. 


BOWERS LIGHTER COMPANY 


DEPT. A2, KALAMAZOO, MICHIGAN 


Thatcher Boosts Dusterdieck 


Thatcher Glass Mfg. Co., El- 
mira, N. Y., maker of glass food 
containers, has promoted George 
Dusterdieck to branch manager of 
its Chicago sales office. He has 
been manager of the Rochester 
sales office. 


Opens New York Oftice 

Modern Materials Handling, 
Boston, has opened offices in the 
Lincoln Bldg., New York. H. Doug- 
las Robinson is in charge of the 
branch. 


Sun-Tested Buys Trimz Co. 


Trimz Co. of Canada, Toronto 
maker of ready-to-paste wallpaper, 
has been taken over by Sun-Tested 
Wallpapers Ltd., Toronto. H. A. 
Winearls, general manager of 
Trimz, has been named v.p. of 
Sun-Tested. He will be in charge 
of the Trimz division. 


College Press Boosts Seltzer 

Leon E. Seltzer, editor of special 
projects for the Columbia Univer- 
_~ Press, has been promoted to 
sales promotion manager. 


Fortune Adds S. M. Duties 


J. C. Fortune, who will continue 
as advertising manager of Ameri- 
can Bemberg, New York maker of 
rayon yarn, has added the duties 
of sales manager. Mr. Fortune suc- 
ceeds HM. G. Spitzer, who has re- 
signed. 


Music House Names Warner 

Eugene M. Warner has been 
elected v.p. and sales manager of 
Music House, which operates a 
chain of music stores in the Buf- 
falo area. 
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Jack Joins Win Nathanson 


William H. Jack, formerly with 
Selvage & Lee, New York public 
relations consultant, has been 
added to the staff of Win Nathan- 
son & Associates, New York pub- 
lic relations consultant. 


Grass Appointed Ad Head 

Denald Grass, grandson of Mrs. 
I. J. Grass, founder of I. J. Grass 
Noodle Co., Chicago maker of soup 
mixes and packaged egg noodles, 
has been appointed advertising 
manager of the company. 


some spots are better } 1 


For the best spot, at the right time, at the right place 
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Watch Assn. Appoints Graff 


The Watch Material Distributors 
. of America, Washington, has 
named Harry W. Graff Inc., New 
York, to handle its advertising, 
sales promotion and public rela- 
tions. Present ad plans call for di- 
= mail, newspapers and maga- 
es. 


Chicago R&R Elects 2 V. P.s 
Ruthrauff & Ryan, Chicago, has 


Lionel Promotes Purnell 

Redge J. Purnell, formerly as- 
sistant sales manager for Lionel 
electric trains in the central states 
area, has been promoted to v.p. 
and general sales manager of the 
Airex division of Lionel Corp., 
New York 5, manufacturer of spin- 
ning tackle. 


Kirchert Joins Bates & Co. 
Winston W. Kirchert, formerly 


Arvo Aho Joins Dc >» Rubber 


Arvo Aho, former in account 
executive with All: Co., De- 


troit agency, has | d Dayton 
Rubber Co., Dayton manager 
of the tire merchanc ~¢ division. 
Mr. Aho will be resp — le for the 
creative planning 0’ 


.erchandis- 
ing and sales promo. ©. 


Gateway Names ! :c Agency 
Gateway Mercan ‘= Co. has 


Red & White Corp. 
Likes National Ads, 


Plans New Drive 


Cxicaco, March 10—Red & White 
Corp. liked what happened last 
year when it ran its first national 
advertising in Ladies’ Home Jour- 
nal to promote its annual trainload 


elected Herb C. Lund and Rudolph| with J. D. Tarcher & Co., has|named Irvin Rose A ncy, Holly-| Sale of canned foods. 

M. Singer Jr. v.p.s. Both are ac-|joined the media department of | wood, to direct its 19>: advertising| AS a result, the voluntary co- 

count executives. Ted Bates & Co., New York. campaign. operative group of some 7,700 food 
A cashier’s cage isn’t the only spot loaded with representing ; 


loot —you’ll find the big money in the 9 television 


markets represented by NBC Spot Sales. 


Advertising on these 9 stations can take you into 
11,000,000 TV homes! That’s half the TV homes in 
the United States, the better half. Families in these 
areas are your most prosperous prospects. They 
earn more, 25% more...they spend more, 138% more, 
than the U.S. average. 


If you have a glittering gleam in your eye for dough, 


call your NBC Spot Television Salesman. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 


Chicago Cleveland Washington San Francisco 
Los Angeles Charlotte* 


Atlanta* 


TELEVISION STATIONS: 


WRGB ss Schenectady- 
NBC Albany-Troy 
WNBT New York 
WNBQ’ Chicago 
KNBH Los Angeles 
wetz Philadelphia 
WBZ-TV Boston 
WNBK Cleveland 
WNBW Washington 
KPTV Portland, Ore. 
representing 


Cc 


*Bomar Lowrance Associates 


RADIO STATIONS: 


KNBC 
B “WTAM 
wac 
wwnec 
WwMAQ 


San Francisco 
Cleveland 
Washington 
New York 
Chicago 


25 


stores will continue its campaign 
with insertions seheduled for the 
November, 1953, and May, 1954, is- 
sues of the same magazine. 

The corporation, which is cele- 
brating its 32nd anniversary this 
year, says its wholesalers also plan 
to increase local advertising in 
newspapers, radio and television. 
Local advertising by the corpora- 
tion’s stores in recent years is esti- 
mated to total some $1,500,000 an- 
nually. 


Institute Names Fouche 


Bruce Fouche, formerly account 
executive with Verne Burnett As- 
sociates, New York public rela- 
tions consultant, has been named 
director of radio and television of 
the press division of the Institute 
of Life Insurance, New York, life 
insurance public relations counsel. 


Arbuckle to WERE, Cleveland 


Richard C. Arbuckle, ey 
an account executive with WCA 
Philadelphia, has been appointed 
sales manager of WERE, Cleve- 
land radio station. 


HALF N 
"MARKET 


leads all others in 


INCOME 
with 
$474, 136,720. 


Sales Management's 1952 


Survey of Buying Power shows 
these incomes for S. C.'s 
major City and Retail Trad- 
ing Zones: 


Greenville —$474,136,720. 
Columbia — 436,813.730. 
Charleston— 373,894,840. 


¥ GREENVILLES ABC CITY & 
_ RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market leads 
all others in Population, 
Wages, Employment, Autos 
& Trucks, and Retail Sales. It 
is your first market in South 


Carolina. 


Greenville News - 


MORNING A SUNDAY 


GREENVILLE PIEDMONT 
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Operetors of WFBC —NBC—S5000 Watts 


Daily Circulation 96,611 
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Cyrano 


ILOCCILLO 


That nosey old ABC asks: 

“How many subscribers have you got?” 
“How many came in last week? Last month?” 
“How much did they pay? In advance? 
Deferred?” 

“Got any special deals? Short term offers? 
Premiums?” 

“How many renew?” 


Nosey as a bride’s neighbors, that’s what! 
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mass coverage of business management ie | 


We're just showing off. The truth is we love the Audit Bureau like a brother. 


You should, too. You get those pink sheets in front of you and read every item 
right on over to the back page, and you'll be reminded why, all right. 


It’s not only that ABC is official circulation scorekeeper. What’s even more impor- 
tant, the Bureau has fixed it so an advertiser can cut his initial risk way down by a 
good look at an audited statement. Better still, get them for a few years back, lay 
them side by side and probe for possible circulation rickets or rigor mortis. No better 
clue to how highly a magazine is regarded by its subscribers—who these subscribers 
are...and whether they ran in, walked in or were pushed in. 


Take this growing magazine, for instance ... 


ud 


tf 
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od 


Subscribers to Nation’s Business have always paid their own way. Right now it costs 
them $18 in advance to subscribe and they can’t get the book for less than three 
years. More businessmen buy it today than bought it for $15. Or before that, 
when it was $12 or $9 or $7.50. Must be they want it. 


The ABC also shows you that only 9% of NB’s readers pay for Nation’s Business 
as part of their U. S. Chamber of Commerce dues. The balance, get this—91 Percent 
—are full price, full term. And 59% renew. 


Circulation income, which runs around $90,000 a week here, pays a whopping 
share of our high-cost load of top writers, top illustrators, Condé Nast quality print- 
ing—so space rates haven’t been raised since January 1951. Guarantee is up to 
750,000—the bonus is better than 50,000 a month—and the rate per page per M is 
down to $4.12. 


Meantime, more money keeps coming into the circulation department. More 
money keeps being plowed back into editorial content to make a still better 
magazine, so everybody gets a break all around. : 


(Nations Business 


cl 
A GENERAL MAGAZINE FOR BUSINESSMEN « WASHINGTON 6, D. C. 
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Canadians Warned by Mrs. Moore Against 
Upper-Class Programs for Lower Classes 


MonrtTREAL, March 10—America’s| middle class (30%), upper-lower 


kof, 


by lack of family economic re-| reassure them that talent will suc- 
sources, influentia] friends or other ceed and every man has a chance. 


lower classes take a “sporting at- 

titude” toward commercials, but 

the upper-middle class considers 

pi them “nasty little gimmicks de- 

ans, signed to separate hard-working 
id people from their money.” 

This is a pitfal! for sponsors, in 

the view of Harriett Bruce Moore, 

director of psychological services 


| class (35%) and lower-lower class 
(20%). 

The mass market person, Mrs. 
Moore stated, is mainly character- 
ized by a sterner economic situa- 
tion than the upper-class member, 
by dependence on _ specialized 
skill calling for activity and co- 
ordination rather than judgment, 


for Social Research Inc., Chicago 


economic side-avenues. 

“Growing up in this kind of a 
world is not calculated to mold 
adults who are intrigued with the 
far-away, who are adventuresome 
or who take their family responsi- 
bilities lightly,” she declared. 

Out of this, she says, stems the 
mass audience’s endless pleasure 
in success-story entertainment— 
such as soap-opera—and in pro- 
grams such as amateur hours which 


s “like the Horatio Alger stories 
of the Victorian era, or the moral- 
ity plays of pre-Elizabethan times, 
the success of these kinds of pro- 
grams lies in their meaningfulness 
to the audience...in the fact that 
they tell the audience something it 
wants to know, rather than some- 
thing which the upper-middle class 
thinks it ought to want to hear.” 
Our upper-middle class broad- 


Advertising Age, March 16, 1953 


casters also face the pitfall, said 
Mrs. Moore, of a gulf in language 
between them and their audience. 
“When the goal of language is 
to communicate, there is no room 
for the devices of style or elegance 
that underline the gulf between 
speaker and listener,” she stated, 
and proceeded to make a brief for 
colloquialism in broadcasting. 
“Although commercial broad- 
casting in the States has never gone 
in for colloquialism,” she told the 
Canadians, “there is little evidence 


research organization. 

Speaking yesterday on “Pitfalls 
to Avoid in Programming,” Mrs. 
Moore told the Canadian Assn. of 
Broadcasters that a programmer 
often falsely assumes that he and 
his audience are in agreement. 

“The men who write shows, di- 
rect and produce them,” she said, 
and “the artists, copywriters and 
account executives who work on 
commercials and the selection of 
programs, and so on—these people 
are increasingly distant from the 
‘common man’ market to which 
they direct themselves.” 


® Furthermore, she said, when 
the producer or program director 
is not being influenced by the at- 
titudes and judgments of his per-. 
sonal friends and associates, he is 
likely to swing to the other ex- 
treme and conclude that “by and 
large ‘the public’ will like best 
those programs and commercials 
which are stupidly simple, raucous 
and obmoxious. Neither guide is 
correct, of course; the mass audi- 
ence is neither sophisticated nor 
simple-minded,” she added. 

To Mrs. Moore, the mass audi- 
ence in the U. S., at least, is de- 
rived mainly from two classes, the 
upper-lower class and, just above 
it, the lower-middle class. Lumped | 
together, they make up about 65% 
of the population and consume a. 
larger proportion than that in real 
goods. | 

“Programs and products which) 
have the support of this group 
thrive,” she stated. “Ones which 
do not can survive only in mar-| 
ginal or ‘quality’ markets, if at. 
all.” 

Mrs. Moore and Social Research | 
Inc. base their views on research 
showing U. S. population divided 
as follows: upper class (3%), 
upper-middle class (12%), lower- 


ATTENTION 
ADVERTISERS! 


Add to the quality of 
your car cards, 
bus cards, calendars, © 
price cards and 
point-of-sale displays — 
by specifying | 
FALPACO | 
COATED BLANKS 


on your next job. 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE ¢ 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS — FITCHBURG, MASS. 
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that our citizens have given up|casts of widespread, immediately 
Saying ‘ain’t,’ ‘he don’t,’ or any) 


other such convenient common 
grammatical horrors. There is con- 
siderable evidence that people are 
alert to—and promptly stop listen- 
ing to—a speaker who uses a so- 
phisticated intellectual style.” 


® Another pitfall for broadcasters, 


according to Mrs. Moore, is to 


presume that any one program can 
please everybody. The only ex- 
ceptions she noted were broad- 


class and below “¢ 
upon advertising as < 
is valuable to them 
them up-to-date on 


vally look) be expected to listen to a com- 
vice which | mercial or sales talk about the 
ich keeps product of the company which, 
tis going after all, paid for the entertain- 


current interest, such as the Ke- 
fauver investigations. 


Speaking of upper-middle class 


contempt for commercials, she|on, which provides rect helps ment.” 
stated that “this is the social group| (recipes, how-to-do- — advice on. 
which, after all, builds the com-|health and happines: c.), which CBS-Hollywood Appoints Two 


mercials and advertisements, which 
lives by the rewards of that in- 
dustry—their self-esteem can hard- 


is educational abo: 
around them and the 
above them...it dc 


the world 
cial classes 
not seem 


The Hollywood office of CBS 
Television has named Norman 
Siegel West Coast director of pub- 


ly afford not to claim that they are| vicious to them tha — manufac-| icity and exploitation and Pat Mc- 
ae get hed turer should believe makes the Imation, Mr. Siegel formerly. diz 

In contrast, Mrs. Moore found | best product. ..it doc t seem ex-| rected the Hollywood office. of 
that people of the lower-middle/ploiting to them the ‘hey should| Howard G. Mayer & Dale O’Brien, 
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Advertise in MICHIGAN 


where it’s 


} for Michigan Farmers? 


One crop after another...every month during the year... keeps money 
coming in continuously for Michigan farmers. 


It’s unusually broad diversification of agricultural products in this prosper- 
ous peninsula state that holds farm income high and steady all year long. 
From fruit to grain, beans to sugar beets, dairy products to beef, pork and wool. 


There’s where a versatile farm paper—MICHIGAN FARMER—comes in. 
Farmers find that following practices featured by MICHIGAN FARMER pays 
big dividends. No wonder MICHIGAN FARMER is preferred by 4 out of 5 
rural Michigan families! So, take advantage of the selling power in the one 
publication that reaches more buyers—with cash—in this big, choice market! 


Two other states like Michigan, also among the top third in national farm 
income, are Ohio and Pennsylvania, served by THE OHIO FARMER and 
PENNSYLVANIA FARMER. For full facts on all three write to T1013 
Rockwell Avenue, Cleveland 14, Ohio. 


(Percent Farm Cash Income Received Each Month) 


90x 9.9% 10.1% poo 
eee i 
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Re ras ae 
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} 
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’ i, 4? ab L241 Cae A me 
all year r ound! Based on eight-year study of Michigan Farm: 
Income—1940 through 1947 
(Government payment: not included) 


East Lansing, Michigan 
THE OHIO FARMER, Cleveland, Ohio 
PENNSYLVANIA FARMER, Harrisburg, Pa. 
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public relations consultant. Miss 
McDermott has been with CBS for 
two years. 


Issues Match Book Guide 

The Match Industry Information 
Bureau, 1 E. 43rd St., New York, 
has issued a guide called “Why 


|'They Won: Match Book Award 


Winners for 1952.”’ The guide pro- 
vides an analysis of match books 
which won the industry’s first an- 
nual “Joshua” awards for dis- 
tinguished use of book match ad- 
vertising and recommendations for 
the effective use of the medium. 


Hauserman Promotes Hawkins 


Kenneth A. Hawkins, advertis- 
ing manager of E. F. Hauserman 
Co., Cleveland maker of movable 
partitions and acoustic ceilings, 
has been promoted to merchandis- 
ing manager. In his new post, Mr. 
Hawkins will direct advertising, 
sales promotion and market an- 
alysis research programs. 


WDEF Increases Power 

WDEF, Chattanooga, has been 
authorized by the Federal Com- 
munications Commission to in- 
crease its nighttime power from 
1,000 to 5,000 watts. On April 7, 
WDEF will transfer network af- 
filiation from American Broad- 
casting Co. to National Broad- 
casting Co. 


Lichtig Joins Gimbel Bros. 


Myer Lichtig, who has been 
sales promcation manager at Gol- 
enburg’s, Washington department 
store, has been named sales pro- 
motion manager for the Phila- 
delphia subway store of Gimbel 
Bros. Inc. 


Graydon to Hill & Christopher 


William R. Graydon, formerly 
with the Los Angeles Mirror, has 
joined the staff of Hill & Christo- 
pher, Los Angeles, as a cop it- 
er servicing industrial and con- 
sumer accounts. 


To Sell Miller Color Photos 

Dick Lewis Studios Inc., Chica- 
zo, has been appointed to sell the 
color photography of A. George 
Miller Inc., Chicago specialist in 
‘ood photography. 


Resigns Blue Star Foods 

Baker, Johnson & Dickinson, 
Milwaukee, has resigned the ac- 
count of Blue Star Foods Inc., 
Rockford, Ill. 


Roskam Moves to New Office 
O. H. Roskam, Advertising, Kan- 

sas City, Mo., has moved to new 

and larger quarters at 1430 Grand 


<a 
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Money-Back Offer 
Is Stressed in Ads 
for Sturdy Dog Food 


BurRBANK, CAL., March 10—The 
first week in April, Sturdy Dog 
Foods here will start a new cam- 
paign in magazines, newspapers, 
radio and television in which a 
money-back guarantee certificate 
will be featured. The campaign 


Eo) THIS SEAL UPS SALES! 


Sn ae 


will run indefinitely. | 

The campaign will stress that. 
“Sturdy will make dogs healthier, | 
happier, peppier and endow them 
with glossier coats” or money will | 
be refunded. Refunds will be made: 
on empty bags of Sturdy dog food 
returned. 

Television schedules call for 
wrestling and movie programs on 
KFMB, San Diego, and one-minute 
participating spots in Los Angeles 
and San Francisco. 


® Radio spots will also be used in 
the three cities. In Los Angeles, 
sponsorship of five-minute news- 
casts will be rotated between four 
stations. Once-a-month small space 
insertions will run in Sunset Mag- 
azine and Western Family. 

Sturdy has distribution in the 11 
western states and will cover them 
all with some promotion. But the 
campaign will be mainly concen- 
trated in the three Pacific Coast 
states, which represent the major 
market for the company. 

Jimmy Fritz & Associates, Holly- 
wood, is the agency. 


SPACE CADETS—James Ellis, president, Kudner Agency; Rear Admiral Thomas S. 
Combs, chief of the Navy’s bureau of aeronautics; Clarence E. Stouch, president, 
Crowell-Collier Publishing Co., and Maj. Gen. James E. Briggs, assistant deputy 
chief of staff development, Air Force, discuss a trip to the moon. The occasion? A 
luncheon for agency men given by Collier’s to honor “scientists and military. .. 
leaders responsible for putting man on the threshold of conquering space.” 


Boslet Joins Bates & Co. 
Robert J. Boslet, formerly with) 


Boosts Sutter to Creative V. P. 
Samuel Sutter, copy chief, has 


Vick Chemical Co., has joined Ted been promoted to v.p. in charge 
Bates & Co., New York, as assist- of the creative department for 


ant account executive. 


|Biow Co., New 


York. 


annually. 


CANADA'S ST 


Hamilton is the centre of Canada’s steel in- 
dustry. More than 15,000 employees find steady 
employment in its steel mills, where produc- 
tion exceeds 2,000,000 tons of steel ingots 


Around this vast steel production programme, 
a most diversified concentration of manufac- 
turing industry has been built up. Hamilton 
is one of the great manufacturing centres of 
electrical goods. Turbines and generators, trans- 
formers and radios, toasters and washing 
machines are but few of the many lines that 
give steady employment to more than 9,000 
employees in its electrical plants. 

Hamilton’s average weekly payroll is in 


HAMILTON 


EEL CENTRE 


exceeded only by Montreal and Halifax. 

Surrounding the metropolitan area is a rich 
farming belt. Cattle, sheep and hog raising, as 
well as dairying, add materially to the value of 
the farmer’s income. In the fertile Niagara 
fruit belt, farm income is heavily augmented by 
crops from the vast vineyards, orchards and 
market gardens. 

Hamilton’s growth and steady development 
has made it Canada's fifth city, a market that 
can be easily and profitably cultivated by manu- 
facturers the world over. 

The Spectator, Hamilton’s only daily news- 
paper, was founded over a hundred years ago. 
It has kept upon the very crest of journalistic 
progress. Its news services span continents and 


excess of $5,000,000, which is distributed 


amongst more than 79,000 em- 
ployees. The city could readily 
be called “The Pittsburgh of 
Canada”. 

Hamilton's harbour, with its 
great coal and ore docks, ample 
warehousing and wharfing 
facilities for the largest freight- 
ers that ply the Great Lakes, 
is one of the finest land locked 
harbours in the world, yet 
Hamilton’s harbour dues are 
lowest in Canada, In 1952 the 
tonnage handled reached a rec- 
ord total of over 6,250,000 tons, 


THE SOUTHAM NEWSPAPERS 


The Ottawa Citizen 
The Hamilton Spectator 
The Winnipeg Tribune 
The Medicine Hat News 

The Calgary Herald 
The Edmonton Journal 
The Vancouver Province 


seas, yet keep its readers well 
informed of what goes on from 
Ottawa to the tiniest crossroads 
village. Over 97.8% of The 
Spectator’s paid circulation goes 
to homes in Hamilton and its 
retail trading area. Through its 
columns alone you can cover 
this rich and extensive market. 
With its 83,586 copies daily, 
The Spectator gives almost 
200% more coverage than all 
other outside dailies combined. 
It is read and respected—every- 
where. 


Write for a copy of the folder entitled “The Hamilton Spectator Market”. Send your 
inquiry to Conklin and Woodward, 22 East 40th Street, New York 16, N. Y., or 
-any of their branches at Detroit, Chicago, Atlanta, Los Angeles and San Francisco. 


THE HAMILTON SPECTATOR 


One of the seven Southam Newspapers of Canada 
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Inflated Bra Case 
Flares Out Again 
as Smiths Battle 


HARTFORD, March 10—It’s now 
Smith vs. Smith in the long-term, 
“falsie”’ war between Anchor Rub- 
ber Co., New Haven, and LaRe- 
sista Corset Co., Bridgeport (AA, 
Aug. 25, 752). 

Mrs. Marie G. Smith, owner of 
Anchor, has filed a $600,000 dam- 
age suit against Howard A. Smith 
(no relation), president of LaRe- 
sista, charging that he violated her 
rights as inventor of the brassiere 
“falsie.” She claims to have fur- 
nished him with the ideas and 
services of herself and colleagues 
that led to the “pneumatic form- 
filling device’ which LaResista 
now makes. 

In response, Judge James E. 
Murphy has issued a temporary 
injunction preventing Mr. Smith 
from transferring assets or secur- 
ities he now owns in view of the 
court action. Sheriffs have at- 
tached, among other things, Mr. 
Smith’s 540 shares of preferred 
and common stock in LaResista. 


s Mrs. Smith contends that rights 
to an all-important valve in the 
inflatable beauty aids were as- 
signed to her by Frank Jacobs, 
Wood Ridge, N. J., its inventor, 
and that she helped develop other 
features in the brassiere. She as- 
serts that Mr. Smith unjustly li- 
censed his own company to manu- 
facture the product. 

An earlier suit, filed for $500,000 
against LaResista, blew up in Au- 
gust, 1952, when an injunction to 
stop production of the curve- 
sharpening devices was denied. 
Mrs. Smith later amended that 
complaint, and now seeks $55,000 
under it. 

Mrs. Smith’s attorney says he 
will attempt to have both brassiere 
suits consolidated since they make 
similar allegations and involve the 
same individuals and firms. 


Catholics Launch ‘Jubilee’ 
with $900 B&W Page Rate 


Jubilee, national picture month- 
ly for Roman Catholics, will ap- 
pear on April 20. Initial press run 
will be 50,000. Advertising rates 
are based on $900 a b&w page. 
Colors are $200 extra for each. 

The magazine, at 377 Fourth 
Ave., New York, will ask $4 a year 
on subscriptions and 35¢ a copy. 
It will advertise in newspapers in 
cities; with large Catholic popula- 
tions and in business publications. 


Will Rogers Jr. Sells ‘Citizen’ 

Roy A. Brown, publisher of the 
Independent-Journal, and presi- 
dent of Marin Broadcasting Co., 
both of San Rafael, Cal., and Low- 
ell E. Jessen, publisher of the 
Journal, Turlock, Cal., have pur- 
chased the Citizen, Beverly Hills, 
Cal., from Will Rogers Jr. Mr. 
Jessen will become the Citizen 
publisher. Charles Nicholson, 
newspaper consultant, becomes 
general manager. 


Thor Adds Electric Ranges 

Thor Corp., Chicago, has ac- 
quired Leeson Steel Products Co., 
New Albany, Ind., maker of Preste- 
line electric ranges. Thor will op- 
erate the company as a wholly 
owned subsidiary. The restyled 
Leeson product will be marketed 
shortly under the Thor name. 
Henry M. Hempstead Co., Chi- 
cago, is the Leeson agency, while 
Henri, Hurst & McDonald directs 
the Thor account. 


Personalized Foods to Rose 

Personalized Foods Inc., Los An- 
geles, manufacturer of Twang 
cheese spread, has appointed Irvin 
Rose agency to handle its adver- 
tising. Newspapers, radio and tele- 
/vision are scheduled. 


Seibert Adds Ad Duties 

John A, Seibert, purchasing di- 
rector for D. L. Clark Co., Pitts- 
burgh candy manufacturer, has 
been given the additional respon- 
sibility of advertising director. 
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the critics write our Ling Dong School ad 


We’ve let TIME, NEWSWEEK, THE NEW YORK 
TIMES, NEW YORK HERALD TRIBUNE, NATIONAL 
PARENT-TEACHER, and BILLBOARD tell you about 
DING DONG SCHOOL in their own words: 


“The whole concept of DING DONG SCHOOL is 
one for which a good many television - 
parents long have yearned: The use of the 
screen to stimulate participation by youngsters 
in what is being shown, not just passive 
watching of one more video show.” 


“From the moment a huge bell flashes on the 
screen... it holds the tricycle and lollipop 
set enthralled.” 

“A matronly, uncommonly sensible woman 
named Frances Horwich amuses, instructs 
and helps mold the characters of 

3 to 5 year old whelps...” 


“From a child’s eye level, three feet off 
the floor, the camera trains on Mrs. Horwich, 
seated on a hassock. She uses a minimum ° 
of props, with the explanation, ‘I merely help 
children to discover what is around them.’ ” 


“... ideal for selling children’s products.” 


“At the end of each class, Miss Frances 
asks her pupils to get their mothers, 
then explains what will be needed next day.” 


We need add only this: DING DONG SCHOOL 
reaches mothers. Mothers buy 

just about everything for the family. 
Scott Paper Company sponsors 

DING DONG Thursday. General Mills 

starts soon on Friday. That leaves 
Monday, Tuesday or Wednesday for you. 
Incidentally, American Research Bureau gives 
DING DONG a hefty 9.8 rating for February. _ 


DING DONG SCHOOL-MONDAY THROUGH FRIDAY-10:00 TO 10:30 AM, EST. 


NBC TELEVISION 


a service of Radio Corporation of America 
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American Heritage 
Awards 42 Prizes 


for Vote Campaign 


New York, March 13—Almost 
everybody got an award from the 
American Heritage Foundation, 


for nearly anything they decided | 


to do, in last year’s get-out-the- 
vote competition. 

Thomas D’Arcy Brophy, presi- 
dent of the foundation, has an- 
nounced the names of 42 top prize 
winners in 19 cities, selected from 
more than 15,000 entries. Several 
companies tied. 

The foundation also presented a 
special personal citation to Leo 
Burnett, president of Leo Burnett 
Co., for “outstanding leadership 
and performance” in support of 
the national campaign. 

American Airlines, New York, 
tied with American Oil Co., Balti- 
more, for “the most effective cus- 
tomer relations program.” Esso 
Standard Oil Co., New York, and 
Hercules Powder Co., Wilming- 
ton, tied for the most effective em- 
ploye relations program. Frank G. 
Shattuck Co. (Schrafft’s), New 
York, tied with Fred Harvey of 
Chicago for the most effective ef- 
fort by a restaurant chain, and 
Seaman’s Bank for Savings, New 
York, tied with the Berkely-Bos- 
ton branch of the Institution for 
Savings for the most effective dis- 
play by a bank. 


® The rest of the prize winners, 
and the categories in which they 
won, are as follows: 

Continental Baking Co., New 
York, for leadership in enlisting 
the support of the baking com- 
panies of the country; Metropoli- 
tan Life Insurance Co., New York, 
for its program of get-out-the-vote 
magazine advertising; General 
Foods Corp., New York, for ef- 
fective use of a company annual 
report; American Express Co., New 
York, for leadership in encourag- 
ing voting by members of the 
armed forces; S. C. Johnson & Son, 
Racine, Wis., for use of radio news- 
casts; Lion Match Co., New York, 
for matchbooks. 


s The Public Affairs Committee 
tied with Mercer Howard Co. for 
the most effective educational 
booklet published and distributed; 
Statler Hotels Inc., New York, for 
the most intensive and most ef- 
fective effort by a hotel chain; 


Not with slanted surveys, charts or 
fantastic claims . . . but only by 
actual sales by advertisers in the 
mail order field, whose ears hear 
nothing but the cash register! And 
mail order ads in the V.F.W. MAGA- 
ZINE keep cash registers ringing 
‘round the country! The proven loyal 
readers of the V.F.W. MAGAZINE 
make up well over a million BUYING 
CUSTOMERS. The V.F.W. MAGA- 
ZINE will pay off for you. Give it a 
try and you'll see why .. . the 
V.F.W. MAGAZINE has earned “‘re- 
peat” mail order pull month after 
month! 
For sample issue and complete 


information, write: 


GE wacazne 


(Formerly Foreign Service) 
Dan B. Jesse, Ir. & Associates, inc. 
Advertising Directors 
10 East 43rd Street 
New York 17, New York 


| Maine Midland Trust Co. tied with 
|Chase National Bank, both New 
York, for their direct mail pro- 
grams. 


c These Chicago business enter- 
| prises won first prizes: La Salle 


| National Bank for all-around ef- 
‘fort by a bank; Meyercord Co. for 


its use of decals; Green Duck Met- 
al Stamping Co. for lapel buttons; 
United Air Lines for its employe 
registration drive; Regensteiner 
Corp. for its unusual poster cam- 


paign; Mass Marketing Institute |employe booklet; Foster & Kleiser | 
for its outdoor campaign; Pure Oil | Co., San Francisco, for its outdoor ers; Pitney-Bowes Inc., Stamford, 


Co. for its use of “good citizen” advertising program. 


material; Sears, Roebuck & Co. for 
its use of company catalogs; Quak- 
er Oats Co. for its community plan 
in support of the campaign. 
Additional awards were as fol- 
lows: Ford Motor Co., Dearborn, 
Mich., for advertising by a com- 
pany in support of the campaign; 
Kellogg Co., Battle Creek, Mich., 
for its use of packaging; Bemis 
Bro. Bag Co., St. Louis, for its 


® Travelers Insurance Co., Hart- 
ford, for an exhibit; Ohio Bell | 
Telephone Co., Cleveland, for tele- 
phone messages; Gerber’s Baby 
Foods, Fremont, for grocery store 
display materials; Thomas J. Lip-| 
ton Cc., Hoboken, for its use of. 
Sunday comics; Ever Ready Label 
Co., Belleville, for labels; Rey-| 
burn Mfg. Co., Philadelphia, for 


* a Wisbes nero i iz p 
Advertising Age, March 16, 1953 
tags; Topflight Tape Co. for stick- 


for postmark reminders. 

The Pennsylvania Bankers Assn., 
Harrisburg, was awarded a top 
prize for the most intensive and 
most effective program by a state 
banking association, and the Ohio 
Assn. of Small Loan Companies, 
Columbus, for the most intensive 
and most effective program by an 
association of loan companies in 
support of the register-and-vote 
campaign. 


& American Machinist 


Advertising Pages in 


The Exclusive Values Over 800 


. When you seek the magazine that can best increase your 
sales to Metalworking, you will want to know why over 800 

_ advertisers last year invested more advertising dollars in 
American Machinist than had ever before been invested in 
@ metalworking publication. 


‘ 


BER LLC M-COPPER STRIP 
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rat This concentration makes it possible for every American 
_ Machinist editorial page to be devoted to subjects of specific 
hatbiee usefulness to metalworking production engineers and execu- 
; tives . . . with the result that these basic buyers deci 
prefer American Machinist . . . 


sively 


You will quickly find that this magazine has many thousands 
more subscribers in metalworking plants than any other 


metalworking publication . . . 


THE ONLY - 
METALWORKING 
MAGAZINE WITH A 


CIRCULATION THAT HAS 
_ KEPT STEADY PACE WITH 
METALWORKING’S GROWTH 


NET-PAID CIRCULATION AND TOTAL DISTRIBUTION 
_ -ABC-AUDITED FIGURES 1936-1952 


0 tay aoa 


- 


. . » prefer Tt so conclusively that more of them now subscribe 
to American Machinist than have ever before subscribed to 
any magazine edited fer this biggest of industrial markets, 
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Garber to Brad Wright Smith 


_ James Garber, formerly adver- 
tising manager of Frankelite Co., 
Cleveland, has been appointed an 
account executive with Brad 
Wright Smith Inc., Cleveland agen- 
cy. Sidney Arlen, previously with 
the Cleveland Shopping News, 
ow Mr. Garber at Franke- 
ite. 


Pipe Smoking Drive Urged 
The new Pipe & Tobacco Coun- 

cil, 35 W. 53rd St., New York, 

plans a program of institutional 


advertising for the industry. The|Hansen to Allen & c«ynolds 
|group will also research consumer | Kermit R. Hansen rmetie: ‘eae 
attitudes toward pipe smoking. atans tudinal Wa! cer cor Sine 
; ‘Omaha World-Hera 1as joined 
Appoints Roland G. E. Ullman ine staff of Allen Reynolds, 
Penn Industrial Instrument Co., Omaha agency, in executive 
‘Philadelphia, has appointed Roland | capacity. 
|G. E. Ullman Organization, Phil-| 
adelphia, to handle advertising. | 
Dodge Promotes [: vard Rice 
Bates Joins Lambert & Feasley,| Edward H. Rice, the past 
Lambert & Feasley, New York, year truck manager = ‘he central 
has appointed John Bates director zone of Dodge divi: Chrysler 
‘of its radio and television depart-|Corp., Detroit, has bi: promoted 
|ment. 


‘to truck sales super isor. 


Strietmann Names Jones Co. 
Strietmann Biscuit Co., Cincin- 
nati, a division of United Biscuit 
Co. of America, has appointed 
Ralph H. Jones Co., Cincinnati, to 
handle advertising, effective April 
1. Harry M. Miller Inc., Columbus, 
0. has been handling the account. 


| 
Roberts, Mitchel Combine 
Ots Roberts, formerly art direc- 
tor of Pathfinder, has been ap- 
pointed full partner by Myron J. 
Mitchel Advertising Art Agency, 
| Philadelphia. 


‘Advertisers Prefer Can Also Be Yours 


... and that, for maximum impact and economy in selling to 
Metalworking, American Machinist's 31,000-plus subscribers 
are concentrated almost entirely within this biggest of indus-_ - 
tries, with a minimum of its circuldtion in such entirely dif- 
ferent industries as Metalpreducing. 


’ 


used in Metalworking’s production 
interests more fully than any other 


. 


Just as importantly, American Machinist‘s circulation is con- 
centrated among the production engineers and executives 
who have Metalworking’s most influential buying voice. For 
American Machinist is edited exclusively for these men who 
control or largely influence the purchase of every product 


shops, and serves their 
magazine. 


’ 


4 O . .. when you want increased sales in the $100-billion Metalworking Indus- 
try, and want to build preference for your products among this industry’s. 


most important buying group . . . production management . . . the facts will 
tell you why: 


his is the N 


~ 


-1 placé to do business with America’s biggest industry 


THE McGRAW-HILL MAGAZINE OF 


McGRAW- 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND THE 
ASSOCIATED BUSINESS PUBLICATIONS 


METALWORKING PRODUCTION 
HILL BUILDING, NEW YORK 36 


Fawcett to Publish 
‘True Confessions’ 
for British Readers 


New York, March 12—Faweett 
Publications has . completed ar- 
rangements for a British edition 
of True Confessions, which will 
make its bow in May as competi- 
tion for Macfadden’s True Story. 
The latter magazine has appeared 
in England since 1931. 

True Confessions will be pro- 
duced in rotocolor by Newnes & 
Pearson’s, London, and will have 
an initial print order of 250,000. 
Per copy price will be the equiva- 
lent of 17¢. 

Rates will be based on $280 per 
page. Advertisers buying all first 
six issues will pay $168 per inser- 
tion. The American and British 
editions of True Confessions will 
not be sold in combination, and 
ads for the British version will be 
sold by Newnes & Pearson’s. 


@ Macfadden’s True Story, sold in 
combination with True Romances 
in England, is published there by 
Illustrated Publications Co. The 
magazines had a combined aver- 
age circulation of 398,693 a month 
for the last half of 1952. (True 
Story’s circulation was about 233,- 
650.) Ad rates are based on $560 
a page for the combination. 

Both the Fawcett and Macfadden 
English entries earn the American 
companies a royalty on the num- 
ber of copies sold. 


Pushes Vacuum Cleaners 


The electric appliance division 
of Westinghouse Electric Corp., 
Mansfield, O., is promoting its full 
line of vacuum cleaners and floor 
polishers during March, April and 
May. Three ads in Life, two com- 
mercials on the “Meet Betty Fur- 
ness” show (CBS-TV), and window 
and store displays, newspaper mats 
and demonstration folders are in- 
cluded in the program. Fuller & 
Smith & Ross, Cleveland, is the 
agency. 


Two to Associated Ad Agency 


Stanley N. Armitage, formerly 
director of advertising at the 
Western Pennsylvania Horological 
Institute, Pittsburgh, has been 
named a junior account executive 
of Associated Advertisers, Harris- 
burg, Pa. Arthur H. Simmers, pre- 
viously head of the continuity de- 
partment at WQUA, Moline, III, 
has been named a copywriter. 


ART MATERIALS - SCHOOLS 


TRAVEL «VACATIONS | 

~ PAPER+ ENGRAVING — 

TYPOGRAPHY - PRINTING 

LITHOGRAPHY + BOOKS: 
~ PHOTO SUPPLIES 


“Then you ought to advertise in 
AMERICAN ARTIST — the favor- 
ite best-selling magazine of a 

$40,000,000 class market with 

tremendous earning — SPEND- 

ING — and BUYING power. 

Readership over 250,000... 

paid circulation guarantee over 

40,000 — most of whom admit 

their buying is influenced by the 

hour or more they lavish on each 

issue! , 


Write or phone for sample copy 
and details. 


american artist 
24 W. 40th St.,N. Y.18,N. ¥, CH 4-2878 
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Wheeler McMillen, 


Editor-in-Chief, of Farm Journal, Incorporated, 
has been editing farm magazines for 30 years. Pio- 
neer in the field of chemurgy; dynamic, forthright 
speaker and writer, Wheeler McMillen began his 
career on an Ohio farm; then successfully edited 
and published several weekly newspapers before 
moving to the magazine field in 1922 and Farm 
Journal in 1939. 


Carroll P. Streeter, 


Managing Editor, heads up the whole complex 

operation of making a finished magazine out of the 

raw material. Everything which goes into Farm 

Journal must earn his penciled ““C.P.S.”’ Streeter 

came to Farm Journal from The Farmer's Wife: 
rior to that he was farm editor of the Cedar 
apids (lowa) Gazette. 


Gertrude Dieken, 


Editor, The Farmer’s Wife, is responsible for the 
complete farm women's service magazine that is 
an integral part of Farm Journal. An lowa farm 
girl, graduate of Coe College, was a home econom- 
ics editor, and did work in consumer economics 
at lowa State College. She came to Farm Journal 
from the E. I. DuPont de Nemours Co. where 
she was home economics consultant. 
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Vernon Vine, 


Associate Editor, edits Farm Journal's poultry 
department. Formerly a farm newspaper editor 
and a Department of Agriculture information 
specialist, he was reared in a commercial poultry 
area of Washington State; travels widely for views 
and developments within the poultry industry. 


Tracy Richard, 


Associate Editor for fashions and grooming, 
through her articles helps farm women achieve 
their best, appearance-wise. She spent her girlhood 
in the mid-west, was educated there and came to 
the editorial staff of Farm Journal from one of the 
world’s largest dress manufacturing companies. 


Cameron Hervey, 


Associate Editor, covers the eastern half of the 
corn belt in his own airplane; travels the country 
for photo-stories that are his specialty. Ohio farm- 
reared, graduate of Ohio State University, Hervey 
makes his headquarters near Chicago. 


Paul Friggens, 


Associate Editor, knows western cattlemen and 
sheepmen from border to border. Headquartering 
in Boulder, Colorado, covering the Mountain 
States, Friggens writes with authority. He grew 
up on a South Dakota ranch, attended Seuth 
Dakota University and was an executive of the 
Associated Press. 


Virginia Brown, 


Editorial Contributor, now a young mother, works 
on child health and child care copy, reads hundreds 
of farm women’s letters each month to select those 
to be printed. A native of West Virginia, graduate 
of Concord College, she taught teen-agers before 
joining The Farmer's Wife as teen editor, “Polly.” 


Ray Dankenbring, 


Associate Editor, was his father’s partner on a 
dairy and hog farm in lowa; graduated from lowa 
State College, wrote for specialized dairy publi- 
cations before joining Farm Journal. He handles 
Farm Journal's dairy and livestock copy. 


Twyla Pifer, 


Associate Editor, is known to hundreds of thou- 
sands of teen-age girls in Farm Journal homes as 
“Polly.” To them she writes on all phases of the 
business of growing up and answers hundreds 
of letters on clothes, dating, and other questions. 
An Ohio farm girl, and Ohio State graduate, 
she was formerly an editor on a midwest daily. 


John A. Rohlf, 


Associate Editor, based in Kansas City, is con- 
stantly on the move covering the news and events 
of the nation’s Great Plains wheat belt. Farm- 
reared in South Dakota, educated at lowa State 
and South Dakota State, he was formerly a member 
of college staffs in South Dakota and Colorado. 
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Arthur H. Jenkins, 


Editor, a nephew of Founder Wilmer Atkinson, 
has been a member of Farm Journal's editorial staff 
for 50 years. A noted economist. Arthur Jenkins is 
an authority on agricultural history and economic 
trends. He is the liaison between the editors and 
printers, the final arbitrator of editorial style. 


Maude Longwell, 


Associate Editor, edits Farmer’s Wife copy, but 
takes time to write warm, human, family-living 
stories. To this she brings the experience of having 
reared her own family (including grandchildren), 
eight years as women’s editor of The Arizona 
Farmer, plus radio broadcasting to homemakers. 


Claude W. Gifford, 


Associate Editor, is the busiest man on the staff 
in the week before readers get their issues. He 
handles all last-minute report copy that moves at 
news magazine speed. He’s Illinois farm-reared, 
was farm radio director for the University of 
Illinois before joining the staff of Farm Journal. 


Rachel Martens, 


Associate Editor, whose home furnishing and 
decorating articles hclp farm women make brighter, 
happier homes. Raised on a Kansas farm; ex- 
tension home furnishing specialist at Kansas State 
College after receiving her Master’s Degree there; 
later a department store buyer, she’s a top author- 
ity in the home furnishing and decorating fields. 
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Robert D. McMillen, 


Associate Editor, is the only full-time Washington 
editor serving a single farm magazine. From Con- 
gress, White House, bureaus and farm organi- 
zations Bob McMillen reports the Washington 
scene in a feature department written less than a 
week before Farm Journal readers receive it. 


Pearl L. Patterson, 


Associate Editor, is the eet responsible for 
Farm Journal's top-flight fiction; its sparkling 
poetry of genuine literary merit. Each month her 
skilled eyes travel over hundreds of manuscripts 
in her quest for those stories and poems tiat 
measure up to Farm Journal's strict requirements. 


Richard C. Davids, 


Associate Editor, deals mainly with the interests 
of Farm Journal’s readers as people—their health, 
their schools, their communities. Born on a 
Minnesota farm, educated at the University of 
Minnesota, his style is warm and human. 


Hilda McCall, 


Editorial Assistant, gets more mail than any other 
editorial staff member. She is in charge of Farm 
Journal's National Service Department, that an- 
swers hundreds of inquiries received daily from 
readers on every manner of subject. 


Lane M. Palmer, 


Associate Editor, edits all copy that goes into 
Farm Journal, advises on editorial illustration and 
presentation. Native of an Idaho dairy farm, he 
was educated at Utah State College, the University 
of Wisconsin, and was formerly an extension 
editor on the staff of North Carolina State 
University. 


Phyllis C. Wendell, 


Editorial Assistant, for crops and soils, has a 
background of experience in county agents’ offices 
and at South Dakota State College. Her job: 
to keep department copy moving. 


Charles E. Ball, 


Associate Editor, based in Dallas, and covering 
the West South Central states, was born on a 
cotton and livestock farm in Texas; a graduate 
agricultural engineer from Texas A & M, was 
managing editor of a southern farm magazine. 


Reta H. Clarke, 


Editorial Assistant, heads Farm Journal's editorial 
production department. Deadlines are her business. 
Keeping copy, art and layouts on schedule to meet 
the demands of Farm Journal’s speed printing 
requirements are her responsibility. 


Henry M. Simons, Jr., 


Associate Editor, headquarters in Atlanta. and 
has the southeast for his beat. A boyhood on a 
truck and nursery farm made a horticulturist out 
of him. After graduating from Clemson College, 
Simons became an experiment station editor there, 
later worked for a southern farm magazine. 
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Ray F. Anderson, 


Associate Editor and dean of Farm Journal’s 
eight full-time field editors, Ray’s beat is the 
western corn belt. He’s been a farmer, assistant 
county agent, newspaper farm editor, and probably 
knows more farmers than any other writer. 


Associate Editor, writes about crops, soils, ma- 
chinery, chemicals from his experience on a South 
Dakota farm and his training in agronomy, at 
South Dakota State College. Now based in 
Philadelphia, he visits farms from coast to coast. 


Rosalie Riglin, 


Associate Editor, in charge of the foods and equip- 
ment department of The Farmer’s Wife. An 
Iowan, she studied both home economics and 
journalism at lowa State College; was on the 
foods staff of Safeway Stores, then on a Pacific 
Coast daily, before joining the staff of The 
Farmer's Wife. 


Loren Donelson, 


Associate Editor, was head of the department of 
journalism at South Dakota State College 10 
years (two of his former students are also Farm 
Journal Editors). lowa farm-reared, Donelson 
helps plan the magazine and is responsible for 
writing the Orchards and Garden column. 
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Robert G. Fowler, Jr., 


Associate Editor, covers the Pacific Coast from 
our editorial office in San Francisco. A native of 
the territory in which he works (true of all Farm 
Journal's field editors), he was born in Oregon, 
graduated from Oregon State College; has been 
a county agent, and a college farm extension editor. 


Louise Tiedemann, 


Editorial Assistant, is primarily responsible for 
keeping The Farmer's Wife copy moving according 
to schedule. A housewife herself, she lends her 
experience as well as her editorial judgment to 
the selection of household practice copy. 


George W. Wormley, 


Associate Editor, has joint responsibility for copy 
on crops, soils, agricultural chemsicale, farm ma- 
chinery. Grew up onan lowa farm; graduated from 
lowa State, he was formerly an editor at lowa 
State College and the University of Arizona. 


Al J. Reagan, 


Art Editor, directs layout and illustration of The 
Farmer’s Wife pages. His fine sense of color and 
design is reflected in professional acclaim, par- 
ticularly for Farm Journal’s 4-color pages. For 
his own art expression, Reagan uses oils. 


William Wilson, 


Art Assistant for The Farmer’s Wife, he plans 
layout and typography — makes certain that mate- 
rial gets to the engravers ontime. Wilson graduated 
from the Philadelphia Museum School of Art, 
and does his own painting in wash. 


Catharine Nutt, 


Associate Editor in the home furnishings depart- 
ment of The Farmer's Wife, she studied interior 
decoration, textiles, design, and journalism in 
college; has been a fashion coordinator ad oy 
motion manager in the department store field 


Charles E. Williams, Jr., 


Art Assistant, is responsible for the art and layouts 
that make the farm production department’s 
poor demonstrations a “must” reading for 
usy farmers. He also assists with the physical 
presentation of other features in the magazine. 


Evelyn Craig, 


Associate Editor, graduated from college in home 
economics with a Master’s in related arts from 
Columbia. Was assistant director of Armour’s 
Consumer Service Dept. Now she is in charge of 
Farm Journal’s Kitchen, which tests hundreds of 
recipes before a single one is published; tests 
equipment, too. 


Art Editor, directs illustration and layout of al! 
farm and general copy in the book. His specialty 
is hard-hitting, functional presentation of copy 
for maximum readership and usefulness. He also 
draws cartoons with a fine, crisp line. 


aes oa oe ate aK ay ae Beg Se awety a oo ee Saree Si peecen eR Rte ae is Von ae. ee ie e ¥ Dh 2 % “ee roe eter vee ie, pe a eg oe ae | ORS A Ge SSN. MERME, eee ee ee Pe Pate ay 
<i 2 eee ae Pt meas ee : gee Te aed s trade VCs ammeter ey og. see. Sy 5 3 UT A Fie RS vena reas ANNs So ea Gea OC ne CA gh Pe pte er im Pe ey te vi: Oe et eee Eee % beeen Gx. et SO ee ee pet, Pe ee ae ey ; ea 4 baie sid! 
et Ss Be oa ae STC hea Be e eR aay. . ath ne Tees EG ss aan * <a e a Ses at Paras Be ane Rie ies ne e s sae ; : Beppe es ee S eS aii ra & i : Cs eit ae @ oe ee pice Pics 
Oe : : a ; : Le) ee 
wre si ai = Suearroe ; - ge 
ae iu oe . Pa ee 
7 
nae m3 . 
\ 
. 
| 5 9 Ralph D. Wennblom, 
| ee 
> . 
Sy tate 
Sie ‘ 
Tic een 
5 
. 2 1 
OR 
4 ax 
ee : eo ' 
na i 
ergy te 7 
ot og . 
Pb fos ig J > 
oe ; © 2 " BS ey 4 fi ; | 
eh 1 . Oe 4 P. : tad 
ee ess we ba " Jj f 
neat “A ee, > : . 
ae oe ed ti ‘ : Gy, , rN : 
; at oe pn : ae eum ae «f “ pee , - oa : | ? ae y : 7 
7 ri . ¢ get a~* i nee: 5 | toe am —_—~ ¥ a 
: trig ware Rmiek ¢ cn ae 7 "i es w J ; id * 4 gee ses * , : “am 4 ' | 
a : * 4 . - ao ‘7 ee adr i he ss ~: z oa ace: , 
: s 2 . : 2 Pa A 2 $ me Fs ’ + 2 
es : } « “ ; , ‘ : * R 4 é - 
Mey . a “ } 4 a 
ety - - ( a » . : . id — 
fu eer 
eta ON ECA S SARE a AREA LS EE REG IN OME IE EOE OEE NL A SARE, AL SALTER ERI RTOS. OLED, I ROAR ES EEE LE A AN NR OME LO ORNS RTE RE. SONI ION BIE IA SA ATE DON EEE REE POON LEELA AI IOLE A! AE 
ee 1 os 4 | 
ae 5 6 7 8 ee = ee 19 
yeas 
Bae 
ees 
. oe ‘ 
| 2 2) SS 
4 fie 
a 22 = 
caer S ee 
te 
eps 
ee ae: 
hh WE sy ‘ 
ws 1 
Pe ees 
a ee 
yes 
Bee 23 i. 
mr 
sf ana 
~ 3 » 
. ——EEEE 23 Max E. Kill 
ee ee ? 7 , 
Mee 
ae a ‘ A ;. are 
Le P f " ‘ Aa FY. sce 


21 22 23 24 25 26 27 28 29 30 31 


7] REASONS FOR SUCCESS 


@ In every successful business enterprise behind the people of 
management, finance and sales are the men and women who design 
and produce the product. 

The heart of every publishing success is the Editorial Staff, the 
men and women who create the publication. 

All of their skills and talents are concentrated on one objective— 
serving the needs and interests of their readers. 

Meet the 37 men and women who create and produce the largest, 


most success!1i! farm magazine in the world, Farm Journal. 


Anika: ili: 


PUBLISHER 


FARM JOURNAL, INC. 


Washington Square 
Phila. 5, Pa. 
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Kenwood Introduces 
Blanket-Bedspread 


New York, March 11—Kenwood and 67% 


Mills this week introduced the 
Kenver, a combination blanket- 
bedspread which it hopes will 
“revolutionize” the bed-covering 
field. 


NO TYPE USED 
IN THIS AD! 


Anyone in your office can set perfect head- 
lines, bady text, with Fototype. Easy, fast, pro- 
fessional. Cuts type costs by as much as fos. 
Use for house organs, ads, direct mail, catalogs, 
trecbufet-even letesrheadel Clone, sharp char- 


acters «1 fup off set or silk screen reproduction, 
Over 250 styles and sizes. Get free catalog today! 


| the texture of a bedspread on top| 
/and the softness of a blanket un- 


| guaranteed against shrinkage, it 
|}may be washed by hand or ma- | 


The Kenver, a single fabric with | 


Ad Specialties Up 
7% in ‘52: Reach 
$300,000,000 Mark 


CHICAGO, March 11—The adver- 

chine. | tising specialties industry last year 
The Kenver sells for $69.95 for | did an estimated $300,000,000 busi- 

the single size and $89.95 for the ness, an over-all] increase over 1951 

double size. It will be available of 7%. 

on a limited basis in fine depart-| The year’s results were revealed 

ment stores this May. ‘here this week at the first spring 


derneath, is woven from 33% wool 
nylon. Colorfast and 


Initial advertising plans, handled show ever attempted by the Adver-| 


by Abboit Kimball Co., include a tising Specialty National Assn. The 
color page and adjoining column association, one of the oldest in 
in the May issue of Vogue. \the nation, is celebrating its 50th 
‘anniversary this year and repre- 
‘sents one of the oldest forms of 
advertising media—specialties or 
small useful items, carrying an ad- 


Celanese Promotes White 
Paul D. White, sales promotion 
manager for textiles for Celanese 
Corp. of America, New York, has 
been promoted to merchandising | 
director of the textile division, a 
new post. 


away free as gifts to prospects. 

It traditionally has staged its an-| 
nual show in fall when new calen-| 
dars, the backbone of the indus- 

United Shoe Co., Philadelphia, | ‘¥: 8%€ presented to jobbers. Cal-| 
has appointed Maurie H. Oro- endars represent from 45% to 58% | 
denker Agency, Philadelphia, to of the industry’s total volume and 
handle advertising. ‘some 135,000,000 were produced 


United Shoe to Orodenker 


vertising message, which are given) 


Advertising Age, March 16, 1953 


last year, according to estimates by wm 
John Baumgarth Co., Melrose Park, 
JU. 


s However, those manufacturers 
'which make the some 10,000 spe- 
'cialty products comprising the re- 
mainder of the industry’s volume, 
customarily have little new to ex- 
hibit at the fall show. Most of their 
/new products, ranging from pencils 
to expensive luggage, are produced 
in spring. 

In recognition of this problem 
and the growth of this segment of | 
the industry, the spring show was) 
attempted. It appears to be a suc- 
cessful venture. Some 94 manufac- | 
|turers exhibited and, with the. 
_ visiting jobbers, appeared satisfied 
| with the results. 
| The fall show, association lead- | 
_ers emphasized, will be kept as a. 
standard event whether or not it! 


7 ~ 
puiant We 


(yen BBN 


wees 


fe 


‘is decided to continue the spring GOOD AND BAD—John H. Dulany & Son, 


frozen food packer, has started a cam- 
|paign stressing the theme: ‘The finest 
\costs but pennies more than the cheapest.” 
# Another major step taken by Sunday supplements, 640-line newspaper 
the association was the approval ods and spot radio will be used through 
of a public relations program. Ap- Erwin, Wasey & Co. 


show. 


He's trained to give away our greatest asset! 


And no one knows better than he the 
importance of the rest of our team of 


The finest electrotype made is useless if it 
doesn’t get out on time, or some details 
are wrong, or if it is damaged in shipment 
or shipped to the wrong place. 


This man is trained to see that those 
things don’t happen. He’s trained to act 
as our client’s personal service man right 
in our shop, on our payroll—to coordinate 
and expedite every detail of every job. 


You can really rely on LAKE SHORE 


Other Divisions of Electrographic Corporation: Michigan Electrotype, Detroit; American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; 
Reilly Electrotype, New York; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta, 


Our service department 
ceivable facility necessary 
the fine work you expect 


specialists, each and every one a skilled 
craftsman in his own field. 


will be enhanced by the finest service you 
could wish for. You can rely on it. 


pointment of Selvage, Lee & Chase, 
New York, to handle the program 
was announced and a budget rang- 
ing from $50,000 up will be raised 
by assessment of members. 

Far too little is known either 
about the association or about spe- 
cialties as advertising media, as- 
sociation leaders said, despite the 
fact the industry has shown annual 
increases of 3% to 15% in recent 
years. 

One aim of the program will be 
to make clear that specialties are 
separate and distinct from premi- 
ums. It also will publicize the as- 
|sociation’s 50th anniversary and 
' will make available to schools, li- 
braries and industry a booklet of 
facts about specialty advertising. 


| a W. E. Coffman, association pres- 
| ident and head of Elliott Calendar 
Co., Coshocton, O., emphasized that 
specialties are a form of persona- 
lized advertising that actually gives 
consumers something tangible they 
can use. At the same time, he 
pointed out, specialties in no way 
compete with other methods of ad- 
vertising but complement or sup- 
plement them. 

Need for public relations also 
is felt, it was indicated, because 
of growing congressional concern 
over obscene or lewd material, a 
category in which nude or girl cal- 
endars might fall. 
| This, however, is not expected 
, to pose much of a problem for the 
industry. Oliver H. Stevming, 
chairman of the association’s pub- 
licity committee, pointed out that 
girl themes are a very minor por- 
tion of all pictorial themes used on 
calendars. Top themes, he said, 
are family life and pets. 


Illinois Graphic Arts Assn. 
Names Bagamery and Brooks 


Frank J. Bagamery Jr., former- 
ly assistant general manager of 
the Franklin Assn. of Chicago, has 
been appointed 
secretary and 
general manager 
of the Graphic 
Arts Assn. of Illi- 
nois, Chicago. 
ATthur W. 
Brooks, previous- 
ly superintendent 
of Inland Press 
Inc., Chicago, has 
been named the 
association’s di- 

le 
Frank J. Bagamery tae po nel 
tional activities. 

Mr. Brooks once was president 
of the Chicago Club of Printing 
House Craftsmen. 


has every con- 
to assure that 
of Lake Shore 


-ELECTROTYPE 


DIVISION 
CHICAGO 


Appoints Fox Sales Head 


Minneapolis-Honeywell Regula- 
tor Co., Toronto, has appointed 
John H. Fox to the new post of 
general sales manager. He will be 
responsible for the management 
|and coordination of the sales ac- 
tivities of all divisions in the com- 
| pany’s 12 Canadian offices. 
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Directory Num 
Industrial Marketing 


ata & 
er 


Now being readied. 
Will reach the largest 
audience of industrial 

advertisers and agencies 
in its history! 


Plan Now to Capitalize on the Space-Selling 


Opportunities Which It Will Create! 


With distribution of nearly 10,000 copies, the 
1954 Market Data & Directory Number of Indus- 
trial Marketing will bring the sales presentations 
of publishers represented to the attention of more 
industrial advertising executives than ever before 
in the long and successful history of this unique 
market-and-media guide. 


No other media reference remotely approaches 
this great coverage of industrial advertisers. No 
other publication offers a comparable service to 
advertisers and business paper publishers: It is 
the only source in which industrial advertising and 
marketing executives can find detailed data on the 
87 major classifications of industries and trades, 
together with condensed circulation, rate and me- 
chanical information on more than 2,400 publica- 
tions grouped according to market served, plus 
informative sales presentations of leading business 
papers. 


How It Creates Space-Selling 
Opportunities for You 


MD&DN is the only single reference which does 
the basic job of providing time-saving, fact- 
jammed information to help business paper adver- 
tisers and their agencies to evaluate the impor- 
tance of 87 major industrial and trade markets, 
their potentials, and to determine business papers 
which are qualified to aid in building sales in their 
specific markets. ; 


As it informs, it stimulates advertiser activity into 
new or enlarged areas of marketing opportunities, 


thus creating new space-selling potentials upon 
which promotion-minded business paper pub- 
lishers can capitalize. This is amply attested by 
the many letters we receive telling how new mar- 
kets have been found and new media selected — 
as well as by year ’round requests for publishers’ 
market studies and other information which are 
serviced by our Readers’ Service Department. 


You Reach the Right People 
at the Right Time 


Because your media presentation, your selling 
message, is positioned immediately adjacent facts 
about the market which you serve, it reaches pre- 
cisely those people who will be interested in your 
services — advertising, marketing and sales man- 
agers of manufacturers, and industrial account and 
media executives in advertising agencies. And it 
reaches them at the right time — just when they 
are looking for places to expand their sales and 
advertising activities—1 t afterward, when the 
basic decisions have beer made. 


A Permanen File—Used 


All Year ‘Round 
Because it slides into a « «sk drawer, slips into a 
brief-case, yet contains a ull! file cabinet of useful 


information, the Market Data & Directory Num- 
ber is kept and used thro: .ghout the year as a per- 
manent market-and-media reference file. There- 
fore it is the ideal basic place for you to file your 
“tell-all” presentation — your factual data about 
your publication, your special services, the values 


you offer. Filed here, your data will be seen every 
time your market is studied and considered. 


Low Cost—Top Coverage 


For the cost of a postcard mailing, a page in the 
Market Data & Directory Number delivers your 
selling message to some 10,000 people concerned 
with industrial and trade markets and the papers 
serving them, every time any one of these people 
decides to investigate your market. Thus your 
advertisement serves not only as a reminder and 
re-selling message to your regular customers and 
prospects, but does the important job of selling the 
values of your publication to new prospects as 
they are considering your market for the first time. 


Creating space-selling opportunities is the business 
of the MD&DN. Capitalizing on these opportu- 
nities is your business — your opportunity to get 
in on ground floor planning when new and revised 
schedules are being developed. Publication date 
is June 25, so don’t delay. Reserve your space now, 
and let us have copy well before the May 11 
deadline. 


© Market Date & 
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Big Christmas Sales on ‘One Price’ Offer 
Led Keystone to a Much Bigger Ad Drive 


| Keystone’s Christmas plan, he} 
‘has told AA, relieved consumers | 
‘of the trouble of finding out just 
what the components of a mini-) 


Boston, March 11—Because of those of any comparable period in mum home movie outfit are. And | 


what happened at Christmas time, its history. 
Keystone Mfg. Co. is committed to 


|its “one price for all” dispelled | 


selling assembled movie outfits— bert V. Scalingi, Keystone’s pro-| equipment. 


and to backing them with heavy motion manager, had a manufac- 
turer offered home movie packages @ As the “big gift” for Christmas, 'vertising. 

A merchandising innovation in to permit consumers to equip 
the home movie field earned Key- themselves for movie-making and 


advertising. 


stone Christmas sales 40% above. projecting with one purchase. 


Looking for NEW Markets? 


MOTEL owners are volume buyers of prod- 
ucts used for building, remodeling and 


furnishing. Write for product surveys. 


x 


ie sags 5 Se. Wabash Ave., 
American Motel » A cama 


Keystone offered three graduated | 
price packages, at $179.35, $243.90 
and $293.70. Each contained a 
camera, projector, 20x40” screen, 
splicer and leather gadget bag. Of- 
fered “free” with the packages) 
| were a commercial cartoon film | 
‘and a book on movie making. 
| To promote the novel plan, Key- 
|stone bought one two-color half- 
|page in Collier’s last November, 
|plus newspaper space in about 30 
|dailies across the country. It of- 
\fered special ad scrip to dealers 
| (modeled after Polaroid Corp.’s 
|plan) to handle cooperative adver- 
| tising. 

The company gave advertising 
}allowances ranging from 7% to 


12% (based on quantities pur-, 
chased). Scrip was issued for the 
amount. When evidence of a local 
ad plus its cost in scrip was re- 
ceived by Keystone, full payment 
for the space was refunded to the 


Never before, according to Al- ignorance about the cost of home | dealer. This assured greater dealer 


cooperation by not requiring any 
_cash outlay by stores for local ad- 


'@ Three sets of newspaper mats, 


measuring 800, 600 and 300 lines, 
were supplied to dealers. Each of 
the three ads in a set was devoted 
to one of the packages. Also of- 


‘fered by the company were mats 
_of small tie-in ads referring to the 


larger ads elsewhere in the news- 
paper. 

Envelope stuffers and counter 
and window display materials 
were made available, and a win- 
dow display contest was used to 
inspire cooperation. 

National newspaper advertising 
exceeded 40,000 lines, and dealer 
tie-ins amounted to more than 37,- 
000 lines, Mr. Scalingi told AA. In 
addition, many new dealers joined 


of ge banens to pvt @ see bierd of eeu! 
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the Keystone family as a result of 
the campaign, he said. 

And sales results were emphatic. 
| Keystone wound up the year with 
empty warehouses and $1,000,000 
in back orders, he stated. 


a Mr. Scalingi explained that 
package plans for large items ordi- 
narily are the province of large 
chain operators that can devise 
their own packages, using facilities 
of mass purchases through central 
buying offices. By assembling the 
package on the manufacturing 
rather than the distribution side, 
Keystone was able to offer this 
special merchandising advantage 
to its dealers, he pointed out. 

So Keystone now is definitely 
committed to marketing assembled 
movie outfits with a heavy budget. 
As proof of this, its 1953 budget is 
double that of last year, Mr. Sca- 
lingi disclosed. 

Now in the middle of a three- 
month drive, the company is offer- 
ing new packages designed for in- 
door and winter vacation use. The 
indoor movie market gains po- 
tential during inclement winter 
weather, and sun country and ski 
resort vacationists have high in- 
come levels, he said. 


m= Magazines are more prominent 
in the current schedule than dur- 
ing the Christmas drive. Fortune, 
Holiday, The New Yorker, New 
York Times Magazine and Time 
will carry b&w quarter-pages on 
a two-time schedule. These are be- 
ing devoted to the outdoor pack- 
age. The indoor outfit will be fea- 
tured in a Life color ad of at least 
a half-page, he stated. 

Keystone also is buying news- 
paper space nationally as well as 
offering another scrip plan to its 
dealers. Radio scripts are being 
supplied in addition to mats and 
various dealer aids. Cooperative 
advertising has been extended to 
television and outdoor, he added. 

Keystone has been manufactur- 
ing movie equipment for more 
than 20 years. Its present line, ac- 
cording to Mr. Scalingi, is dis- 
tinguished by special technical and 
convenience features that make it 
more than competitive. 


m “We've done to the home movie 
industry what Ford did to cars,” 
he claimed. Keystone has been 
able to produce reasonably priced 
home movie equipment “without 
jeopardizing quality,” he said. 

“Our price is in line with other 
manufacturers’ while we are able 
to go them better on features,’ 
he stated. “We can match them 
feature for feature and undersell 
them by quite a margin.” 

Keystone cameras retail at 
$49.95 to $176, and projectors are 
priced between $89.75 and $169. 

Projector extras include a splic- 
er built into the base of some 
models—‘‘a unique feature,” Mr. 
Scalingi said. Some also boast an 
editor-viewer mechanism opera- 
ting at slow speed. 

The company has replaced the 
customary belts for driving pro- 
jector reels with a system of 21 
gears, Not only do gears assure 
steady and quiet movement, Mr. 
Scalingi claimed, but they outlast 
spring belts and chains by a con- 
siderable margin. On the excel- 
lence of its gear system, Keystone 
offers a lifetime guarantee against 
mechanical defect. Its cameras al- 
so are guaranteed for life. 

John C. Dowd Inc., Boston, han- 
dles the Keystone account. 


Hewitt-Robins Boosts Frost 


C. Lynn Frost has been pro- 
moted to advertising manager of 
Hewitt-Robins Inc., Stamford, 
Conn., maker of rubber belting, 
| hose and cushions. He was assist- 
ant advertising manager. 


| IGA Stores to Seelig & Co. 


Seelig & Co., St. Louis, has been 
‘named to handle radio advertis- 
|ing for IGA Food Stores in the St. 
!Louis area. 
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MR. AIRCOACH—Capital Airlines says this 
is the first national magazine ad run by 
a scheduled air line for air coach service. 
The full-color page is slated for Business 
Week, Look, Newsweek, The New Yorker, 
The Saturday Evening Post, Time and U. S. 
News & World Report through Lewis Ed- 
win Ryan, Washington agency. 


Admen Told They 
Must Be Business 
Men to Keep Jobs 


Cuicaco, March 10—Can an ad- 
vertising manager hold his job? 

R. P. Wagner, industrial adver- 
tising manager for Westinghouse 
Electric Corp., set members of the 
Chicago Industrial Advertisers 
Assn. at ease last night by assur- 
ing them that it is possible. 

But in order to do it, he said, it 
is necessary to rid oneself of the 
fallacy that an advertising man’s 
primary vocation is to use words. 
This fallacy grew out of the fact 
that such advertising greats as 
Bruce Barton and Fairfax Cone are 
terrific creative people, he as- 
serted. But we have ignored the 
fact that they also possessed other 
qualities to become successful ad- 
vertising men. 


# One of the most important of 
these qualities, he continued, is to 
be a business man. And the adver- 
tising manager who wants to hold 
on to his job—not only in the sense 
of keeping an active advertising 
department in his company—must 
be a very good business man. 

The point at which the advertis- 
ing manager has to use his business 
sense, Mr. Wagner said, is when 
management is making demands 
that costs be cut. Management offi- 
cials turn first to the advertising 
department, he said, since they 
are often convinced that a good 
deal of advertising expense can 
be cut. 

The advertising manager can op- 
pose such moves by showing that 
sales volume is related to the size 
of the advertising expenditure, he 
said. 


s The other way in which the 
company advertising man can use 
his business ability, Mr. Wagner 
declared, is by actually helping to 
cut costs. 

The speaker cited a case from 
his own company. A survey by the 
advertising department showed 
that many cases where color was 
being used it could be cut out be- 
cause it not only did not add to the 
advertisement’s effectiveness but 
actually detracted from it. About 
$100,000 was saved on the budget 


by this means last year, Mr. Wag- | 


ner said. 

Mr. Wagner went on to list some 
other measures his department 
takes to help cut costs. One of these 
is to reduce author’s corrections, 
which often run up excessive ex- 
tra costs. This is done by applying 
stickers to the work in progress, 
starting with the first draft on 
which none of the allotted produc- 
tion costs has been used and on 
through successive stages, showing 
where 30% and 50% and 78% of 


‘In this way, sales managers and 


/ other executives are able to see the 


the production cost has been used. 


importance of making their cor- 


rections early in order to avoid) 


extra costs. 


s A third way is to control pro- 
duction standards, and another is 
to ask the sales manager to check 
on whether costs in his department 
can be lowered. He can be asked 
to see whether his salesmen aren’t 
making too many calls on one per- 
son, for example. 


Mr. Wagner also suggested that 
advertising should be planned in 
terms of the future, with long- 
range objectives at least sketched 


out for five years in 
Then, the Westing 
ager counseled, it m 
idea to get to know 
better, since they ar: 
use what the adve: 
ment produces in th 
motional materials. 
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Advertising Age, March 16, 1953 


Long and Filtered Cigarets Continue 
Sales Gains; Sponsor Also ‘Loves Lucy’ 


PHILADELPHIA, March 12—That|show than watched all the major 
old joke about a king-size cork and league baseball games last year. 
filter-tip cigaret witha chlorophyll | Dollarwise, 
base doesn’t sound so “fantastic” sum sounds huge, it is probably one 


any more in the light of the major 


changes taking place in the to- 


bacco industry, according to O.'try. In addition, we derive many 


Parker McComas, 
Philip Morris & Co. 


president of 


In an address before the Finan- 


Grant Advertising Names 3 ey Promote Dinnerware cane Jenpeine a Amertoae oe Na 
r isi icago, has _ The United States Potters Assn., | agazine, 
made three crtising, Chicago. nis |East Liverpool, O., has launched 4|Dougherty, formerly with ae pol 
Bill Brownell, formerly copy chief | Continuing public relations and |Cann-Erickson, Chicago, produc- go, 
with Campbell-Ewald Co., New sales program designed to increase tion manager. Ed Wilan iM = adi 
York, has been named head of the| the sale of American dinnerware | merly with Mechanical — a. por 
although the entire |Chicago copy department. Vernon | nd to acquaint the public with de- | & Dresko page “ee a a vio 
B. Bowen, previously with the Chi- le ra ans pore gered Sot the Chicago sales staff. be 
ae ; ; ub- . S. manufac- P 
oe Swat Se meet, eee ae lieity pine Maney oy hoe gi turers. Ketchum, MacLeod &/|‘U.S. News’ Adds Sales Office cia 
vertising buys in the entire coun-| Kointed to the public relations | Grove, Pittsburgh, is the agency. U. S. News & World Report has 
isi |staff. Lon C. Hill III, formerly | opened a new sales office at 915 Mc 
supplementary merchandising and with J. Walter Thompson Co., Chi- 2 Join Patterson Publishing Olive St., St. Louis. Noel E. Brad- ¢ 
publicity benefits from the show. cago, has been named copywriter, Patterson Publishing Co., Chica-|ley, who was with the Chicago apy 
As you can see, ‘We Love Lucy.’” in the Chicago office. ‘go publisher of American Restau-' staff, is manager. adi 


cial Analysts of Philadelphia re- 
cently, Mr. McComas said king- 
size brands gqt 18% of the total 
market last year, should reach 
25% this year and may equal the 
volume of standard-size cigarets 
by 1958. 

Filter-tip cigarets, meanwhile, 
nearly doubled in one year from 
an insignificant share to -about 
142% ot the market, he added. The 
Philip Morris executive thinks the 
swing to filter brands may out- 
distance the king-size trend. 


s Philip Morris’ unit volume for 
the fiscal year ending March 31 
will be about equal that of the 
previous year—give or take 1%. 
The increase in Dunhill and king- 
size Philip Morris will make up 
for the decline in Philip Morris 
regulars, Mr. McComas indicated. 

However, earnings for the year 
will be down to $4 a common 
share, against $4.65 for the pre- 
vious year. 

The cigaret manufacturer said 
the . lifting of government price 
controls “will go far towards put- 
ting the tobacco companies on a 
more equitable basis with other 
consumer industries,’ with result- 
ant price increases yielding at 
least $150,000,000 more sales dol- 
lars to the industry. 


@ The only advertising reference 
in the speech was a rave endorse- 
ment for “I Love Lucy,” which 
PM just renewed on CBS-TV in a 
widely-publicized $8,000,000 deal. 
Said Mr. McComas: 

“This show is the alltime phe- 
nomenon of the entertainment busi- 
ness. On a strictly dollars-and- 
cents basis, it is twice as efficient 
as the average nighttime television 
show in conveying our advertising 
message to the public. It is nearly 
three times more efficient dollar- 
wise in reaching adults than Life 
or your own Philadelphia news- 
papers. 

“Three times more people see 
every Monday night’s ‘I Love Lucy’ 
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it takes for SIXTY MILLION 
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GOLFing 


NATIONAL GOLFER'S MAGAZINE 
Oldest and most widely read 


To sell those who spend millions 
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house supplies and equipment... 


GOLFDOM 


BUSINESS JOURNAL OF GOLF 


Tops with operators—their only 
exclusively business magazine 
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Names Advertising Corp. 


Mall Tool Co., Chicago, has ap- | @dvertising and sales promotion 


pointed Advertising Corp., Chica- 


go, to handle trade and consumer Atlanta. 


advertising for its chain saw and 


portable power tool lines. Pre-| Guam Radio Station Planned 


viously, the account was divided 
between Biddle Co., Bloomington, 
Ill., and Paulson-Gerlach & Asso- 


ciates, Milwaukee. 


Malone Joins Stein Printing 


Harry M. Engel, owner-mana- 
ger of KVEN, Ventura, Cal., has 
_ filed for a grant to operate the first 
/commercial broadcasting station on 
|Guam Island. Phil Berg, motion 


‘picture executive, is associated | 
Stein Printing Co., Atlanta, has with him. The application specifies: 


manager. Mr. Malone formerly was |‘Chronicle’ Appoin 


David C. O’Keefe 


manager for Filler Products Inc.,| pointed advertising r 


Chronicle, Camden, : 
merly was advertis 
for the News, Lancas 
Reporter, Chester, S. 


Gelula Gets Dryer 
Dryer Co. of An 
delphia, has appoin 


to handle advertisin; 


appointed Christopher V. Malone a 1,000-watt transmitter on 610 | tric hand and fac 
advertising and sales promotion | kilocycles. 


| washrooms. 


Gelula & Associates, . 


41 
O'Keefe | s Speaking to the Chicago Busi- 
> been ap- Standard Oil Exec bles Publications Assn, here yes- 


ig | “ 
mg hy Shows Salesmen Are | Vine on “How Much Can He 


(the salesman) Do,” Mr. Miners 
manager listed some 23 functions of direct 
S.C, and Jacks-of-All-Trades ‘selling in his organization. They 
| Cuicaco, March 10—The sales- | included such diverse activities as 

. ‘man as jack-of-all-trades is stil]| conducting market tests and sur- 


<a Phila. * live tradition in spite of the | veys, supervising product quality, 


| Abner J ‘march of specialization, to judge servicing his (the salesman’s) car, 
niladelphia, from remarks of Verne Miners, in- | keeping the advertising depart- 
or its elec. dustrial lubricants sales manager|ment supplied with materials 
dryers for for Standard Oil Co. of Indiana, needed for future ads, and “sell- 

: Chicago. ‘ing the petroleum industry and 


“Los Angeles FIRST Metropolitan lewspaper’ fi . | Theie's eaten | 


IF yo 


Sales 
them f 


i 
Ou 


Y 


u want 
ll GET 


vom the aa 


The Los Angeles Evening 


we 6 8 aP 


Represented Nationally by 


Moloney, Regan & Schmitt, Inc. 


i American way of life.” 

_™ These and the other functions 
were all to be carried out on a 
/presumed 40 hours per week, Mr. 
|Miners pointed out. As a result, 
/he expressed doubt that the aver- 
‘age salesman spends more than 
'two hours per day “in front of the 
customers.” This argues a need for 
|more effective customer calls, less 
|“lost motion,” and above all care- 
ful planning on the part of the 
salesman, he said. 

In support of this Mr. Miners es- 
| timated that each operating sales- 
man in his division costs Standard 
about $3.70 per hour, based on a 
|173-hour month. This means about 
$15 per hour spent in front of the 
customer, he reported. He also re- 
vealed that Standard’s tctal sales 
expenses amount to about 10% of 
annual sales ($1,617,000,000 in 
1952). Industrial sales are about 
$100,000,000 a year. 


= Mr. Miners also commented to 
| the trade publishers on the success 
b Standard’s current “John Doe, 
‘Standard salesman, did such and 
/such” trade paper ad series. 

| Standard’s salesmen are typical, 
|he said, in that they consider 
‘trade paper advertising to be 
\largely money wasted—money 
which could better be used for 
—- salaries. But field com- 
/ments on the current ad series 
have shown the salesmen that more 
_people read the trade publications 
\than they nad thought, he re- 
ported. 


Issues ‘Bike Fun’ Booklet 


The Bicycle Institute of America, 
New: York, has published a 64- 
‘ page booklet called “Bike Fun” to 
help push bicycle sales this year. 
It is being distributed to schools, 
libraries and camp and recreation 
directors throughout the U.S. Both 
the Institute and the Campbell- 
Ewald Co. public relations staff 
will promote the booklet via press, 
radio and TV. 
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Post Office Makes Slow Headway on 
Using Machines to Move Parcel Post 


(Continued from Page 3) 
manufacturers of materials han- 
dling equipment, who felt that par- 


cels would move more efficiently 


if the department used palletizing 
equipment which has become 
standard practice in other indus- 
tries with complex materials han- 
dling problems, 

Originally, the department tried 
to stack the traditional sacks of 


DERUS ASSOCIATES 
A new booklet on Publicity 
Mat Releases .. . Why and 
How ... has been prepared 
by Bill and Lloyd and is being 
distributed free of charge. 

420 N. MICHIGAN 
Phone SUperior 7-4360 


a Car. 


. All this was confirmed this week 
'in a letter which ADVERTISING AGE 


|parcel post on wooden platforms, 
_which were lifted into the railroad 
cars by fork lifts. 

| Since the sacks had a tendency 
to roll off the platforms, industry 
|people eventually suggested that 
|the department break away from 
tradition and try shipping the par- 
cels without using the sacks. 

As a result, parcels have been 
/moving between New York and 
_Chicago and as far west as Seattle 
‘in wire baskets 48x40x41”. 

Where postal people formerly 
lugged as many as 800 pouches into 
a rail car, these baskets, stacked on 
pallets for fast handling, are being 
wheeled into the cars on the fork 
lifts, with 56 to 62 baskets filling 


received from M. S. Stevenson, 


Pegged Pc ae 


manager of transportation sales for 
Baker-Raulang Co., Cleveland. 

Conceding that his firm is very 
much interested in mechanizing 
parcel post, Mr. Stevenson pointed 
out his organization has devoted 
four years to the development of 
the palletizing system in cooper- 
ation with the Post Office and the 
railroads. 

“From all information that both 
the railroads and the Post Office | 
Department can gather on this, | 
there has been definitely a saving | 
in three methods—labor, time and | 
claims. 

“The railroads have found that in 
the usual manner of handling both | 
outside and sacked mail it takes| 
from 8 to 12 man hours to load or 
unload a baggage car of mail. 


a “With the container method it 


has been found that a maximum of | 


four man hours is necessary for) 
the loading or unioading of a car 
of containerized mail. 

“Because containers are used it 
is found that there is less handling 
of the parcels themselves and as a) 


y ieee 
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HOW TO SAVE—Fork lift in this picture is hoisting a container of parcel post onto 
a train of the Great Northern Railroad. After it is emptied, the container collapses for 
easy handling on the return trip. Modern Railroads magazine, which provided this 
picture, says in its March issue that approximately 70 minutes were saved during a 
test of loading and unloading at eight stations between Minneapolis and Rugby, N. D. 
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MICHIGAN. ..always good...is twice as good in the summer 
because Michigan is the Midwest's Number 1 Vacationland! 


WJR’s powerful, influential voice thoroughly covers 


one of the richest summertime markets in the nation — 


an area that normally accounts for almost 10% of the 


nation’s sales. Give 


your product a real boost in sales 


this summer. Use the one single sales voice that covers 
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Great Voice of the 


y° Awe meme ee OH Mat mebeNROT 
: NUMBER ONE 
VACATIONLAND! 
WIR 


AS 
“ = 


Great Lakes! 
For more detailed information on 
this rich summertime market, 
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representative today. Or... 
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result claims for damage have been 

cut to practically nil. It is also 
‘possible to release equipment 
sooner under this method. 

“In spite of these good figures 
|interest has lagged in this and now 
‘is practically at a standstill. For 
| better than three years E. L. Rose, 
‘then assistant superintendent at 
large in the postal transportation 

service, was in charge of these ex- 

/periments, but in August of last 
‘year he was appointed assistant 
general superintendent of the New 
York division and no one has taken 
his place on these container opera- 
' tions. 


'a “Further experimentation un- 
_doubtedly is necessary before this 
|can be established as a permanent 
part of the Post Office operation; 
nevertheless the figures that have 
shown up thus far have proven 
‘quite conclusively that it is an 
economical method of handling 
mail and should be furthered both 
by the Post Office Department and 
the railroads.” 

Some railroads are continuing 
the container experiments’ by 
themselves. Reports in Modern 
Railroads in March told of the test 
which the Great Northern has been 
running on some of its trains. 

But the tests are admittedly on 
/a small scale. 


= Postal people feel their depart- 
ment cannot push ahead with the 
| program until the railroads demon- 
strate more interest. At present, 
however, there is no indication 
that the department intends to 
exert pressure on the railroads 
through negotiations, or through 
an application to the Interstate 
Commerce Commission for a hear- 
ing on the rates that are paid for 
‘handling parcels. 

Postal people say a changeover 
to the container system would re- 
quire special installations in post 
offices that are currently equipped 
with conveyor systems for han- 
dling mail sacks. A changeover 
appears justified on the basis of 
present tests, but would be a 
gradual process and would be co- 
ordinated with the adoption of new 
procedures by the railroads. 


Boosts Hosiery in Canada 


Forest City Knitting Co., Lon- 
‘don, Ont., will use magazines, 
| trade publications and some dailies 
to promote men’s hosiery, includ- 
ing a new line to be introduced 
/shortly. Thornton Purkis Ltd., 
'Toronto, has been appointed to 
handle the campaign. 


‘Padco Gets Account 


| National Rejectors Inc., _ St. 
Louis manufacturer of slug rejec- 
/tors and coin handling equipment 
for vending machines, has ap- 
/pointed Padco Advertising Co., St. 
Louis, to handle its advertising. 
|Trade and business publications 
‘and direct mail will be used. 
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When a foreign correspondent writes an adven- 
ture novel, you can expect a really topflight story. 
One like Island Pursuit by William L. Worden, 
who covered the Korean War for the Post. You’ll 
find it in America’s showplace for fine writing, 
The Saturday Evening Post. 


rs’ showcase 


What do people look for in a magazine? Every 
week the Post carries incisive articles, first-rate 
stories, top cartoons. It’s also the showcase for 
America’s finest products. It carries more adver- 
tising than any other magazine. It’s first stop on 
America’s shopping list. 


When an ambassador’s wife describes the dan- 
gers of diplomatic life (a man can get an eye poked 
out kissing a lady’s hand), where does America 
read it? In the Post, of course. It’s in this week’s 
issue along with Harold H. Martin’s account of 
how Ike may solve the Army-Navy-Air Force feud. 


What do people look for » 4 
product? In food stores— ind 
in every other kind of store— 
retailers have found Post-advertised products the 
easiest to sell. They are the ones that people know 
best—ones that are Post Recognized Values. 


When a great sports writer tells the story of a 
boxer, he covers the man, what he’s like, how he 
became that way, as well as his fight record. It’s 
the kind of reading everyone goes for — sports fan or 
not. Don’t miss Al Hirshberg’s close-up of Tommy 
Collins, who may well be the next two-title champ. 


ORs: VALS hehe % on T. 
f ‘pe : Re 4: ! a? Com 
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pi Saturday Evening 


POS -gets to 


the heart of America 


Surveys among readers of leading weekly mag- 
azines show that: Readers spend more time with 
the Post—and return to it more often. Readers 
believe that the Post is more reliable. Readers 
pay more attention to advertising in the Post and 
have more confidence in Post-advertised products, 
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Hamay Joins O. L. Taylor | Tayter. Co., Chicago pedio-T'V rep- | Beer Shots Not Necessary 
rank R. Hussey, formerly with resentative, as an account execu- , 
the advertising department of the tive. He succeeds George Weiss, in Brewers’ Photo Contest 


Chicago Tribune, has joined O. L. | who has resigned. bias SU totes Petty | 
, | 


Life photo contest for press pho-| 
tographers last year, has an-| 
nounced a similar one for 1953. A. 
top prize of $500, and nine others, 
will be awarded for the best pho- | 
tographs, published or unpub-— 
lished, showing members of an. 
American family engaged in “some | 
activity expressive of family life.” 
The rules state that beer need not 
necessarily be shown in the photo- 
graphs. 

Shots taken between Dec. 1, 
1952, and Dec. 1, 1953, will be eli- 
gible, and any professional news- 
paper or magazine photographer, 
including free lancers, may enter. | 
The foundation is located at 535. 
Fifth Ave., New York. 


Blue Star Foods Names Rudy 


Blue Star Foods Inc., Council 
Bluffs, Ia., egg and butter proces- 
‘sor, has appointed Charles M. 
| Rudy sales manager for its canned 
‘and frozen chicken divisions. He 
‘formerly was divisional manager 
\for Wilson & Co., Chicago, and 
|president of Food Basket Corp., 
which he founded. 


> | 
STAMATY 


Incomplete... like a 
media schedule without The Elks The dollar volume of direct mail | 


* a mass market of over a million family men advertising for January, 1953 to-| 
* aclass market with incomes double the national median | taled $101.827,775, according to the’ 
+ a loyal market of readers who believe in the magazine | Yor’ "This tepreconte a gain of | 
they own... The Elks Magazine, only $2.14 per page 2.2% over the $99,516,152 volume. 
per thousand. for January, 1952. 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


January Direct Mail Gains 


Joins ‘Honolulu Advertiser’ | 


Frank Addleman, formerly ad- | 
vertising manager of the Press- | 
Telegram, Long Beach, Cal., has | 
been appointed advertising and_/| 
/promotion dire*.or for the Hono- 


lulu Advertiser, Hawaii dailv. 


Birdsey to Tucker Wayne 
| Birdsey Co., Macon, Ga., man- 
‘ufacturer of flour, meal, coffee 
and poultry feed, has appointed 
Tucker Wayne & Co., Atlanta agen- 
‘ey, to direct its advertising. 


Radio's 


cROWING 


There are 105,300,000 radios in the United States. 


Virtually every home is a radio home—and more 


than half of them have two or more sefs. 


AND — WGN reaches more homes per week than 
any other Chicago station* — in the second largest 


market in the nation. 


*BMB Study No. 2 


A Clear Channel Station... = nag 
nois 
Serving the Middle West a Warts 
0 
wee On Your Dial 


Chicago office for Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
Geo. P. Hollingbery Co. 
Advertising Solicitors for All Other Cities 
Les Angeles—-411 W. 5th Street © New York—500 Sth Avenue ¢ 
Chicago—307 N. Michigan Avenue ¢ 


Atlanta—223 Peachtree Street 
San Francisco—625 Market Street 
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Advertising Age, March 16, 1953 


Getting Personal 


Ed Petry, head of Edward Petry & Co., is recuperating nicely fol- 
lowing an operation...Frank Leonard, p.r. director of D’Arcy Ad- 
vertising, has a second daughter, Ada Thom—his sixth child... 

While lunching with Jack Gafford and Hal Darrow of Advertis- 
ing Publications, Julian Boone, promotion manager of Power, re-— 
ceived an emergency call to rush his wife to the hospital. Result: 
Their third daughter, Laurie Elizabeth... 

Kiwanis International has named Don Stedfield, general sales 
manager of Joseph Hensler Brewing Co., as District No. 6 public re- 
lations chairman...J. Walter Thompson Co. v.p. John H. Hosch Jr. 
is chairman of the ad division for the Legal Aid Society’s annual 
fund drive...Oklahoma City adman Lowe Runkle won the 1952 
Distinguished Service Award from that city’s adclub for his work 
with the United Fund drive. He was chairman of the advertising and 
publicity committee. . 

One of the two horses owned by Cowles Magazines’ editorial di- 
rector Dana Tasker came in at Santa Anita recently, paying $19.10... 
Allison R. Leininger, executive v.p. of Parents’ Institute, has been 
appointed chairman of the magazine division for the April Cancer 
Crusade... 

Fred Pabst Sr., chairman of Pabst Brewing Co., has been awarded 
the Milwaukee Cosmopolitan Club’s distinguished service award for 
1952. The club cited the 83-year-old industrialist’s contributions to 
industry and agriculture and his support of civic and charitable 
projects. .. 


BARRETT GETS LIFE—At its annual Hucksters Ball, the Scranton Advertising and 

Sales Club presented a life membership to Paul V. Barrett (right), founder of the 

present edition of the group and until his recent retirement for 29 years ad director 

of International Correspondence Schools. Presenting the life membership is Sam M. 
Feigenbaum, president of the club. 


William Raidt, General Tire & Rubber account exec at D’Arcy 
Advertising, Cleveland, has sent the following letter to his friends: 
“Due to the high cost of production we are announcing a Raidt in- 
crease which went into effect Feb. 5. Aside from mounting costs, we 
feel justified in making this announcement as our circulation has in- 
creased 25% in the last nine months. Attached find our new rate 
card.”’ Her name is Ellen Marie. .. 

It’s a sixth daughter, Colleen, born Feb. 14 to Mr. and Mrs. Jean 
Callahan. Mr. Callahan is retail advertising manager of the Portland 
Oregonian...John North, account executive for WOR-TV and 
KHJ-TV Chicago offices, and his wife Shirley, became the parents 
of 7 lb. 6 oz. Victoria Shirley on Feb. 26. Victoria Shirley was born 
at St. Francis Hospital, Evanston, Ill... 

Charles Oaks, president of the Pennsylvania Power & Light Co., 
Alientown, has been selected as recipient of the Ford Award of the 
Philadelphia Sales Managers’ Assn. The award will be given at the 
group’s annual banquet on April 23 at the Bellevue Stratford 
Hoiel... 

Ray Vir Den, ex-Lennen & Mitchell president and now an adver- 
tising consultant, married Countess Mara, the New York tie designer, 
on March 2 in Stamford, Conn.... 

The auditorium of Foote, Cone & Belding’s building will be the 
scene of the second annual style show staged by the Junior Women’s 
Advertising Club of Chicago on April 1. Proceeds of the event go to 
the club’s scholarship fund, which helps young women interested in 
advertising jobs to further their education along this line when 
they’ve finished school. Ticket sale is being handled by Beverley 
Smith of Leo Burnett Co... 

Leigh Danenberg, editor and publisher of the Herald, Bridgeport, 
Conn., has returned from a trip to India 

James H. Shoemaker, part owner and manager of Station WWCC, 
Waterbury, Conn., was married recently to Mrs. Mary MacPherson 
Crane... 

On his way to the Waldorf, where he was to be honored as re- 
tiring executive director of the Direct Mail Advertising Assn., 
Frank Frazier dropped his watch, smashing it beyond repair. One 
of the gifts he received at the meeting was—a watch... 

Roy Pollock, media director for Sterling Advertising, New York, 
is back on the job after a bout with pneumonia. ..Mae Helen Lacey, 
assistant research director in Abbott Kimball’s New York office, 
recently bought herself a muskrat coat. So what happened? She 
just won a $4,000 mink coat—first prize in the Lux contest... 

Some of the gals who run the fashion magazines have been on the 
go lately. Alice Thompson, publisher of Seventeen, recently made 
a month’s cross-country tour, talking to and feeling out high school 
kids. ..And Charm ’s editor, Helen Valentine, has been holding con- 
ferences with those who ought to know, telling them of the financial 
importance of the U.S.’s 19,000,000 working women. Helene Wilke, 
the magazine’s retail coordinator, journeyed to Minneapolis to speak 
to the adclub there on “Women who Work...” 
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America’s Leading Newspape! 
in Total Advertising and in 


National Grocery Advertising 


National grocery advertisers again picked 
The Milwaukee Journal as the top newspaper 
buy in the nation in 1952-——because it offers an 
ideal combination of values for food adver- 


20200mm >~-OMmEz 


~~ 
“ 


tisers. 


MEDIA RECORDS 


LEADERS IN ADVERTISING IN 
THE U. S.—YEAR, 1952 


TOTAL ADVERTISING LINAGE 
1, Milwaukee Journal.......... 49,457,702 
2.Chicago Tribune ...,....... 47,632,116 
3. Los Angeles Times.......... 45,849,407 z 
4. Washington Star............ 42,494,020 i 
5. New York Times............ 41,721,343 E 
6, BRE Sees yoke ekcakes 39,371,257 é 
7. Cleveland Plain Dealer...... 38,687,083 : 
8. Baltimore Sun.............. 38,154,798 
9. Philadelphia Inquirer........ 38,133,092 

2G, TREE TOON ais 5 saa Kc vs 37,242,380 


* The Milwaukee Journal also published the 
largest volume of National Grocery Ad- 
vertising of any newspaper in the nation— 
1,719,816 lines. 


cease By PES ae 


Food news is big news in The Milwaukee Journal 
every day—and it is served in a setting of appetite- 
appealing, natural color food illustrations unmatched. 
in any other newspaper in the land. The separate 
section of 16 to 20 pages on Thursdays is a “who’s 
who” of national grocery advertisers. And the fresh, 
timely food news and features have won both the 
industry’s “Vesta Award” and “Distinguished Serv- 
ice Award” for the best food pages in the nation, and 
“for outstanding and colorful presentation of food 
news.” 


Oe 


Color Adds Selling Punch 
at Low Cost in The Journal 


The Milwaukee Journal has always published far more news- 
print color advertising than any other newspaper in the 
nation, We can adapt your 4-color magazine plates to news- 
paper use with dramatic effect —at a frestion of original 
plate costs. Through this and other unique color production 
methods pioneered by The Journal, you can give your adver- 
tising the extra impact of color, plus package identification 
and greater appetite-appeal at low cost. 


ae Mie bs 


Powertul Selling cid from 
Active Retail Food Advertisers 


National grocery advertisers in The Milwaukee Journal are 
supported by advertisements of 26 aggressive retail food 
organizations who dominate the business in the Milwaukee 
metropolitan area. These retail food advertisers used 
1,502,758 lines in The Milwaukee Journal in 1952. 


ee ee ee ee 


Extra Help to Build Food Advertising Results 


The Milwaukee Journal Consumer Analysis, 
America’s original consumer survey, gives you an 
up-to-date picture of grocery buying habits, brand 
preference, product usage, store preference and 
dealer distribution in this top-ranking fo »d market. 
The 1953 edition is now being compile | and will 
be available about April 1. 


a ee ee i ili 


Sound merchandising services are also provided 
to keep grocery retailers and wholesalers in the 
area completely informed about advertising sched- 
ules in The Milwaukee Journal. These services 
include personal contacts with the trade, campaign 
announcements, the “Retail Journal” going to 
6,500 dealers, weekly tie-in bulletins to 100 key 
buyers, and advertising portfolios for salesmen. 
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Journal Reaches 92% - All 1 ae + thes 


In this top-ranking food market you can do a thorough selling jo) 
covering 92% of all homes in the metropolitan area with The Mil- 
waukee Journal alone. The low single cost and complete coverage 
makes Milwaukee a favorite test market. 


THE MILWAUKEE JOURNAL 


REPRESENTED BY O’MARA & ORMSBEE, INC. 
NEW YORK CHICAGO DETROIT SAN FRANCISCO 
LOS ANGELES 
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Clark to Walsh Advertising jin four major cities. Radio cover- 
W. Clark Ltd., Montreal, has 28¢ will include live flashes and 


appointed Walsh Advertising Co.,| 5Pot announcements. 
Montreal, to direct advertising for | 


its food products. Promotion for Nardin, Stern Bows in Miami 
: Nardin, Stern & Associates, pub- 
tario, Quebec and Maritime mar- lic relations consultant, has opened 
kets, will utilize outdoor posters in the Congress Bldg., Miami. 


Clark’s tomato juice, in the On-| 


ome fe a 


The QUAD-CITIES 
lead all 
IOWA-ILLINOIS* 
metropolitan areas 

in Effective Buying 
income per Capita.t 

* outside Chicago * + 11th Nationally 


Sportswear Maker Promotes Slack Sales 


by Mailing Peaches and Bells to Dealers 


New York, March 10—When)| 
| which Esquire is merchandising 


chandises a national magazine ad, the ads, 


the Esquire Sportswear Co. mer- 


it tries not to miss a trick. 
In an industry with wholesale | 


/round figures, 
'pairs of slacks are manufactured | 
|annually. Esquire’s share is less 
|than 14%% or approximately 700,- 
| 000 pairs of slacks last year. 


The MOLINE Driseated 
Zee ROCK ISLAND: *¥igus 


sales of $600,000,000, Esquire is far | 


about 50,000,000 | 


But what it lacks in volume Es- 
quire more than makes up for in 


drive. In two months, for example, 


Esquire will run a four-color half-| 
page in Look and a b&w half-page 
in Ladies’ Home Journal. 


# The promotion will plug a new 


| pair of $10 slacks, under the Chico. 


brand name, made from Celanese | 
Prospector fabric. This marks the’ 
debut of Celanese in the mass. 
men’s wear field, says Esquire. 


Here are some of the ways in 


according to Edward 


| Meyers, director of advertising and 
| buying Prospector slacks but that 


sales promotion: 


Last October, Esquire sent out | 
\from being a volume leader. In| broadsides to an extensive mailing 
list, telling of the new fabric 


which is available in 32 shades 
and three weaves. A second letter 


went out shortly after to retailers | 


who hadn’t yet nibbled. And about 
this time, company 
started making the rounds. 


a All told, this netted between 
500 and 600 new accounts, Mr. 
Meyers said. 

The second week in February, a 
letter went out on Look stationery 
to 1,000 prospects, announcing the 
date of the Look ad. Next came 
two letters from the Ladies’ Home 
Journal, telling of its ad. 

On Feb. 16, another letter went 


Stake out your share of the fast growing bar-restau- 
rant market. The U.S. public spends almost $4 billion 
a year in the 40,000 leading bar-restaurants whose 
owners read Bar & Foop magazine. These top 
eat-drink spots are a first-class market for anything 
connected with food, beverages, service or comfort. 


»..-here’s your way to this bonanza 


To pick ap au of the gold around these parts, tell 
these 40, bar-restaurants what you're selling in 
the ONE magazine they read ... Bar & Foon. It’s 
written specifically for them, in the language they 
talk. It’s full of show-how ideas that make money for 
others... and it’s king-size in order to fully illustrate 
this show-how material. It’s the ONLY restaurant 
magazine most bar-restaurant owners receive. (85% 
of our readers never read any restaurant trade pub- 
lication at all until Bar & Foop reached them.) 


s+ here’s extra pay-dirt free 


Bar & Foop keeps you up-to-date in this fast grow- 
ing business even between issues. The Food and 
Beverage newsletter is sent out regularly to manu- 
facturers, suppliers and distributors. Every letter has 
several pages listing bar-restaurants that are expand- 
ing, re-modeling, re-furnishing or just being planned. 
Name, address and who to see are included. This 
means new leads, new business for your salesmen. 
If you want to receive the newsletter, just write and 


ask. No charge. 


eg 
; 


-«. stake your claim now 


Bonanza of'a market! 


salesmen | 


U. S. Census of Business figures show that the eat- 
out-drink-out trend is rising. Make this market a 
permanent source of profit by using Bar & Foon. 
The carefully controlled circulation of Bar & Foop 
selects only your best prospects. It’s built at the local 
level by food and beverage distributors’ salesmen. 
All copies reach the kind of place and people you want 
to reach. Each issue produces more than 3000 

roduct-inquiries... hundreds of which result in sales. 
f you need more details, just ask for them. 


Bars Food 
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Advertising Age, March 16, 1953 


|out, this one from Mr. Meyers to 


retailers who had decided to tie in 
with the new fabric. Mr. Meyers 
enclosed a sample of a direct mail 
postcard which stores could obtain, 
with their imprint on it, at $13.50 
per thousand cards. 

By now Esquire knew who was 


was no reason to forget about the 
retailer—or have him forget about 
Prospector. 


® To those who had placed orders, 
the first of five box mailings went 
out March 1. “It’s a peach of a 
promotion” was the theme, and a 
peach was enclosed. This week, 
March 15 to be exact, the second 
box goes out. A space cadet is en- 
closed, to help point out that “It’s 
an out-of-this-world promotion.” 

One month to the day from the 
time he receives the space cadet, 
the post office willing, the retailer 
will receive a bell in a_ box. 
Theme: “It’s a bell-ringer.” 

And on May 1 a big package of 
dealer aids goes out including pre- 
prints, newspaper mats, counter 
cards, Look and LHJ logos, etc. 


= if he reads his mail, the retailer 
at this point must be dreaming 
about Chico Prospector slacks. But 
he’s not through yet. On May 8, 
11 days before the Look ad hits 
the stands, the fifth and final box 
arrives containing a top and a 
reminder that Prospector is “The 
top promotion of the season.” 

By methods such as these, Es- 
quire Sportswear aims to keep its 
brand names—Chico, Sleex, Tus- 
can and Candor to mention a few 
—in the minds of the retailers. 
They respond to the tune of about 
25,000-lines of newspaper advertis- 
ing monthly, Mr. Meyers reports. 


= To the consumer, Esquire de- 
clares: “We just don’t sell two legs 
and a zipper.” Every pair of Es- 
quire slacks carries a hangtag, con- 
siderably more informative than 
the stock tags most manufacturers 
use. Esquire hangtags don’t sell 
Esquire, they sell the specific 
brand that the customer is buying. 

Every pair of Esquire slacks car- 
ries a “warranty of fashion and 
comfort.” The buyer can mail in a 
reply card attached to the war- 
ranty for a color-fabric guide. Es- 
quire then forwards the buyer’s 
name and address to a local outlet, 
for direct mail promotion purposes. 

For the Prospector promotion, 
Esquire is working closely with 
Celanese Corp. of America. El- 
lington & Co., the Celanese agency, 
is placing the magazine advertis- 
ing. 


Northern Electric Campaigns 


A one month promotion for 
Leonard refrigerators is being 
conducted in Canada by Northern 
Electric Co., Montreal. Canadian 
dailies will get 1,200-line inser- 
tions, coast to coast, and a page 
four-color ad will appear in a 
national magazine. Radio spots 
will be carried on all stations air- 
ing Northern Electric programs. 
Harry E. Foster Advertising Ltd., 
Montreal, is the agency. 


Minton Promoted to Ad Head 


Walter J. Minton, assistant sales 
manager for G. P. Putnam’s Sons, 
Coward-McCann Inc. and John 
Day Co., New York publishers, 
has been promoted to director of 
advertising, promotion and pub- 
licity for the three companies. Mr. 
Minton succeeds Clip Boutell, who 
has joined Denhard & Stewart, 
New York, which handles adver- 
tising for all three publishers. 


‘Rural New-Yorker’ Gains 


In the Feb. 23 issue of AA the 
January, 1952, advertising linage 
for Rural New-Yorker was incor- 
rectly reported as 36,348 lines, 
46.4 pages; it should have been 
27,225 lines, 34.7 pages. The error 
made it appear that the publica- 
tion had less advertising in Jan- 
uary, 1953, than in January last 
year, whereas the reverse was 
true. 
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Oblivious to all but the salesmen in print’, this person is 
observing intently the words and pictures the salesmen are 
presenting to him. He is forming opinions, making decisions 
on what he will buy. He is your market. 
No matter where he is you can reach him with “salesmen 


_ 


in print’ in national magazines. Last year national advertisers 


paid these ‘salesmen in print’ over a Half Billion Dollars to 
call on him— and it must have proven profitable for they are 


now investing more in magazines than ever before. Be sure 


TS 
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Picture ¥ your ‘salesmen in print’ are there too. 
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... popping your sales message up from the 
pages of national magazines and into the minds 
of your prospects. Color breathes life into your 

product illustrations, stamping a vivid impression 
upon the minds of your readers. Advertisers have 
doubled their use of color in national magazines 
in the past 10 years, in itself, evidence of the action 
that color brings. Color in national magazines 
makes your advertising jump...and your profits 
too—the results can be pleasantly surprising. 
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Every day from the presses of Fawcett- 

Dearing rolls a stack of magazines over 

9 times as high as the EMPIRE STATE 

‘ BUILDING -9 times 1472 feet—the height 
of the building from street level to the 
top of the tower. 


Reared on a firm foundation of uncompromising quality, 
national magazines produced by Fawcett-Dearing are 
enjoying higher levels of production than ever before. From 
receipt of manuscript and dummy to final delivery, the quality 


consciousness of every Fawcett-Dearing man and woman 


is proved A MILLION TIMES A DAY. 


Fawcett Dearing Printing Go 


BROADWAY AT ELEVENTH ST., LOUISVILLE, KY. 
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Few Believe Cigaret 
Ads, ‘Redbook’ Finds 


New York, March 11—Cigaret 


makers spent $3,927,765 on adver- 
tising in the New York market be- 
tween January and June last year, 
but the indications are that more 
than half of the people didn’t be- 
lieve any of the ads or weren’t 
sure about their truthfulness. 

The $3,927,765 figure is esti- 


mated by Redbook from published 


sources on newspaper, magazine, 
radio and TV expenditures. 

A pilot survey of 1,038 cigaret 
buyers at the point of purchase by 
Redbook also showed that Philip 
Morris, Lucky Strike and Camels, 
in that order, were the “most an- 


noying or irritating’ in their ad-|- 


vertising in magazines and news- 
papers, radio and TV. 

Health claims by the advertisers 
were found to be annoying—for 
example, Camel’s “doctor’s en- 
dorsement”; Lucky’s “tearing cig- 
aret” and Philip Morris’ “nose 
test.” 


= Redbook conclusions from a 
study of the survey led off with: 
“Apparently, at least among smok- 
ers in the metropolitan New York 
area, all current cigaret advertis- 
ing today seems to be equally ef- 
fective—or equally ineffective, de- 
pending on what you would con- 
sider a reasonable response to 
cigaret advertising.” 

The magazine also said: 

“If you are trying to sell king- 
size, women would seem to be your 
best prospects. ..The recent vogue 
of stressing ‘health’ copy appears 
to be most effective among the 
other smokers. ..younger smokers 
switch brands far more frequently 
...Brand selling is at the peak of 
its importance due to the tremen- 
dous increase in volume buying in 
supermarkets.” 

One aspect of the survey which 
Redbook was happy to point out 
was that “the majority agreed that 
radio and TV advertising is more 
annoying than magazine or news- 
paper advertising.” 


Levine Gets Handbag Account 


Ingber Inc., Philadelphia, ladies 
handbag manufacturer, has ap- 
pointed Mervin & Jesse Levine 
Inc., New York, to handle its ad- 
vertising. Ad plans, in addition to 
a spring promotion in Vogue, call 
for use of other fashion magazines 
and point of purchase material. 
Leonard F. Fellman & Associates, 
Philadelphia, formerly handled the 
account. 


Grennan Joins McCarthy 


Paul J. Grennan has joined Ray 
McCarthy Advertising Service, 
New York, as v.p. in charge of con- 
tact and client service. Mr. Gren- 
nan, who recently dissolved Mur- 
ray Advertising Service, has 
brought all the clients of the dis- 
solved agency to McCarthy. Mar- 
jorie H. Marran, formerly Murray 
art director, will head the Mc- 
Carthy art department. 


Nott Names Harvey B. Nelson 


Nott Mfg. Co., Mount Vernon, 
N. Y., maker and distributor of 
garden and household products, 
has appointed Harvey B. Nelson 
Advertising, West Caldwell, N. J., 
to handle advertising. The garden 
pages of newspapers as well as 
gardening publications are sched- 
uled. Previously, Dunay Co., New 
York, had the account. 


Hoiten to Agency Lithograph 

Blanche Hoiten, formerly of the 
production department of Joseph 
R. Gerber Co., Portland, Ore., 
agency, has joined the staff of 
Agency Lithograph Co., Portland, 
as production coordinator. 


Ohio Brass Promotes Ott 


Ohio Brass Co., Mansfield, O., 
has elected Louis J. Ott v.p. and 


general manager. Mr. Ott, who was | 


named general sales manager in 
1949, has been in charge of domes- 
tic and export sales. 


ee te or 


Demcded op Mewes Fosme Casey, teow st fe Reendneane om 
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FASHION PROOF—Yawman & Erbe Mfg. 
Co., Rochester, N. Y., is starting a cam- 
paign this spring emphasizing high fashion 
in office furniture and that Y&E styling 
will be “fashion proof’ for years to come. 
Charles L. Rumrill & Co. is the agency. 


= copy and contact. 


-|H. George Bloch Advertising, St. 
*|Louis, to handle advertising. 


Cyanamid Promotes Cyphers 


American Cyanemid Co., New| 


| Kirsch Joins WTVI, St. Louis 


Harold Kirsch, formerly presi-| Jackson E. Beighle, 
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| Sikorsky Promotes Beighle 
assistant 


York, has promote’ Harry W. Cy- dent of Harold Kirsch Co., St. | sales manager of the Sikorsky Air- 


|phers Jr. to the n. 
ager of the adver. 


' post of man- | Louis agency, has been appointed |craft division of United Aircraft 
ing and sales | jocal sales manager for WTVI, St.|Corp., East Hartford, Conn., has 


| promotion departr:<nt of its plas-| Louis, which is scheduled to start) been promoted to division sales 


itics and resins d- 
phers has been : 
manager of the 
ment. 


Hunt to Meldrur: & Fewsmith 

Sydney A. Hun‘, previously an 
account executive with Fuller & 
Smith & Ross, has joined Meldrum 
& Fewsmith, Cleve!and, to work on 


ies promotion | 
istics depart- 


Names Bloch Advertising 
James H. Smith & Sons, Grif- 

fith, Ind., manufaciurer of photo- 

graphic equipment, has appointed 


3 Join Inland Daily Press 


The Inland Daily Press Assn., 
Chicago, has elected to member- 
ship the Times-Gazette, Ashland, 


ision. Mr. Cy-/|telecasting in May. 


| manager. 


O.; Calumet, Chicago, and Com- 
mercial-Review, Portland, Ind. 


| rm hmmatrrnisasciy isis 


§ We are happy to supply data on 
our QUAD-CITY market as it applies 
to your product. Let us know your 
marketing problem in this area. We 
shall try to assist you. 


W HEF :: 
FM 

TV 

TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery Koodel, Inc. ae 
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@ Pictures like this, which Lester Leber in Tide called 
the “photo of the year,” help Liberty Mutual, BBDO Boston 
client, get top readership ratings. Said Leber: “By showing 
an artificial hand giving a home-made toy to an eager 
youngster, it does a perfect job of dramatizing the work of 
this insurance company’ 
picture was as good as 


© In the greatest advertising program 
Du Pont is taking 130 pages in consumer 
in trade magazines, to promote its Mode 
This double-spread fashion campaign, plus 
for “Orlon” acrylic fiber, “Dacron” poly 
nylon, shows how each fiber adds new pr: :tical values to 
fashions to meet the demands of this «hanging world. 


Photo of Year 
| Two for One 
Modern Living 
) Steel Hour 


Z “Ai 


s Rehabilitation Center. If ever a 
ten thousand words, this is it.” 


n its history, 
nagazines, 374 
n-Living fibers. 
dividual series 
ster fiber, and 
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These campaigns, appearing in the same list of mag- 
azines, are Schenley’s double effort in a highly competitive 
field. One uses color, colorful people and mouth-watering 
drinks to urge you to taste the product. The other tells with 
striking art and copy how quality control makes today’s 
Schenley “the best-tasting whiskey in ages.” Both cam- 
paigns feature the new Schenley hourglass selling symbol. 


4) Each broadcast of Theatre Guild on the Air, now in 
its eighth season of sponsorship by U.S. Steel, is a memo- 
rable one. Works by such great authors as Shakespeare, 
Shaw, Sinclair Lewis, Tennessee Williams and the like have 
been heard. Quality performances by stars like Joseph Cot- 
ten and Anne Baxter, have identified the U.S. Steel Hour 
(Sundays, NBC) as “Radio’s Greatest Draniatic Program.” 


NEW YORK * BOSTON + 
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Advertising 


MINNEAPOLIS + HOLLYWOOD * LOS ANGELES + DETROIT 
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Pearl Group to Rosenbloom 
Imperial Pearl Syndicate, Chi- 


has appointed Irving J. Rosen- 
bloom Advertising, 
handle its trade publication and 
promotional advertising. 


To Wilson, Haight & Welch 
Harry W. Weeks, formerly with 

Biow Co. and Lennen & Mitchell, 

has joined the copy department of 

ee gu Haight & Welch, New 
ork. 


Hillyard Boosts Schmaliz 
William A. Schmaltz, assistant 

sales manager of the eastern di- 

vision of Hillyard Chemical Co., 


Chicago, to 


Strict Limitations on Its Sponsors 


cago producer of cultured pearls, | 


Helps Chicago FM Station to Succeed 


By Albert Stephanides 

| Cnicaco, March 11—When Ber- 
-nard Jacobs launched WFMT here 
|on Dec. 13, 1951, professional radio 
‘men warned him that he would 
probably lose his shirt. 

Mr. Jacobs wanted to run a com- 
mercially successful FM station 
that played nothing but classical 
music, poetry readings and great 
drama. He thought there would be 


|true. The station has reached the 
| profit stage and Mr. Jacobs has had 
to sacrifice nene of his ideas. Now 
he is prepared to expand the sta- 
tion’s services. And WFMT has 
just quadrupled its power, going 
from 8,340 to 34,000 watts. 


® Mr. Jacobs’ method for handling 
advertising on his station is almost 
tyrannical. 


St. Joseph, Mo., has been promoted!a definite market for such prc- 
to national advertising manager. | gramming. He also had some defi- 
nite ideas about what kind of ad- 
IT’S IN THE BAG vertising would reach this market. 
But before he could get sponsors, 
pen me agg ities oes he needed money to keep the sta-| “I don’t believe that an an- 
mans. cod avwepesen send | tion going for a while. Enthusiastic nouncement has to come at a cer- 
top circulations because of | listeners contributed $11,000 with-| tain time or exactly on the hour or 
them. SINGLE FRINTS or in five hours after a plea for| half-hour,” Mr. Jacobs told Ap- 
y-soving sub. avail- | ; | 
able. Write for FREE Proof- money on the first day of opera- VERTISING AGE. “We may tell a 
eyEee ATCHERS, inc, | tions. sponsor that his announcement will 


207 E. 37th St., N. Y. City 16 His hopes seem to be coming’ appear some time during a certain 
© ie * * 
This Scawlle Appliance Distributor 


Sells This Suttee Market 


NOT JUST PART OF IT! 


i eenee 
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Pr. ae tere smn Pececears 
i wom e hme 


First, advertisers have no say 
either in what kind of programs 
they sponsor or on what portion of 
WFMT’s broadcasting day their 
commercials will appear. 
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moe 
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Key cities and 
and greater family 


coverage. 
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om outside the Seattle 


T 
63% of this distributor’s sales volume comes f 


A.B. C. City Zone. aut 
is the only Seattle Newspaper that provides 


parts of this distribution area. 


That is why leading Seattle Appliance 
hasize the importance 


The Post-Intelligencer 
quate coverage of all 


*% One out of every two families in 


Seattle's A. B. C. City Zone read the distributors emp up ae 
Daily Post-Intelligencer: of advertising in the at de alers and 
* 42% of all families in the Key Cities its influence among t 


ad 


of this entire area re 


and Towns 
the Daily Post-Intelligencer- 


customers. 


time period, either from 3 p.m. to 
7 p-m. or from 7 p.m. to 12 p.m., 
but that is all. We never interrupt 
a program for an announcement, 
either. Let’s say we want to play 
Handel’s ‘Messiah’ (which takes 
a little over 2% hours). We will 
not insert a commercial into the 
program.” 


s Further, Mr. Jacobs does not 
believe in repetitious commercials 
or gimmicks. In the first place, he 
doesn’t think his audience will 
stand for it. Nor does he think it 
necessary to get the advertising 
message across. 

If the advertiser writes his own 
copy, it must be approved by the 
station before it is broadcast, and 
it must conform with standards Mr. 
Jacobs believes will insure good 
taste. 

He puts a limit on the total num- 
ber of sponsors he will accept and 
on the number of advertisers of 
one product or service. At present, 
WFMT has 12 regular sponsors per 
week, but his ideal number is be- 
low that. 


@ WFMT’s advertisers are diver- 
sified. Trying to sell to its “spe- 
cialized” audience are such nation- 
al advertisers as Kraft Foods Co. 
for its salad oil and dressing; Dec- 
ca Records Inc.; Magnecord Inc. 
for its tape recorders; Radio 
Craftsman Inc., for its phono- 
graphs, FM tuners and other high- 
fidelity sound reproduction elec- 
tronic components, and The At- 
lantic. Local advertisers are book 
shops, record stores and furniture 
stores selling modern designs. 

There are several reasons for 
limiting the number of sponsors 
for competitive products, and they 
are interrelated. 

Bernard Jacobs doesn’t believe 
that an advertising message will be 
as effective in selling his audience 
if it has to compete with too many 
others. He considers it a service 
to his listeners to make sure they 
are not bombarded by too many 
commercials of the same kind. And 
of course he considers it a service 
to the sponsor. 


ws “What I want to do,” he says, 
“is keep down the turnover in 
sponsors and develop long-term 
contracts instead.” 

Only 2% minutes of commercials 
;per hour are allowed during a 
| broadcast day. Also, no advertising 
|will be accepted if Mr. Jacobs 
thinks that it is not for the kind 
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of product which will appeal to 
his listeners. This has paid off to 
the advertisers, Mr. Jacobs points 
out. Those who are able to check 
their sales results have discovered 
definite increases due to WFMT 
advertising, he says. 

No reliable figures on the size of 
WFMT’s audience are available. 
Guesses based on the subscription 
list of WFMT’s booklet, which lis- 
teners can receive for $2 a year, 
range from 50,000 to 150,000. More 
than 5,000 listeners subscribe now, 
and the list grows from month to 
month. A definite jump in the 
number of new subscriptions has 
been noticed since the power ir.- 
crease, with addresses coming from 
as far away as South Bend, Ind., 
and Kenosha, Wis. 


s A survey a few months ago in- 
dicated that most of the audience 
is composed of professional people, 
only about one listener in eight is 
a student, three out of five WFMT 
families have incomes over $5,000 
a year, and only about a fourth 
own TV sets. 

Mr. Jacobs and his wife were the 
full staff when the station opened. 
Now they have five helpers, but all 
still double in brass on the job. 
As for programming, the owner 
keeps from boring his listeners by 
never playing a piece of music 
oftener than once in three months. 
He has 20 sources now for broad- 
cast material, including plays as 
well as music. 


= A new source recently added has 
been through a Ford Foundation 
grant awarded to the University 
of Chicago. The money will be used 
to create live radio shows, and 
WFM'T is the only commercial sta- 
tion to benefit by broadcasting 
these shows. The station has also 
set out to create its own shows 
through tape recordings of music 
and discussions. 

Its final source of income, so far, 
is in starting to make a profit from 
ads in its program booklet. 


R&R Appoints Marinacci 
Rudy L. Marinacci, formerly ad- 
vertising manager for Commercial 
Automotive, Seattle, has been 
named production manager with 
Ruthrauff & Ryan’s Seattle office. 


Rockmore Gets Co-op Account 

Berks-Lehigh Cooperative Fruit 
Growers, Fleetwood, Pa., has ap- 
pointed Rockmore Co., New York, 
to direct its advertising and mer- 
chandising. 
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More than 4,300,000 women buy every issue of the 
COMPANION to learn more about the care and feeding of 
their families. Home product ads, therefore, do not change 
the subject. They are the subject. 


Estelle Sheldon, of Hicks & Greist, is shown here discussing 
this fact with COMPANION representative Web Blanchard. 


Unlike general magazines, the COMPANION is edited 


IN THE COMPANION YOU CAN BE THE SUBJECT 


“Significant for advertisers,’ says Estelle Sheldon, Hicks & Greist Media Director 


specifically for women. It caters to their interests . .. which, 
in the final analysis, are the interests of the food advertiser, 
the appliance advertiser, the toiletries advertiser, the cloth- 
ing advertiser, the home furnishings advertiser. In the 
COMPANION, home products are the subjects on the 
reader’s mind. 

Ads and service articles in the COMPANION are not compet- 
itors. They're good companions. Profitable companions, 


(='() MPANION 


CURRENT CIRCULATION MORE THAN 4,300,000 


The Crowell-Collier Publishing Company — 640 Fifth Avenue, New York 19, N. Y.— Publishers of Woman’s Home Companion, Collier's, The American Magazine 
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‘For the Swift Completion of ...’ 


Frustrated Post Office Employes 
Offer Ideas on Improving Service 


WasHINGTON, March 11—A wide} distributed en route, and dis- 


variety of ideas for improving the 
postal service and reducing costs 
are reaching ADVERTISING AGE 
since the publication in recent 
weeks of a series of articles out- 
lining the department’s problems. 

Each suggestion is being passed 
along to officials in a position to 
evaluate its value. 

Some of the most penetrating 
information about postal proce- 
dures is coming from postal em- 
ployes and former postal employes, 
who welcome the opportunity to 
turn a spotlight on inefficiencies 
which have become ingrown in 
the postal system. 


s This feeling of frustration, re- 
flected in several letters and calls 
from postal personnel, was drama- 
tized at the end of a long letter 
from a retired railway mail clerk, 
George H. Murr, of Upper Darby, 
Pa. 

After submitting several ideas 
for reducing postal costs, he apol- 
ogized: “But I suppose by now 
you are tired of reading this and 
say, why do I tell you this? I real- 
ly don’t know except to relieve 
myself of this feeling or just to 
cry on someone’s shoulder. 

“My 33 years’ experience through 
all branches of the Postal Trans- 
portation Service are available to 
you, if in any way you can use 
them for the benefit of all.” 


® His letter told in detail how the 
use of star routes instead of high- 
way post offices had slowed the 
transmission of mail on_ short 
hauls. 

In the old days, he explained, 
short haul railway mail cars picked 
up mail at station stops. Mail was 


patched at nearby stations for 
prompt delivery. 

Under the star route system, mail 
pouches are collected at interven- 
ing post offices, and hauled to a 
terminal. Here it is distributed and 
pouched for truck back to destina- 
tion on the following day. 

The transition to star route serv- 
ice was an outgrowth of the 
shrinkage of short haul rail lines. 
While the quality of service could 
have been maintained or improved 
through the use of highway post of- 
fices, star routes were considered 
to be less costly. 


s Noting that the mail has been 
slowed down by 24 hours, Mr. 
Murr said: ‘“‘We employes do not 
like to see this. The Post Office 
is run by the people and for the 
people. This is not just a saying. It 
can be done—and economically—if 
some of the career people are in- 
structed to clean up their depart- 
ment and give the people the serv- 
ice they pay for.” 

Postal personnel policies breed 
unnecessary expense, according to 
other postal employes. A postmast- 
er from Chattanooga told AA that 
one of the most promising ways of 
improving the efficiency of the 
postal service would be to retire 
all postmen who have been on the 
job more than 30 years. 


s His comment was supported in 
a letter from a superintendent of 
mail in the Midwest, who offered a 
list of suggestions based on long 
experience in the service. 

His letter commented on a range 
of subjects, from the department’s 
annual leave policies to the pur- 
chase of mechanized equipment. 


WARWICK PHOTOTYPE 


OFFERS A 


FeVO 


lutionary 
new way 


to set type 


It’s called Phototype. It's Warwick's 
sensational, new methed of machine- 
setting type directly on film or paper. 
Headings, body, tabular matter. . . all 
composition set automatically and less 
expensively. Does away with large 
hand-set type... machine-set type can 
be enlarged to 288 points or more. This 
advertisement was set with Phototype. 
Write for complete Phototype story 


WARWICK TYPOGRAPHERS, INC. 
Dept. A18, 920 Washington Avenue, St. Louis 1, Mo. 
Overnight by air mail from most of U. S. 


“WARWICK PHOTOTYPE 


Other ideas came to AA from | 
mail users who feel the depart- 
ment makes little effort to “sell” 
its services to the public, or make 
its offices a convenient place to do 
business. 

Etta M. Kelly of New York 
writes that sometimes she gets so 
tired of waiting in a parcel post 
line that she is tempted to send 
her parcel first class at 3¢ an 
ounce. 


s “It may take 20 minutes for a 
messenger to go through the vari- 
ous procedures to get his boxes 
off; the doctor, lawyer or house- 
wife stands in line an hour or 
more to have his two-minute 
transaction attended to. 

“Why not a special line—at least 
during rush hours—-for persons 
with one or two parcels?” she 
asks. Or why not put a scale, table 
and postal guide in the lobby, so 
shippers can calculate the rates 
by themselves? 

Parcel post was a pet peeve of 
Harold Douglas of Benton & 


Bowles, New York, who reported 


he stood in line an hour and a) 
half at a New York post office | 
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might be modified so that pack- 
ages which are still sealed in spite 


branch at Christmas time to mail of these efforts could, at the di- 


three or four packages. “At least 
a third of the time was wasted be- 
cause customers were trying to 
mail packages which did not con- 
ory to postal regulations,” he 


® “An illustration: Any sealed 
package not bearing a printed 
sticker authorizing the postmaster 
to open for inspection is mailable 
only at prohibitive first class post- 
al rates. In the line ahead of me 
at least four or five women had 
sealed up their packages with 
scotch tape, so we all stood around 
while the postal clerks ripped off 
the scotch tape to permit third 
class mailing. 

“Uncle Sam could cut out most 
of this by giving a clear explana- 
tion of how packages should be ad- 
dressed, wrapped, etc. The same 
needed information could no doubt 
be summarized on a good size post- 
er in every post office or branch. 

“Finally, postal regulations 


rection of the customer, be rub- 
ber stamped by the clerk to permit 
postal inspection, instead of hold- 
ing up a long line while each seal 
on each package is painstakingly 
broken. 


s “This merely illustrates gripes 
about postal service due to public 
ignorance of postal regulations,” 
he declares. “Any good agency 
consumer research job would un- 
cover all of them that could be 
largely corrected by circulars de- 
livered to homes and posters con- 
spicuously displayed in post of- 
fices. This should greatly improve 
service and save wages at very 
modest cost.” 

Burton S. Kaufman, of Brighton, 
Mass., complains that post offices 
are slow in expanding their box 
service. “I have been trying to ob- 
tain a box for my direct mail en- 
terprises in Brookline, Mass. I was 
told I have a year’s wait. How 
many ahead of me? Answer: 20. 


FIRST 


225,421 Daily 


Retail Advertising 
General Advertising 
Classified Advertising 


Portland City Zone 
Fi RST City & Retail BOTH DAILY 
Trading Zones ano SUNDAY 
Total Oregon Market 


283,744 Sunday 
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“This is obviously a chance for | 
revenue which the post office de- | 
partment is passing up.” 


* Horace Barks, St. Louis pub-/| 
lisher, expresses exasperation with | 
the multitude of classifications and | 
the uncertainties of delivery of | 
third class mail. “Why can a pub- 
lisher never count on delivery of 
mail within a certain time?”, he 
complains. “For example, on one 
of our publications (mailed sec- 
ond class) local copies are de- 
livered the next day and on the 
other—which is mailed third class 
—local copies sometimes take a 
week. 

“On one of our publications 
copies take as long as nine days 
to reach Pawtucket, R. I., yet are 
delivered in New York within three 
days. We have tested our mailing 
time and know this to be the case. 

“It isn’t so important that it be 
delivered the next day or the fol- 
lowing day, but we do have to 
know how long it is going to take 
these magazines to reach our read- 
ers.” 


Due to the Passing of 
Joseph Stalin 


IRWIN BERKE SHOP 
2521 W. Deven Avenue 
Tows and Coustry Gerb for the Discrimineting Women 


Will Be Closed Mondey morning, Merch 9, 
from 9:00 te 12:00 


Employees Meet ef Merms Woods fer Picalc 
(Weether Permitting) 


SIC SEMPER—The Irwin Berke Shop ran 

this ad in the Chicago Tribune last Monday. 

Employes got a picnic “due to the passing 
of Stalin.” 


Elliott S. McKean, general sales 
manager of Yearbook House, Kan- 
sas City, told how shipments of 
third class have been held up for 
as long as two to three weeks in 
postal terminals. “Each fali we 
mail out 28,000 sample packages 
which represent an outlay on our 
part of 60¢ to $1.00 each. These 


,packages aré very 


| sales effort for the 


elaborately 
in five, six or 
represent our 
year.” 

Complaining of t»< delays, “even 
though the mail w:> properly pre- | 
pared, grouped anc tied in bundles | 
according to instriction,” he ex-| 
plained: “This represents a serious | 
loss of business to us because 50% | 
of sales are secured in September | 
and October and e2ch week of de- 
lay means the business goes to 
some competitor.” 

In a hand written five-page 
letter to AA, a midwestern super- 
intendent of mails blasted the de- 
partment’s personne! policies. 


printed, sometime: 
seven colors, anc 


a “I have men with more than 30 
years’ service between 60 and 70 
years old,” he said. “They are 
definitely inefficient and should 
be retired. 

“Also I have war veterans from 
15% to 40% disabled. They cannot 
handle work to full capacity. The 
percentage of disability should be 
charged to the Veteran’s Compen- 


sation, not the Post Office.” 


He suggested that all rural routes 
be put up for competitive bidding. 
“This would cut the cost almost 
in half. 

“Also the delivery of parcel post 
in all first and second class post 
offices could be placed up for bid 
on yearly contract and a very big 
cut in cost could be made. 

“If too much pressure from the 
labor organizations develops, then 
as a vacancy develops in rural 
routes place the route under con- 
tract. The same on parcel post 
routes. 

“Vacancies within the city car- 
rier service could be filled by 
transfer from rural routes and 
parcel post men. This would 
make a double system for a while 
but could be worked out.” 


® The letter continued by suggest- 
ing that the traditional government 
sick leave system be scrapped. 
“Sick leave is misused by 50% 
of the employes. Add five days to 
the vacation and wipe out all sick 
leave. Make it combination vaca- 
tion and sick leave, with the right 


The Oregonian reaches 
MORE WOMEN... 


medium 


by more grocers... 
to more readers in 


ite the Oregonian 


than any other 


in the Oregon Market 


Write The Oregonian for your 
survey copy today. 


More support for your product... 


PORTL ND, OREGON 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


A Reed College survey of shopping 
habits reports The Oregonian leads 
the 2nd paper by 24% in attracting 
customers to grocery store sales, 
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to accumulate 10 days yearly with 
terminal pay for the accumula- 
tion on retirement. Many would 
save it for a bank account and 
there would be less disruptions in 
service. 

“Also on city routes, set them 
up on a standard basis for each 
route. If the carrier wants to run 
and get through in six hours he 
gets paid for eight. If it takes ten 
hours he still gets paid for eight. 
This would take care of old men, 
disabled veterans and lazy carriers. 
“For the government to furnish 
trucks, motor scooters and other 
mechanical devices would be a 
tremendous cost for city delivery. 
Let private enterprise in as much 
as possible.” 


@ ApvertisinGc AcE also received a 
letter from Moe Lerner, president 
of Airport Transport Inc., Wash- 
ington, who said Post Office trucks 
“are as poorly maintained as any 
fleet of trucks in the country and 
operate at a cost much higher than 
it would cost were they to rent 
them from my organization.” t 

“Following are some of the per- 
tinent advantages to our plan of 
supplying vehicles to the Post Of- 
fice,” Mr. Lerner writes. “No in- 
vestments, we provide all main- 
tenance, appropriate § insurance 
coverage, replacement vehicles. 

“All this and more for less 
money than it’s costing the Post 
Office now to operate their own 
vehicles. It would intrust one of 
their major problems to the hands 
of a specialist and relieve their 
own supervisory help to devote 
all their time and efforts to the 
problem that they should be de- 
voting to most—namely the de- 
livery of parcel post.” 


= AA’s letter from the midwest- 
ern postal supervisor called for 
higher rates on advertising mail, 
but a relaxation of restrictions 
which the department places on 
publishers, 

“Raise the cost of mailing adver- 
tising,” the letter says, “but allow 
merchants and other advertisers 
to deliver to mail boxes. 

“Arrange for magazines to han- 
dle their own distribution to mail 
boxes. This would cut down on the 
number of carriers needed. Maga- 
zines could make cheaper rates by 
having people come to central 
points and pick up their own mag- 
azines. One rate for pick up; one 
rate for delivery.” 


The Febalos Southwest 


The Biggest 30c Buy 
In The Nation™ 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


1/2 BILLION DOLLAR 


RETAIL SALES 


Covered Exclusively by 


Che Z1 Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


E} Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘ONE LOW RATE 
BUYS BOTH! 
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ALL BUSINESS AS LOCAL 


‘New Approach: 

Regal Amber Is 

a Moist’ Beer 
There’s Nothing Dull 


About Guild, Bascom’s 
Copy for Its New Client 


SAN Francisco, March 11—Beer 
advertising for the most part is 
dull. Usually, two tired approaches 
are used—the beer tastes better or 
the company sells more. 

Also, 
doesn’t mean much to the con-| 
sumer. Words like “light,” “dry,” 
“mellow,” “pilsner” and others 
don’t convey any meaning to beer 
drinkers. 

That’s the opinion of David 
Bascom, partner of Guild, Bascom 
& Bonfigli here, and his agency has 
gone off on anything but a dull, 
meaningless campaign for a beer 
account. This is for Regal Pale 
beer, a new account recently 
awarded the agency by Regal Am- 
ber Brewing Co. of San Francisco. 
(Abbott Kimball Co. is the former 
agency.) 


of “stereotyped” beer copy. 


television announcer. “It’s moist!” | 
He proves this by pouring some | 
beer from a bottle on a towel, then | 
picking up the towel and wringing 


you’re getting the only moist beer 
on the market. All the rest are 
dry—they say so.” 


“dry” beer is like. 
Regal isn’t light either, he may | 
say next. “I carried a couple of) 


just try to lift a case of it.” 


is the tasty type beer. You just 
swallow some and you’ll see what | 
I mean.’ 


posters, the aim of which is to 


being startled now with the first of 
this series. 
“Good for the hole in your head” 


posters, and the shocked consumer 


looks to see a highly caricatured 


his oversized mouth. He balances a 
Regal Pale bottle in outline on his 


Great news for those who 
hate weight and love Beer! 


REGAL PALE IS THE LOW CALORIE BEER 
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little finger and a carton label on 
| his thumb, while at the bottom of 
| the outdoor sign is the legend “One 
jo America’s 2 Great Beers.” 
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the ‘terminology used | 


@ There are several angles to the} 
new copy approach. The most} 
startling, probably, is the spoofing | 


Regal Pale is not dry, says a| 


it out. “See? When you get Regal | 


He proves that, too. He picks up| 
“another brand” and pours it out | 
on the table. The contents are sand | 
and that, he explains, is what a| 


cases upstairs yesterday and I) 
darn near broke my back... You! 


The spoofing continues which | 
leads to the punch line that “Regal | 


# A second aspect of the new pro-| 
gram involves a series of outdoor | 


startle. Western beer drinkers are| 
reads the top line of copy on these | 


gentleman emptying the last drops | 
of a glass full of Regal Pale into | 


“What’s the other?” the con-' 
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. Geer ONE OF AMERICAS 2 GREAT BEERS Fall. 

WHAT TWO?—Regal Amber Brewing Co. seems sure that Regal Amber is one of tal 

America’s two best beers, but isn’t saying what the other is—and doesn’t know. pe: 

sumer asks, but neither Regal ex-| weight... Regal has absolutely no ‘ Stat 

ecutives nor the agency have the starch... Regal is 99.88% sugar- Say 

answer. They only want him to free...Calories are the Final Test 

ask. They only want him to assume ...Regal is fantastically low in a’ 

that. Regal is one of the two, and calories” continues the copy. And out 
that it’s good enough for him. |again “Regal is one of America’s in 

|2 Great Beers!” / abe 

® The third approach is quite dif- The lyrics of Regal’s famed sing- tail 

ferent. It is aimed at the weight ing commercial, which begins C 
worriers and stresses the “low cal- “Take it-~easy, take it light...” pla 

lorie” content of Regal Pale. “Don’t are to be rewritten and may ap- ' sor 

go to Waist...go to Regal” reads | pear something like this: “Take it f Sp 

the catch line in full-page news- easy, stay so light...” age 

paper ads appearing in San Fran-| irri 
cisco and Los Angeles newspapers 8 It is all part of a “streamlining” cal 
and in Western Family for April 1. ‘program, says Regal’s new presi- If | 
“Starch and sugar cause excess ‘dent, Angelo Campodonico, be- ! pr 
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Advertising Age, March 16, 1953 


cause “the beer industry has been  ,owever, the commercials are wel- 
changing rapidly in the past few _come as the only price he must pay _ a 

: years” and “the ‘to watch the program. Commer- Coming 
, coming years will © | cials are to be short, light in vein, 


see innovations ; | as 
tak ae dee es sincere and believable. | Conven’' ions 


¢ tionary.” 
: Ty \@ The first of the new television 


“No longer can 
brewers get by jeeries has begun with a Tuesday | Medics Oo Mee or ctl Anver 
with sli pshod night show over KGO-TV in San tisers, spring meeting, The Homestead, 


selling or unim- a ii \F rancisco, presenting the pianist Hot Springs, Va. 
Liberace, and Wednesday nights| March 20-21. Atlanta Advertising Insti- 


f aginative adver- : 
er in Los tute, fourth annual <eceting, Alumni 
|  tising.”” Regal rr Angeles over KTLA, pre-| Memorial Bldg, Emory University, Ga. 
; Pale is “going senting “Frosty Frolics.” This lat- March 31-April 2. Poi of Purchase Ad- 
all-out to main- ter program, which began for Re-| vertising Institute, annus! meeting and 
talk metal tas A. Campodonico | gal on Feb. 25, will be scheduled | €xhibit, Palmer House, Chicago. 
prove during March on tel April 20-23. Americin Management 
our market position against the | tions in San Fr evision sta-| assn., packaging conference and exposi- 
forthcoming invasion of out-of- an Francisco, San Diego | tion, Navy Pier, Chicago 


state brands,” Mr. Camp odenies (es, in Honolulu, and on valley! _ April 20-23. National Premium Buyers | 


: d ee 
: says, Miwa twveaww. Se Oe Been 
t President Campodonico, whose! April 21-23. American Newspaper Pub- 
2 ® The br appointment has just been an-.| lishers Assn., annual convention, Waldorf- 
; pg oe company is laying | ounced, peti ey Edward G N= | Astoria, New York. 
ore than a million dollars” | war Uun-| April 23-25. American Assn. of Ad- 

S in 1953, which is “substantially | derson, who will become an ad-| vertising Agencies, annual meeting, The | 

j above” last year’s budget, to main- lviser to the board. Mr. Cam-| Greenbrier, White Sulphur Springs, W. | 

Va. 

" — this market. podonico joined Regal in 1934 and April 28-May 1. National Assn. of Ra- | 
S reatest emphasis is being|™ost recently has been assistant |dio and Television Broadcasters, 31st 
” ‘ 


placed on television, and on spon- general sales manager. annual convention, Biltmore Hotel, Los 

- soring programs, not on spot shots.! He is in turn succeeded by Lou Menell 30-May 3. American Women in | 
t pm says Ernest Hodges, the, Gaviati in his former position. Leo | Radio and Television, Biltmore Hotel, | 
ncy’s executive on the account, | Englert, former . | Atlanta. 

irritate the listener t, . erly an assistant at May 1-3. Associated Business Publica- | 
muna or viewer be- | torney general for the state of Cal-|tions, annual spring conference, The | 
a it he he a on ae program. proepegs has been elected execu- | Homestead, Hot Springs, Va. 
- cning a Ma: Advertising Federation 
gag program, ' tive v.p. of the brewing company. Pe egg hon tas jon ot! 

Floridan Hotel, Tampa, Fla. 

May 3-6. National Newspaper Promotion | 
. Assn., annual convention, Fort Shelby | 
Hotel, Detroit. 

May 6-8. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 
| May 7. Export Advertising Assn., fifth | 
}annual international advertising conven- 
tion, Hotel Plaza, New York. 
| May 13-15. National Assn. of Transpor- | 
ltation Advertising, annual convention, | 
| Santa Barbara Biltmore, Santa iy, 
| Cal. 
| May 18-19. Magazine Publishers Assn., 
34th annual meeting, The Greenbrier, | 
| White Sulphur Springs, W. Va. . 
May 21-23. Southern California Adver- | 
| tising Agencies Assn., 3rd annual confer- 
| ence, Del Coronado Hotel, San Diego. 
| May 25-26. Inland Daily Press Assn., | 
| spring meeting. Congress Hotel, Chicago. | 
| June 8-10. National Sales Executives | 
| Inc., annual convention, Chalfonte-Had- 
| don Hall, Atlantic City. 
*June 10-12. American Marketing Assn., 
| summer meeting, Montrew!, Can. 
June 10-14. National Business Publica- 
| tions, annual meeting. The Broadmoor, | 
Colorado Springs, Colo. 
|} June 14-17. Advertising Federation of 
| America, 49th annual convention, Statler | 
Hotel, Cleveland. 
| June 21-25. Advertising Assn. of the | 
| West, annual convention, Fairmont Hotel, | 
| San Francisco. 
| June 21-July 1. National Assn. of Dis- 
| play Industries, ‘‘Christmas Conventions,” 
| Conrad Hilton Hotel, Chicago. 
| June 22-24. Newspaper Advertising Ex- | 
| ecutives Assn., summer meeting, Bees 
set Hotel, Boston. 
| June 22-25. National Industrial ~4 
| vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 
| Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
| Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, | 
Shamrock Hotel, Houston. } 

Sept. 21-13. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
| Assn. International, annual convention, | 
| Hotel Statler, Detroit. 

Oct. 4-8. Advertising Specialty notes 
| Assn., annual convention and Specialty | 
| Fair, Palmer House, Chicago. 
| Oct. 5-6. Inland Dai!» Press Assn., an- 
|}nual meeting, Hotel |.«Salle, Chicago. 
| Oct. 9-16. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
| Penn Harris Hotel, Harrisburg. 
| Oct. 12-15. Financia! Public Relations 
| Assn., 38th annual convention, Sheraton 
| Cadillac Hotel, Detroit 
| Oct. 19-20. Boston Conference on Dis- | 


: : S | tribution, 25th anniversiry meeting, Hotel | 
ROCHESTER _—_eeates 

“ ; . i ma | Oct. 23-25. Midwest Intercity Confer- 
(Mon vis : fence of Women’s Advertising Clubs of 
f psc ose N.Y.) ete the Advertising Fede:;tion of America, 

Edgewater Beach Hote', Chicago. 


Nov. 5-7. Southern !ewspaper Publish- 
}ers Assn., annual me: ing, 50th anniver- 


; e ; [ae | sary, Boca Raton, Fla 

| Hooda g Chronicle , - 

Gannett Newspapers : See 7 |KGMB, Honolulu Boosts Kearl 

Wayne Kearl, ‘ormerly sales 
promotion manage for KNXT-TV, 
Hollywood, has be 1 named assist- 
ant general mana; -r in charge of 
sales for KGMB nd KGMB-TYV, 
Honolulu. Mr. K ar! joined the 
station in Novem er, 1952. 
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-siraight 


| 
| 
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Promotes Wilbu: N. Davidson 


| Wilbur N. Davidson, formerly 
_advertising manager for Plee-Zing 
|{nc., Evanston, I)., national food 
organization, has joined the staff of 
Aubrey, Finlay, Marley & Hodg- 
son, Chicago, as a copywriter on 
food accounts, 
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attract the hot and thirsty this summer “for cheerful refreshment.” M. R. Kopmeyer 
Co. designed the poster, produced by Western Printing & Lithographing Co. 
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OFF FOR DENMARK—Boarding a plane for Copenhagen, where they will discuss 
plans for a campaign for Cherry Heering, Schenley Industries import, are (from 
left) Ed Parets, advertising and sales promotion manager for the Schenley import 
division; Otto Kleppner, Kleppner Co., agency for the Schenley liqueur, and Dave 

Davidson, v.p. and general sales manager for Schenley’s import division. 


PLAYIN’ HOOKEY—Nell Owen of Dallas, Tex., elected the New York. Her admirers (I. to r.) are D. 
country’s prettiest school teacher in a contest staged by CBS 


Robert Parman, Ted 
Radio’s “Our Miss Brooks,” meets some advertising VIPs in 


Bates & Co.; Lovis Hausman, CBS v.p.; Irwin Hoff, Colgate-Palm- 
clive-Peet, sponsor of “Our Miss Brooks”; John Karol, CBS v.p. 


METAL CARD—This metal car card serves a dual purpose. After it’s used a month 
by Town Talk Bread Co. on Denver Tramway vehicles, it goes up in and around 
stores as point of purchase advertising. Color-Ad-Display Co. makes the sign. 


STANDARDS COMMITTEE—Members of the standards committee of the Export Ad- 
vertising Assn. pose for the cameraman. Left to right, front row: Ralph A. Boarts, 
director, international sales division, Crowell-Collier Publishing Co.; Melchor: ew 
president, Melchor Guzman Co.; Walter Saver, advertising manager, Home Pri 


roducts 

International Ltd., chairman; Frances S. Ruempler, assistant to managing editor, 

International Advertising; H. W. Weinholtz, account executive, Young & Rubicam. 

PRIZE PACKAGES—Gold award winners in the 17th annual Aluminum Specialty Co., Columbus, O. Bottom row, Venus pen- Second row: Arthur Gordon, general manager, Pan American Broadcasting Co.; 

variety store packaging competition sponsored by Variety Store cil kit by American Lead Pencil Co, Hoboken, N. J.; eyelets Jere Patterson, promotion manager, Life International; Elroy Scrivener, account 

Merchandiser are (top row, from left) macaroon package by card by John Dritz & Sons, New York; reflecting house numbers executive, McCann-Erickson; Adam J. Young Jr., president, Adam Young International 

Weston Biscuit Co., Passaic, N. J.; toy gun package by Renwal card by Reflexite Corp., New York, and Lashbrite mascara pack- 

Mfg. Co., Mineola, N. Y., and Holiday cookie cutter card by age by Theon Co., New York. 


Ltd., and Henry Webel, v.p., Suplementos Asociados Inc. 


$300 CHECK—Eugenie C. Stamler of the Biow Co., in charge of ticket sales for : 

o March 20 Parade of States dinner dance of the Advertising Women of New York, o. 

turns over to chairman Elizabeth Stout of Celanese Corp. a $300 check donated to the CORNWELL CROWD—Among hundreds of artists in Chicago who Sessions, free lance water colorist; Bob Blake, Vogue-Wright 

club’s scholarship fund by Kelly-Smith Co., newspaper representative. Proceeds of turned out for an Artists Guild meeting to hear a talk by mural- Studios; Alex Yaworski, free lance; Haddon Sundblom of Sund- 
the dance go to the fund. ist-illustrator Dean Cornwell (arms folded) were, from left: Jim blom, Johnston & White; Clark Trudeau, Beaumont & Hohman. 
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When Chicago grocers again in 1952 placed the bulk of their daily newspaper advertising in the 


Chicago Daily News, they based their choice on experience—not chance! 


Rarely, if ever, do these seasoned retailers use elaborate surveys (as manufacturers do) to 
get their facts. Instead, they turn to what might be called “living research”—the experience of 
living close to their markets, doing business with their customers firsthand, knowing their habits 


and preferences. 


These retail merchants know there’s no substitute for actual experience—know you just 


can’t beat cash register results. 


This is why Chicago retail grocers continue to give more of their advertising to the Chi- 


cago Daily News than to any other Chicago paper ... morning .. . evening . . . Sunday. 


“The Till Tells the Tale!” 


Fir st in Retail, TOTAL RETAIL GROCERY ADVERTISING LINAGE* IN CHICAGO NEWSPAPERS 
General and ethos 
DAILY MEWS HER.-AMER SUN-TIMES TRIBUNE** 
Total Grocery ae nen ee 
Advertising ‘Liquor Linase omitted --Tribune sone linage credited as full ran 


Source: Media Records, Inc 


CHICAGO DAILY NEWS 


Chicago’s HOM]. Newspaper 
JOHN S. KNIGH  , Publisher 


DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 


NEW YORK OFFICE: SAN FRANCISCO OFFICE: DETROIT OFFICE: LOS ANGELES OFFICE: 
9 Rockefeller Plaza Story, Brooks & Finley Free Press Building Story, Brooks & Finley, Inc. 
703 Market Street 1651 Cosmo Street 
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General Mills to Let Radio-TV Stations 
Set Up Own Rates for Spot Drive This Year 


MINNEAPOLIS, March 11—Gen- 
eral Mills this year will let radio 


rates for its summer spot program. 
The program, like last year’s, is 
another attempt by the company to 
get a below-normal rate, but dif- 
fers from the old plan in two im- 
portant ways. 

1. The stations this year will 
submit their own asking rates— 
with business going to stations on 
the basis of price offer, coverage, 
whether there is TV in the mar- 
ket or not, and the schedule avail- 
able. 

Last year the company offered 
a uniform rate formula based on 
50% of the one time daytime rate, 
calling for 80% of the spots dur- 
ing the nighttime period and 20% 
daytime, all one-minute spots. Sta- 
tions this time will be allowed to 
exchange some 20-second chain 
breaks for minutes. 


= 2. The new schedules will run 
on an alternate biweekly basis— 
two weeks on, two weeks off—for 
1,000 spots from April to Septem- 
ber. Some stations get a second 
campaign to start in October, run- 
ning nine announcements a week 
for 24 weeks. 

Last year the schedules ran con- 
tinuously from May to September. 

General Mills has been tradi- 
tionally a summer sponsor and the 
new alternate biweekly schedule is 
an attempt to spread its campaign 
out over a longer period. 

Last year, when General Mills 
introduced its plan asking for low- 
er rates, some radio men protested. 
Networks had already forced their 
stations to lower rates, and Gen- 
eral Mills’ move looked like one 
more hammer blow against the 
harried radio station operator. 

However, the plan was accepted 
by most stations because it meant 
extra business during the slow 
season. This year, General Mills 
can expect to get rates very close 
to what it had last year, The only 
stations which might resent the 
plan are some of the larger ones 
in key market areas, the same that 
protested last year. 


s General Mills offers stations four 
plans, each applying to a type of 
marketing area. 

Details of the four plans as ap- 
plied to one product, Wheaties, are 
as follows: 

The first plan starts early in 
April, 10 announcements a day, in 
aiternating two-week periods, for 
28 weeks to Sept. 27. The second 
campaign will run for 24 weeks, 
beginning in October, nine an- 
nouncements a week. Total num- 
ber of spots: 1,196. The second 
plan is like the first, except that 
the tailend 24 weeks of nine spots 
a week is omitted. Plans three and 
four are like plans one and two, 
respectively, but the number of 
spots is halved in the April- 
September scheduling. All the ma- 


’ 
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Hits: 


COVERED ONLY BY 
ORLANDO SENTINEL-STAR - 


_ MORNING EVENING SUNDAY 


|jor plans require that at least 50% 
of the nighttime spots be full min- 
and TV stations name their own utes. The April-September sched- 
‘ule cannot be canceled but the 
| fall-winter drive may be dropped 


lat 13-week cycles on 30 days’ 


notice. 

Wheaties also will get a 52-week 
promotion of 1,000 TV spots in 
key markets. 

Knox Reeves Advertising han- 
dles advertising for Wheaties. 

An additional campaign of 25 
announcements per week for six 
months for Gold Medal Kitchen 
Tested flour will be placed through 
Dancer-Fitzgerald-Sample in some 
markets. 


Alling & Cory to Goerl 


Alling & Cory Co., Rochester dis- 
tributor and converter of paper, 
has appointed Stephen Goerl As- 
sociates, New York, to handle ad- 
veritising and public relations. 


Advertising Age, March 16, 1953 


Complaint Issued 
Against Hoge Ads 


New York, March 11—The Fed- 
eral Trade Commission has issued 
a complaint against Huber Hoge & 
Sons and the Teleron Co., charging 
misleading advertising claims 
about the effectiveness of a “TV 
wave trap” or “Teleron TV wave 
trap” advertised by the Hoge agen- 
cy. 
Most of the complaint, according 
to agency president Cecil Hoge, is 
concerned with advertising copy 
that has not been used since last 
year. Certain other copy claims, 
now in use, that were questioned 
by the FTC have been found “not 
unsatisfactory” by the National 
Better Business Bureau, Mr. Hoge 


TV TALK—What’s ahead for Philadelphia TV is probably the topic of conversation 
in this group at a recent meeting of the Television Assn. of Philadelphia. From left 
are Paul Phillips, Aitkin-Kynett Co.; Max Solomon, WFIL-TV sales executive; Harry 
Trenner, v.p. of William H. Weintraub & Co., New York, speaker, and Arthur Bor- | Said. 


owsky, TAP president and former co-publisher of TV Digest. (Story on Page 92.) He also indicated that an im- 


proved product is in the works 
Joins Specialized Business _resigned to become a principal in| Which, he said, will eliminate any 

Frank Frazier, for over four Specialized Business Services, New Objections by the FTC. A hearing 
years executive director of the York advertising and promotion 0n the complaint is scheduled for 
Direct Mail Advertising Assn., has consultant. | April 14. 


ihits in. the, world 


When she’s married to The Man in Two Positions to Buy * 


tally 


The women in America’s 1,700,000 TIME-reading homes 
are alert and intelligent—interested in practically everything. 
Like the men in their lives, they read each issue of TIME 
with avid interest—and read it cover-to-cover. Because they 
are married to men who usually hold positions of respon- 
sibility in business or the professions, these 1,700,000 
women have at their disposal incomes which make them 
best customers for almost any quality product being 


marketed in America today. 


Hs a businessman, The Man in 
Two Positions to Buy decides or 
influences the buying for his com- 
pany of goods and services of 
many kinds from many different 
sources. 


“EAs a family man, he and his wife 
and their friends are consistent 
best customers for all types of bet- 
ter products and services. Their 
interests are broader, and their 
means way above the national 
average. 


| M | America’s Largest Audience of Best Customers 


Datinested, mM 
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New Movies to Be 
Previewed on Ed 
Sullivan TV Show 


New York, March 12—Ed Sulli- 
van has motion picture producers 
and television acting like long lost| 
friends. 

Mr. Sullivan, who is co-producer | 
and emcee of “Toast of the Town” 
(CBS-TV), has made agreements 
with 20th Century-Fox and Metro- 
Goldwyn-Mayer to present “min- 
jature pre-world premieres” of 
some of their new releases on his 
Sunday night telecast. 

From time to time M-G-M and 
Fox stars will make live guest ap- | 
pearances on “Toast.” If past per- | 
formances are any indication, these | 
will be confined mainly to a brief | 
bow and a plug for the picture, | 
along with the film excerpts of. 
their work. Sequences from the 
movies run about six minutes. 


Network Gross Time Charges 


Source: Publishers 
NETWORK RADIO 


January January 
1953 1952 
American Broad- 
casting Co. ....$ 2,669,327 $ 3,301,479 
Columbia Broadcasting 


DYBAGI ociscicscece 5,157,346 5,161,397 
Mutual Broadcasting 
System ............ 1,786,134 1,699,282 
National Broadcasting 
Spas: seilicasveeceds 4,260,555 4,357,353 
WHE settee $13,873,362 $14,519,511 


Information Burea: 
NETWORK TELEVISION 


coln-Mercury dealers (Kenyon & 
Eckhardt), started this program- 
ming technique some time ago. 
Among the films his viewers have 
got an early peep at are “Peter 
Pan” and “Hans Christian Ander- 
sen.” 


Names Westheimer & Block 
Viking Freight Co., St. Louis, 
has appointed Westheimer & Block, 


Fawcett Names Dunken 


Sid Dunken, who left Woman’s 
Day to organize a packaging com- 
|pany, has joined Fawcett Publica- 
tions as a member of the advertis- 
ing staff of Today’s Woman. 


Mayberry to Wright-Hibbard 


Richard E. Mayberry, previously 
with Eastman Kodak Co., has been 
appointed v.p. and sales manager 


Mr. Sullivan, whose variety pro-| St. Louis, to handle advertising of Wright-Hibbard Industrial Elec- 


gram is sponsored weekly by Lin- | 


and public relations. 


|tric Truck Co., Phelps, N. Y. 


Januc’, Janvary 
195. 1952 
American Broad- 
casting Co. ....§ 1,604,892 $ 2,020,461 
Columbia Broad- 
casting System 7,321,386 5,074,643 
DuMont Television 
Network ........ 1,000,074 717,148 
National Broad- 
casting Co. .... 7,521,553 7,259,307 | 
WHEE  sicsisiens $17,447,905 $15,071,559) 


‘Newspapers Urged to Merchandise Life 
Insurance Ads to Garner More of Them 


_ New York, March 12—Newspa- 
| pers will have to merchandise life 
insurance advertising before they 
‘can expect the life companies to 
spend more in the medium than 
| the current $5,000,000 figure. 

| But the merchandising to be 
‘done is not to the ultimate con- 
sumer of insurance, but te agents, 
according to Donald F. Barnes, di- 
rector of promotion and advertis- 
ing of the Institute of Life Insur- 
ance. 

In a talk before the New York 
chapter of the American Assn. of 
Newspaper Representatives today, 
Mr. Barnes said that if agents are 
sold on newspaper advertising 
“they will clamor for more adver- 
tising, and if they want it, the 
chances are they will get more.” 


® He suggested a number of types 
of merchandising for newspapers 
to undertake: 


ART + BOOKS + BUSINESS + CINEMA + EDUCATION + FOREIGN NEWS + HEMISPHERE 
INTERNATIONAL + LETTERS * MEDICINE * MILESTONES » MISCELLANY * MUSIC 
NATIONAL AFFAIRS + NEWS IN PICTURES + PEOPLE + PERSONALITY 

RADIO AND TV * PRESS + RELIGION + SCIENCE + SPORT « THEATER +» WAR IN ASIA 


1. Talks by publishers and ad- 
vertising directors, telling agents 
of the importance of local ad pro- 
grams, telling them how to use the 
advertising, and pcinting out the 
paper’s importance in the com- 
munity. 

2. Sending letters and tear sheets 
to all employes and agents of the 
companies doing the advertising. 
This will give the ads “a local im- 
mediacy that can be capitalized by 
the agent himself.” 

3. Bringing life company repre- 
sentatives into newspaper plants, 
which are “vastly impressive oper- 
ations for those who don’t under- 
stand them.” 


@ 4. Devising life insurance dis- 
plays for use in newspaper office 
windows, “This has local impact 
on the agents and their compa- 
nies.” 

5. Bringing life insurance ques- 
tions into consumer panels that 
most papers use occasionally. “The 
very fact that the newspaper is in- 
terested will create a closer rela- 
tionship between it and local 
agents.” 

6. Sponsoring financial forums 
before civic and professional 
groups, part of which can be han- 
dled by life insurance people. 

Mr. Barnes said a merchandis- 
ing program of this kind “is just 
as feasible as it is with a grocery 
account, and even simpler, because 
life insurance agents are natural 
born public relations men and will 
always go half-way with the agen- 
cy and the publication.” 


® He also proposed that newspa- 
pers try for a better understanding 
of the problems of the insurance 
business, and realize that company 
presidents have not yet been 
“clearly shown how advertising 
might brilliantly use a larger per- 
centage of the sales dollar.” 

The merchandising plans, plus 
better understanding of the prob- 
lems of the business, could push 
the life companies’ investment in 
newspaper space from $5,000,000 
to $25,000,000 by 1958, he said. 


Wheaties Signs AM Show; 
Dodge Buys Sportscast 


General Mills Inc., Minneapolis, 
wili sponsor the Sunday broadcast 
of the post-game “Scoreboard” ov- 
er Mutual again this year for 
Wheaties. The five-minute sum- 
mary is heard immediately fol- 
lowing the network’s major league 
“Game of the Day.” Knox Reeves 
Advertising is the agency. 

On another sports front, the New 
York Metropolitan Dodge Dealers 
signed to present the Tuesday and 
Thursday segments of Jimmy 
Powers’ “Powerhouse of Sports” 
over WPIX, New York. Grant Ad- 
vertising services this account. 


Reynolds Metals Names Two 


Reynolds Metals Co., Louisville, 
has appointed Douglas McKellar 
manager of its paint market sales. 
Mr. McKellar formerly was em- 
ployed in chemical pigment sales 
for Kentucky Color & Chemical 
Co., Louisville. Edward F. Reilly 
who joined Reynolds in 1940 and 
has been in paint market sales 
work, has been promoted to as- 
sistant manager of the paint sales 
division. 


In CANADA 


31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 
ask for information 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Miller to Credit Foundation 


Albert R. Miller Jr., a former | s 
government economist and at one| New York, March 10—The Na 


time professor of economics at tional Newspaper Promotion Assn. 
George Washington University, has been granted an ex officio post 
Washington, has been appointed | on the plans committee of the Bu- 
to the research division of the Na- reau of Advertising. 
tional Foundation for Consumer pis brings to three the number 
Credit. ‘of national groups in the newspa- 
- | per selling field represented on 
‘the committee. The others are the 
LY hi | H ] ve RG |Newspaper Advertising gp eee 
' Assn. and the American Assn. 0 
vas /Newspaper Representatives. 
“Metropolitan” Lynchburg retail| The BofA’s action gives mem- 
sales—38% HIGHER THAN THE | bership to the president of the 
U. 8S. AVERAGE! 'NNPA, the office currently filled 
Only the News-Advance covers this |by Irvin S. Taubkin, promotion 
basic Virginia market of over manager of the New York Times. 
50,000 city zone population. | Other ex officio members are 
'Laurence T. Knott of the Chicago 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER © rin og president of the NAEA, 
‘and Douglas Taylor of J. P. Mc- 
‘Kinney & Son, New York, presi- 
dent of the AANR. 
The plans committee of the Bu- 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains o¥fices 
in all principal advertising ceriter? 


'BotA Adds Promotion Men to Plans Board 


|reau of Advertising is an advisory 
group which covers the sales strat- 
egy and genera] planning of BofA 
operations. There are 27 members. 
The other- 24 are advertising ex- 
ecutives of bureau member news- 
papers, or men with newspaper 
representative companies. 


Spry. Pillsbury Combine 
for Cookbook Promotion 


Lever Bros. Co. and Pillsbury 
|Mills have combined forces to pro- 
/mote 500,000 copies of the “Fourth 
‘Grand National Cookbook,” fea- 
|turing prize-winning recipes from 
‘the national bake-off sponsored 
‘annually by Pillsbury. Lever’s 
‘Spry is specified in all recipes 
calling for shortening. 


| The cookbook, along with a 15¢_ 


Spry coupon and a 10¢ Pillsbury 
_coupon, will be offered in ex- 
jane for a Spry or Pillsbury 


label and 25¢. Both companies will 


/merchandise and advertise the pro- 
‘motion through their sales forces 
and radio, TV, magazines and 
newspapers. Foote, Cone & Belding, 
New York, handles Spry, and Leo 
Burnett Co., Chicago, services 
Pillsbury. 


Four Name Rat Advertising 

Raf Advertising, New York, has 
been appointed to handle advertis- 
ing for Frathom Co., New York ex- 
porter of electronic equipment. 
Three others appointing the agen- 
cy are Singer Products Co., New 
York exporter of automotive re- 
placement parts; Wilco Products 
Inc., Orange, N. J., and Wilco Dis- 
tributors Inc., New York, manu- 
\facturer of automotive wheel 
| aligners. 


Cummins Leaves MacFarland 

Carlton Cummins has resigned 
as an account executive with Mac- 
|Farland, Aveyard & Co., Chicago. 
|Mr. Cummins, who is moving to 
Florida, has announced no future 
| plans. 
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Wide circle coverage plus 
greater audience... 


SECOND DOMINANT 
RADIO STATION 


KNBC 


SUNDAY 


DAILY 


LARGEST CIRCULATION 
NEWSPAPER 


TOP TV 
STATION 


make KNBC, San Francisco, 
Northern California’s No. 1 
advertising medium 


WIDE CIRCLE COVERAGE 


KNBC’s 50,000 watt non-directional trans- 
mitter blankets the great San Francisco- 
Oakland Metropolitan Market — and all the 
thriving plus-markets of Northern California. 
... Narrow elipse represents coverage pattern 
of the other two dominant 50,000 watt, direc- 
tional transmitters...Tiny circle represents 
Northern California’s TV coverage. 


KNBC 


Represented by NBC Spot Sales. In the Southern States, by Bomar Lawrence and Associates, Inc., Charlotte, North Carolina and Atlanta, Georgia 


GREATER AUDIENCE 


newspaper. 


Actual figures (Nielson): KNBC, 
2nd station, night, 1,215,910...Top 


SAN FRANCISCO 


Bars represent homes reached by KNBC, San 
Francisco...by second dominant radio station 
... by dominant TV station...and by circulation 
of Northern California’s largest circulation 


night, 1,402,100... 
TV station, night, 


496,130... Largest circulation newspaper (Standard Rate 
& Data) daily, 215,362; Sunday, 527,095. 
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‘Borden Frozen Food 
Line Out: High Cost, 
Low Profits Blamed 


New York, March 10—Borden 
Co.’s exploratory move into the 
‘frozen food field as a brand packer 
‘and distributor late in 1951 came 
‘to an abrupt end last week with 
ithe announcement that the com- 
pany is discontinuing this phase of 
its operations. 
| High operating cost and a nar- 
‘row margin of profit were cited 
-as reasons for liquidating the Bor- 
‘den Frozen Food Co., brand pack- 
ing division, and M. Augenblick & 
Bros. distributing division. 
“Extensive marketing tests in 
the metropolitan area and adjacent 
markets were made prior to the de- 
cision to liquidate,” the company 
said. The operation was handi- 
capped by the sizable investment 
required for speculative advance 
purchasing, for inventories, and for 
extensive advertising to promote 
sales. 


® As part of its liquidation, M. 
Augenblick & Bros. will shortly 
assign to other interests its ex- 
clusive rights to “19” brand in 
New Jersey, New York City and 
Long Island. The Borden brand, 
which consisted of 16 items of 
juice, fruit, vegetables and poultry, 
will be dropped completely, of- 
ficials said. 

They also pointed out that the 
success of such an operation would 
depend to a great extent on the 
development of a tremendous sales 
staff, and Borden has no plans for 
expanding in this direction. 

Advertising on Borden frozen 
foods was limited to metropolitan 
New York, New Jersey and the 
eastern fringe of Pennsylvania. 
Lewin, Williams & Saylor, New 
York, was the agency on the ac- 
count from the beginning. 


Directors Approve Merger 


of Sharp & Dohme and Merck 
The boards of directors of Merck 
& Co., Rahway, N. J., and Sharp 
& Dohme Inc., Philadelphia, have 
approved a merger of these two 
large drug houses. Stockholders 
will vote on the merger by May 5. 
The combined companies will be 
known as Merck & Co. The merger 
is primarily financial and the com- 
panies will operate separately, S&D 
continuing to market its products 
under the Sharp & Dohme name. 
No change in advertising agencies 
is contemplated. The Merck agen- 
cies are Charles W. Hoyt Co. 
(domestic), McCann-Erickson 
(export) and McKim Advertising 
(Canadian). Gray & Rogers han- 
dles Sharp & Dohme advertising. 


James Boerst Releases 
New ‘Time Buyers Register’: 

The Executives Radio-TV Serv- 
ice, Larchmont, N. Y., has pub- 
lished a new edition of the semi- 
annual “Time Buyers Register,” 
listing 1,700 time buyers with the 
5,000 accounts they handle. The 
register identifies the specific buy- 
er for each account. 

James M. Boerst, publisher of 
the register, said 900 advertising 
agencies cooperated in the compil- 
ation of the new edition. 


R&R Appoints Lane for TV 

Pud Lane, formerly v.p. and art 
director of Transfilm Inc., has been 
named executive producer for TV 
film commercials at Ruthrauff & 
Ryan, New York. 


NORTH CAROLINA 


New Bern is the buying center of 
Craven County’s— 


$46,114,000.00 
effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Robert Anthony, Hiram Walker's 
No. 1 Salesman, Is a No. 1 Model 


Detroit. March 11—Starting this 
month, Hiram Walker Inc. is 
launching a large scale advertis- 
ing, merchandising and display 
drive on its Walker’s DeLuxe 
brand, built around the fact that 
the bourbon is now six years old. 

Coinciding with this is a sixth 
anniversary for Hiram Walker’s 
best bourbon salesman, ad model 
Robert Anthony. Mr. Anthony is 
the affable colored butler who 
for six years has smiled at you 
across his tray in newspapers, mag- 
azines, outdoor posters and win- 
dow displays—in more than two 
billion reader impressions, all told, 
according to Hiram Walker. 


® Robert has stuck to the same 
pose through thousands of photo- 
graphings and, Hiram Walker 
points out, it has never in the six 
years changed so much as a word 
of copy for his ads. The back- 
ground story is interesting. 

It was in 1946 that Hiram 
Walker decided on a program of 
advertising that would convey the 
iGgea of Walker’s De Luxe bourbon 
as a whisky served in the finest 
homes and accepted by _ those 
seeking the very best. Foote, 
Cone & Belding, the agency, felt 
that the solution lay in find- 
ing someone whose picture would 
automatically symbolize all that is 
associated with gracious living. 
They had in mind a dignified, 
white-haired butler serving drinks 
in traditional fashion among the 
elegant surroundings of luxurious 
homes. 


= Where to find such a person? 
Scores of professional models were 
interviewed; movie personalities 
were tested. Agency scouts were 
sent to countless gatherings where 
elderly colored gentlemen might 
be seen, all to no avail. 

One day, David Lockwood, 
FC&B’s art director, happened to 
be having dinner in the Empire 
Room of Chicago’s Palmer House. 
There he looked up from his food 
and found his man. Serving him 
was Robert Anthony. 

Robert Anthony had been a 
waiter practically his entire adult 
life and had no previous training 
as a model. He had never even 
considered the possibility. But he 
proved to be a “natural.” Wesley 
Bowman, of Bowman Studios, Chi- 
cago, who has taken all his pic- 
tures and who has photographed 
the country’s best models, says 
Robert is the most natural model 
he ever worked with, instinctively 
falling into a natural, easy position 
the moment a camera is turned on 
him. 


® His warm, friendly photogenic 
personality has brought Robert 
many offers from the movies and 
from other advertisers but he has 


day is required for assembling the 


ferent style of glassware is used 


seums and antique dealers. 


mover,* home economist, stylist, 
bartender (to make sure the drinks 
were right), art director, three 
camera men and the camera di- 
rector. There are never less than 
six people used on an Anthony set. 

About 25 “takes” are made in 


ground for a picture and then a full 
props and setting them up. A dif-| 


in each scene and all furnishings 
and equipment are genuine an-| 
tiques rented from historical mu- | 


In the magazine ad that ap- 
peared ahead of last Christmas, | 
showing Robert with a bowl of. 
Tom and Jerry, 10 people were in- | 
volved, consisting of a furniture) 


front of each background and, to 
relieve the strain, Robert’s heavy 
silver tray rests on a metal stand 
which is touched out of the finished 
picture. 

According to Hiram Walker, 
Robert remains the same affable, 
accommodating chap—and perfect 
waiter—-that he always was. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 

In 1951 the Paterson Call carried 
54% MORE 

Department Store advertising than 
the other Paterson paper. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Nationally Represented by 


“WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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POWER MODEL—Robert Anthony, Hiram Walker's best bourbon salesman, gets 

goggled at (left) by plant worker during h's first visit to the Peoria distillery. The 

trip honored his sixth year as an ad model, along with the fact that Walker's DeLuxe 

bourbon is now six years old. The ad at right is Foote, Cone & Belding’s latest 
effort for Walker's Deluxe. 


“This 


turned them all down. He prefers | 
to carry on with his job in the. 


Empire Room, where he has been 
for 20 years, and do his “fun job” 
on the side. His only admission of 
fame is a joy in trading auto- 


graphed pictures with celebrities 


who visit the Empire Room. 


Robert’s personality so domi-. 
nates the printed page that little’ 


attention is given to the back- 
grounds that impart the feeling 
of elegance in each of his pictures. 


These are usually the paneled 
library or drawing room of some 


North Shore Chicago mansion. 


Recently, the locale has moved. 


outdoors and Walker’s De Luxe 


ads will soon appear with Robert 
serving on spacious lawns in front. 
of charming southern mansions of. 
the ante-bellum period. Most of) 


these pictures were made on lo- 
cation in Natchez, Miss. 


It takes from four days to a. 
week to locate a suitable back-_| 


| 
| 


isthe ‘Qe 
last straw!” an 


“The boss was in a rage when he found that 
second error in the same week on an invoice. 
‘Design me a simple invoice form that can 
be followed without a road map and does 
away with these fool errors, or we'll lose all 
our customers!’ he roared. So with our 
printer I worked out a simplified form on 
Hammermill Bond. Not only has the new 
form minimized chances of error, but we’ve 
found that Hammermill Bond takes 
printing, typing and erasing so much 
better, looks so much more attractive, 
that we’ve standardized 

our printed forms on it.” 


IT PAYS TO DO BUSINESS 
ON HAMMERMILL PAPERS 


Your printer can help you design efficient 

forms and prestige-winning letterh-ads. And if 
he suggests Hammermill Bond—a* thousands of 
printers do—you may be sure it’s the right 
paper for you. To obtain business printing 

on Hammermill papers, look for t!:e Guild sign 
on a printer’s window. Let it be your guide to 
printing satisfaction. Send for the {ree 
Hammermill Bond sample book and the 
idea-book “‘How to Design a Business Form.” 


Hammermill Paper Company, 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me-— FREE —the sample book of Hammermill 
Bond and include “‘How to Design a Business Form.” 


Position. 


| 
Men | 


(Please attach to, or write on, your business letterhead.) s4 9.14 
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Somerville Goes 
to Dodge in Big 
Sales Shake-up 


Detroit, March 11—Robert C. 
Somerville, general manager of 
Chrysler Corp.’s Plymouth division 
since 1945, was named today to 
the new post of v.p. in charge of 


sales for the Dodge division. He | 
was also elected to the board of | 


directors of Dodge. 


In another move in a drastic | 
shakeup of the Dodge sales de-| 
partment, L. F. Desmond was ap- | 
pointed general sales manager. He | 
succeeds E. C. Dodge, who has re- | 


signed to become a dealer. Mr. | 


Desmond was only recently pro- 
moted to sales manager for Dodge 
cars (AA, Dec. 22, 52). 


« Mr. Somerville’s appointment 
came as a surprise here, and was 
attributed in some quarters to re- 
ported dealer dissatisfaction with 
the 1953 models. To meet the un- 
rest, the company had previously 
restored foam rubber cushions and 
chrome trim as standard equip- 
ment, instead of as optional at ex- 
tra cost. 

No successor to Mr. Somerville 
at Plymouth was announced. 


Seek to Establish Private 
TV Ownership in CBC Area 


Permission to establish television 
stations in Hamilton, London, 
Windsor and Sudbury, all in On- 
tario, is being sought by private 
interests in Canada, contrary to 
the government’s policy of grant- 
ing licenses only in areas not cov- 
ered by Canadian Broadcasting 
Corp. 

The CBC board will hold a pub- 
lic hearing in Ottawa on March 27 


SEMINAR GUESTS—Among those attending the third annual 
TV seminar sponsored by WAAM in Baltimore were (left to right) 
Herman Cohen, v.p., and Ken Carter, general manager of WAAM; W. Bronk, president of John Hopkins University. 


Harold E. Fellows, president of National Assn. of Radio & Tele- 
vision Broadcasters; Ben Cohen, WAAM president, and Detlev 


to deal with these and other re- 
quests for TV licenses, as well as 
with several radio applications. All 
the Ontario TV applications are 
being made by interests now oper- 
ating radio stations. 


Thomson Buys 3 Weeklies 


Thomson Publishing Co., which 
publishes 15 newspapers in Canada 
and one in the U.S., has bought 
three weeklies in Ontario—the 
Brampton Conservator, Weston 
Times and New Toronto Advertis- 
er—from Charters Publishing Co. 
No changes will be made on the 
weeklies. Charters now will ex- 
pand its facilities at Brampton and 
concentrate its remaining publish- 
ing operations there. Charters also 
announced the sale of the West 
Toronto Weekly to Sam Wilson, a 
long-time employe of that publica- 


tion. 


National Nielsen Ranking of Radio Shows 
Week of Feb. 1-7, 1953 
All figures copyright by A. C. Nielsen Co. 


nt Homes* 
Seon Program Gee eda 5 tas __ (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,685) 


Our Miss Brooks (Colgate, CBS) 


People Are Funny (Mars, CBS) 


Suspense (Electric Auto-Lite, C 


Lux Radio Theater (Lever Bros., CBS) 
peteithe’ arate (Pullip SAMRAT DET +o seo oth wndnpes ens cores 
Godfrey's Talent Scouts hore baneee, CBs) 


Jack Genny (American Tobacco, CBS) 2.0... cece cece cece ten eee eeeceees 6,355 
Amos ‘n’ aaty i ee eo Uae hie sabi Kbbee sb ewensd hed kee ood ee 5,997 
Charlie MeCarthy Show (Mudnut, CBS) 2... 0. cc cece ccc cece eee ececeevees 5,729 


5,236 


PER Pe ee eee eee eee eee eee eee eee eee | 


Gene Autry Show (Wrigley, CBS) 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


1 One Man's Family (Miles Laboratories, NBT) ........ 0... ccc ccc cee 2,596 

2 rr ee OLE Le eka eb ep beds occ coe ntedeesgs car 2,462 

3 News of the World (Miles Laboratories, NBC) .........000..0066 ce uenuns 238 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,925) 
Romance of Helen Trent (Whitehall, CBS) .......... 066 ccc cee ee ew eee 3,580 


Arthur Godfre: 
Aunt Jenny (Lever, ) 
Arthur Godfrey (Frigidaire, 
Guiding Light (P&G, C 


Sweamwsauauney 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 


BS) 
Arthur Godfrey (Pillsbury, CBS) 
Wendy Warren & the News (General Foods, CBS) 


Arthur Godfrey (National Biscuit, CBS) 
CBS) 


Tee ePee eee eee eee eee eee eee eee) 


TR ee eee eee eee eee ee eee eee eee 


POP e eH Hee eee eee eet eeeeeeeeeeees 


COREE EEE EE 


1 True Detective Mysteries (Williamson Candy, MBS) ...........606ccceuee 2,999 
2 The Shadow (Sylvania, DA ee seeee a hank is bc ae (hdd eoweee ta he 2,864 
3 The Shadow (Wildroot, MBS) ctttretteeetereessseeeeeererseeeeeeees + QOL 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,566) 
Stars Over Hollywood (Carnation, CBS) ....... 066. c cece eee eens 2,909 
; Theater of Today Uigarrens, MD Sk whid oe 84d soe 000 0a KOM RKO 24 OU OREM 2,775 

3 ee Oe CUED GU TEED vo. veh bs tae ee ten pocn sd erenscoehvesensees A 
homes reached (‘‘Nielsen-Rating’’) may be determined by comparing the number 

a ee ae ith 24,756,000, the 1953 Nielsen estimate of total U. S. radio homes. 


ARB Multi-City TV Ratings 
Week of Feb. 1-7, 1953 


American Research Bureau 


Rank Program Rati 
1 1 Love (Philip Morris, CBS) ....73. 
2 Godfrey's Talent Scouts (Lever- 
Lipton, CBS) ...-cceceseveesceces 63.2 
3 Godfrey & Friends (Several spon- 
i Mn. on sec puhpestseatereds 53.4 
4 Texaco Star Theater (NBC) .......... 5L5 
5 You Bet Your Life (DeSoto- 
Plymouth, NBC) .........60eeeees 50.6 
6 Colgate Comedy Hour (NBC) ......... 50.2 
7 Dragnet (Liggett & Myers, NBC) ..... 48.1 
& What's My Line? (Ju on- 
Confer, GOB) coccococsscccscssess 43.0 
9 Goodyear TV oy, are 41.9 
10 Jackie Gleason (Several spon- 
GHB) cisccccvcrccsvcvcsess 41.5 


Homes 
Rank svogem (000) 
1 I Love Lucy (Philip Morris, CBS) ..44,660 
2 Colgate Comedy Hour (NBC) ...... 35,200 
3 Godfrey & Friends (Several spon- 
Se EE aoies dhe cadiades oaks 32,230 
4 You Bet Your Life (DeSoto-Ply- 
GUNN HD 4. b's darned a c¥6dkscde 29,210 
5 Texaco Star Theater (NBC) ........ 540 
6 Dragnet (Usgett & Myers, NBC) ....25,450 
7 Your Show Shows (Severai spon- 
Se ME Biba ssbe chess ¢. oth 24,300 
8 Godfrey's Talent Scouts (Lever- 
Sh Mn os cise cessseacaeda 23,530 
3 Goodyear TV Playhouse (NBC) ...... 310 


Jackie Gleason Show (Several spon- 
sors, CBS) 


Cee eee 


.| alternating 


BBDO, Biggest TV Time Buyer, 
Tells How to Buy on Limited Budget 


New York, March 12—Batten, 
Barton, Durstine & Osborn, which 
last year placed $26,500,000 in 
television business—-more, it be- 
lieves, than any other agency in 
the country—has some advice for 
a sponsor who wants to get into 
TV on a limited budget. 

Suggested short-cuts include: 

1. Buy programs on a limited 
network, covering the advertiser’s 
key markets. 

2. Buy Saturday morning time, 
which can be used to reach family 
audiences at half the nighttime 
rate. 

3. Schedule an alternate week 
telecast. 

4. Buy time between 7 and 9 
a.m. for “large audiences at low 
cost.” 

5. Buy market to market on a 


local basis. 

s As an example of a successful 
application of techniques three 
and five, BBDO cites the Hamilton 
Watch Co. series, “Your Jeweler’s 
Showcase.” The top 20 markets, 
accounting for 75% of the total 
number of TV sets, were selected 


3'804| for the alternate week film drama, 


in which the sponsor has the resid- 
ual rights. 

(As long as International Silver, 
through Young & Rubicam, was 
sponsor on the pro- 
gram, the two advertisers swapped 
closing commercials, thereby dou- 
bling their advertising frequency 
at no additional cost. The silver 
company bowed out after the first 
cycle.) 

BBDO’s experience with the 
medium also has convinced the 
agency that television can be used 
very effectively for the single 
market advertiser—even in cities 
like New York, where the local 
advertiser must compete with top 
network fare for the viewer’s in- 
terest and attention. 


® As cases in point the agency 
mentions Consolidated Edison Co.’s 
four-year-old program, “Weather 
by Wethbee” (WNBT), which is 
delivering viewers at a cost of 60¢ 
per 1,000. And the even older 
“Telepix Newsreel,” which the 
same sponsor presents twice night- 
ly over WPIX, daily except Satur- 
day. 

John K. M. McCaffery’s “Elev- 
enth Hour News” (five nights a 
week over WNBT) for National 
City Bank of New York was the 
highest rating (American Re- 
search Bureau) news program— 
network shows included—on New 
York television and reached view- 


ers at the lowest cost per thousand Olive St. 


|addition to hundreds of program 


of any TV news show in New York 
in January, the agency reports. 


® BBDO’s clients have been going 
along with the agency’s enthusi- 
asm for television, bought scientif- 
ically to meet the advertiser’s 
needs, and to stay within his bud- 
get limitations. 

In 1952 BBDO produced more 
than 600 film spots for more than 
40 clients and cleared 32,680 time 
slots for these announcements, in 


periods bought locally for every- 
thing from five-minute quickies 
to baseball double-headers. 

Twelve network programs added 
to this give the agency $26,500,000 
in TV billings annually. Two of 
the network attractions will soon 
be dropped from the list, however. 
The casualties: Lucky Strike’s 
“Biff Baker” (CBS-TV) and Cur- 
tis Publishing Co.’s “Keep Posted” 
(DuMont). 


ABP Publishes Lasser Piece 

A speech by J. K. Lasser, noted 
tax consultant, which was read at 
the midwest conference of Associ- 
ated Business Publications (AA, 
Jan. 28), has been made into a 
two-color, 12-page mailing piece. 
Entitled “Agenda: To Keep Busi- 
ness Out of the Doghouse,” the 
pamphlet can be obtained, at 
$12.50 per hundred, from Associ- 
ated Business Publications, 205 E. 
42nd St., New York 17. 


Mutual Sells Out Heatter 

American Home Products Corp., 
New York, has assumed sponsor- 
ship of the Monday and Wednes- 
day broadcasts over Mutual Broad- 
casting System of Gabriel Heatter. 
This gives the commentator a full 
house of sponsors. Time for Ana- 
cin and Bisodol was_ bought 
through Sullivan, Stauffer, Col- 
well & Bayles. 


UHF-TV Station tor Charleston 


Joe L. Smith Inc., operator of 
WKNA, Charleston, W. Va., has 
gotten Federal Communications 
Commission authorization to build 
a television station in Charleston, 
to operate on UHF Channel 49. 
Plans are to put it in operation 
some time this fall. 


CBS’ Drake Adds Sponsor 
CBS Radio has signed another 


advertiser—the Animal Founda- 
tion for Hunt Club dog food—for | 
the Saturday morning broadcasts | 
of Galen Drake, starting April 4. 
Moser & Cotins, Utica, N.Y., is| 
the agency. 


Opens St. Louis Office 
Kling Studios, Chicago, has 
opened a St. Louis office at 318) 


| 
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Bruce MacLaury, 
Bigelow-Sanford 
Ad Manager, Dies 


New York, March 10—Bruce K. 
MacLaury, 52, director of adver- 
tising and sales promotion for 
Bigelow-Sanford Carpet Co., died 
March 7 after a heart attack. 

A graduate of Union College and 
the Harvard graduate school of 
business administration, Mr. Mac- 
Laury was sales manager of the 
package division of American- 
Maize Products Co. and senior 
merchandise manager of Young & 
Rubicam before joining Bigelow- 
Sanford in 1943 


Louis Guenther, 
‘Financial World’ 
Publisher, Dies 


New York, March 12—Louis 
Guenther, 78, publisher of Finan- 
cial World for more than 50 years, 
died yesterday after a long illness. 

Born in London, Mr. Guenther 
came to the United States when he 
was an infant. He and his father, 
Otto Guenther, founded Financial 
World in Chicago in 1902. The pub- 
lication was moved to New York 
three years later. 

Mr. Guenther’s two surviving 
brothers are Rudolph Guenther, 
founder of Albert Frank-Guenther 
Law, and Otto Guenther, head of 
Guenther-Bradford & Co., Chicago 
agency. 


R. R. TRUBEY 


BALTIMORE, March 10—R. R. 
Trubey, chairman of the board 
of Universal Major Electric Ap- 
pliance Corp., died March 8. Mr. 
Trubey’s company purchased the 
range and washing machine busi- 
ness of Landers, Frary & Clark, 
New Britain, Conn., more than a 
year ago. 


JOHN J. BRENNAN 


New York, March 12—John J. 
Brennan, 72, oldest employe in 
point of service of Macfadden Pub- 
lications and first editor of True 
Story, died March 10. 

He joined the Macfadden or- 
ganization in 1899 as an office boy 
and became an associate editor and 
later editor of Physical Culture. 
During the past several years he 
served the organization in an ad- 
visory capacity. 


JOSEPH DE BOBES 


New York, March 12—Joseph 
De Bobes, 45, production manager 
of American Broadcasting Co.’s 
advertising and promotion depart- 
ment, died yesterday in Midtown 
Hospital after a long illness. 

He had been with ABC since 
1950. Before that he had held vari- 
ous positions with the company 
and with National Broadcasting 
Co. 


JOHN McKINLAY 


Cuicaco, March 10—John Mc- 
Kinlay, 78, former president of 
Marshall Field & Co. and board 
chairman of National Tea Co., died 
yesterday in St. Lukes Hospital. 

Mr. McKinlay joined Field’s as 
a cash boy when he was only 14 
and became president of the Chi- 
cago department store before he 
left it 48 years later. He served 
then as board chairman and chief 
executive of National Tea and was 
chairman of the Chicago Land 
Clearance Commission from 1947 
until shortly before his death. 


PAUL E. GAILEY 

Los ANGELEs, March 10—Paul E. 
Gailey, v.p. of Glasser-Gailey, died 
March 7 after a long illness. He is 
survived by his wife, Grace, presi- 
dent of the agency. 
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For full information about 
The Paul Dixon Show... 
Du Mont's high-rating, 
low-cost daytime buy... 


write or phone: 


D Mon TELEVISION NETWORK 


515 Madison Ave., N. Y. 22, N. Y¥., MU 8-2600 
or 
435 N. Michigan Ave., Chicago 11, Ill., MO 4-6262 


A Division of the Allen B. Du Mont Laboratories, Inc. 
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Robison to Albert Zugsmith 

Albert Zugsmith & Associates, 
Los Angeles newspaper, radio and 
television broker, has appointed 
Ashley L. Robison head of its ra- 
dio-TV department. 


PROMOTE YOUR FOOD OR 
DRUG PRODUCTS IN 
PEORIA, ILL. 


BY CONCENTRATING IN THE 
MEDIUM REACHING MOST HOMES 


THE JOURNAL STAR 


LINAGE TOTALS YEAR 1952 
RETAIL DRUG..... 499,468 


RETAIL GROCERS... 1,156,564 


Local Retailers responsible for these tre- 
mendous totals know, from long experi- 
ence, that consistent advertising in the 
Journal-Star is the only sure method by 
which they can inerease their sales vol- 
ume at minimum cost. 


d by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
. in all principal advertising centers | 


Fighting Spirit Starts Paying Off 
as Network Radio Catches 2nd Wind 


| By Maurine Christopher 
New York, March 10—Now that 
'they are accustomed to the idea of 


| 


executives recently re-inserted 
several big video markets in their 
program lineup for “Mr. & Mrs. 


having to live with television, the North” because they still want to 


radio networks are showing that 
they intend to give every medium 
—TV included—a real fight for 
‘every available advertising dollar. 

Though there are still wide open 
spaces in what used to be sold- 
out evening hours, there are signs 
that this rejuvenated competitive 
spirit is paying off for the net- 
works. New advertisers are coming 
'in, and former sponsors, who have 
| been spending their promotion dol- 


‘lars elsewhere in recent years, 
‘are returning to the fold. 

' Custom-made station lineups are 
‘available for the asking, but there 
has not been as much buying 
jaround TV markets as was ex- 


|pected in some quarters. Colgate 


sell shampoo and shaving cream to, 


the 30% of the population in New 
York, Los Angeles, etc., still loyal 
to nighttime radio. 


= At Mutual Broadcasting System, 
many of whose 250-watters are 
feeling absolutely no television 
pains, the station lineup for the 
average sponsored program is 
larger than it was last year. 

CBS Radio, down more than $9,- 
000,000 in 1952 (partly because of 
a rate decrease), still ran more 
than $11,000,000 ahead of National 
Broadcasting Co., the closest com- 
petitor. Columbia’s position as head 
of the field has never been chal- 
lenged since the network forged 


jahead of NBC through the now- 
‘famous Paley-led talent raids. 

There has been no silack-up in 
sales aggressiveness at this network 
where radio is operated separately, 
and everybody’s job, from the 
youngest salesman to the president 
of the division, depends on it. 


® At first reluctant to break 
away from the traditional sales 
forms, CBS is now offering its 
open time in more patterns than 
you'll find outside of a crazy quilt. 

There is the checkerboard from 
7 to 7:45 p.m., EST, weekdays 
which can accommodate three dif- 
ferent three-a-week and three dif- 
ferent two-a-week participants; 
this must be multiplied if any 
sponsor decides to pair up with 
somebody else. So far no takers on 
this one, which was announced 
early last month. 

The price for three shows wevek- 
ly is $20,900 (time and talent); a 
couple of years ago advertisers 
paid nearly that much in time 
charges for one half-hour pro- 
gram weekly. 
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Here are some figures that are hard to believe .. . figures you 
don’t know . . . yet figures you should know when planning 
sales promotions in these 12 rich North Central States. 


South Dakota ranks FIRST... 


¢ In number of CATTLE and CALVES per farm, January 1, 


1952. 


IRD 


In number of SHEEP and LAMBS per farm, January 1, 1952. 
In OATS production per farm, 1951. 
In RYE production per farm, 1951. 


South Dakota ranks TI! 


e In CASH RECEIPTS per farm marketings of livestock and 
livestock products in 1951. 


per farm, January 1, 1952. 


In CASH RECEIPTS per farm marketing of CROPS in 1951. 
In number of CHICKENS 
In average value of HOGS per farm, January 1, 1952. 
In WHEAT production per farm, 1951. 


AVERAGE FOR S. DAKOTA FARM 


$23,855 


inventory, January 


Value gross production of livestock, live- 
stock products, and crops on South Da- 
kota farms in 1951; 


and value of livestock 
1, 1952. 


S. D. Dailies are your best 
afford to settle for less? 


The Six South Dakota Dailies give you 85% 
coverage of all homes, both rural and urban! 
No other media gives this coverage. The 


buy. Can you 


ea) sate 
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Advertising 
Newest come-on at CBS is a 
weekend version of the checker- 
board, which is as yet unnamed. 
Advertisers may participate as 
time-about sponsors in a combina- 
tion of five, 10 and 15-minute 
news programs. The checkerboard 
plans, unlike other cooperative 
network sales arrangements, give 
the sponsor full credit on the day 
he carries the show, but he ro- 
tates in the various time periods 
with his co-sponsors. 


= “These combinations are de- 
signed to appeal to advertisers 
who are reaching for circulation 
rather than sponsor identification,” 
John Karol, v.p. in charge of sales 
for CBS Radio, explained. “We 
learned from television that pro- 
grams with an established audi- 
ence can do a selling job for sev- 
eral products.” 

One of the most encouraging as- 
pects of the situation—from the 
standpoint of the broadcasters— 
is the number of newcomers to 
the medium. Among the companies 
which CBS, in the past year or 
so, has talked into giving net- 
work AM a try-for the first time: 
Milner Products Co. (Robert Q. 
Lewis); I. J. Grass Noodle Co. 
(“Super Noodle Show,” going off 
soon) ; County Perfumery for Bryl- 
creem (co-sponsor of the Power 
Plan shows); Jules Montenier for 
Stopette (“What’s My Line?’’); 
Willys-Overland (the New York 
Philharmonic), and Kingan & Co. 
Kingan had done very little con- 
sumer advertising of any sort until 
it bought the Sunday afternoon 
recorded “digest” of Arthur God- 
frey’s daytime sessions. 


® Cadillac returns to the network 
ranks, after an absence of 17 years, 
March i5 with a 15-minute musi- 
cal broadcast featuring an orches- 
tra and chorus under the direction 
of Dr. Frank Black. 

Mutual Broadcasting System, as 
the lowest-priced network, has 
always kept its eye on non-users 
as well as users of the medium. 
However, its No. 1 client now is 
S. C. Johnson & Son, a former big 
spender on NBC’s radio network. 
The wax manufacturer came to 
Mutual in 1951 with $8,402 worth 
of business; by last year the figure 
had climbed to $2,050,194. John- 
son sponsors five five-minute news 
roundups daily on MBS. 


# Mutual’s client list shows the 
following names under the new-to- 
network-radio heading: Credit Un- 
ion National Assn., State Farm 
Mutual Automobile Insurance Co., 
A. C. Weber & Co. for Pfaff sew- 
ing machines, Naumkeag Steam 
Cotton Co. and Deepfreeze ap- 
pliance division, Motor Products 
Corp. 

Mutual has long since main- 
tained that it is the most “flexible” 
network—even in the days before 
that word became fashionable in 
network circles. An advertiser may 
take his choice of almost any 
group of MBS’ 560 stations. 

However, 95% of the network’s 
sponsors carry the basic group, 
which includes the large-popula- 
tion video cities. Most of the top 
Mutual shows have a station list 


‘|of well over 400 outlets. 


# In 1950 the average MBS spon- 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered By The 


QUINCY PATRIOT-LEDGER 

$156,101,000 Effective buying 
income 

$109,128,000 Retail Sales 

Quality of market index 124 

Advertise and sell in Quincy 


ASK FOR OUR RETAIL DISTRIBUTION SURVEY 
Natianally Represented by 


WARD-GRIFFITH CO. 


The Word Grtfith Co maintains affices 


"all grin 


pal adveriising centers 


e, March 16, 1953 
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Advertising Age, March 16, 1953 


sor carried 284 stations; by 1951 
the figure was up to 356, and in 
1952 it jumped to 406. 

“The world’s largest network” 
now has its cap set for a very 
special group of advertisers—those 
who spend all their relatively 
small budgets in magazines and 
have always considered radio too 
rich for them. Mutual salesmen 
point out to these business men 
that for little more than the price 
of one $50,000 color spread they 
can buy a 13-week, 15-minute 
mystery series on a hookup of 
525 stations. 

The world’s oldest radio net- 
work—NBC—is emphasizing the 
plus its sponsors get from the 
merchandising service inaugurated 
in 1952. 


® NBC has 12 fulltime merchan- 
dising supervisors stationed in key 
cities throughout the country. They 
visit retailers and wholesalers in 
their district to give extra point 
of sale support to NBC-advertised 
products. This is the largest net- 
work force of its kind. Mutual 
has two or three merchandising 
men on the road, and CBS and 
American Broadcasting Co. have 
none. 

Last year more than 50 adver- 
tisers utilized this NBC service, 
among them General Motors, Ar- 
mour & Co., Phileo Corp. and 
Campbeil Soup Co. 

A typical campaign starts at 
the conference table. Plans out- 
lined by executives of the adver- 
tiser, his agency and NBC are for- 
warded to the supervisors in the 
field. If the idea is to get chain 
store support for a special con- 
sumer premium offer, they con- 
tact executives on the list of stores 
furnished by the advertiser, ex- 
plain the local penetration of all 
advertising behind the product and 
urge the store to erect displays 
and to schedule tie-in ads. 


= Last week NBC signed Chevro- 
let as a twice-weekly backer of 
15 minutes of songs by Dinah 
Shore; this will be in addition to 
her two TV programs weekly for 
the auto maker. A first-time user 
of network radio on the schedule 
is Ex-Lax (“The Doctor’s Wife’), 
and _ International Cellucotton 
Products Co. (John Cameron 
Swayze and the news) started us- 
ing it again after a hiatus of seven 
or eight years. 

ABC, which like Mutual had a 
better radio year in 1952 than 
1951, has been attracting new busi- 
ness with its liberal contiguous 
rates which are applicable to non- 
contiguous time periods. Old Gold 
bought two separate 15-minute 
Sunday night newscasts—one fol- 
lowing Walter Winchell and the 
other following Drew Pearson— 
for the price of a single 30-minute 
period. 

Wine Corp. of America spon- 
sors four quarter-hours of news, 
Mondays through Thursdays at 
10 p.m., EST, at the hour rate. 


s Like its competitors, ABC has 
been making a strong effort to 
get non-network advertisers into 
the habit. American succeeded in 
the case of O’Cedar Corp., newest 
co-sponsor of the “Breakfast Club,” 
and Durkee Foods, which presents 
ten minutes of news at noon. 

First big break for radio at ABC 


ROCKY MOUNT 


NORTH CAROLINA 


sion of the merged American of the radio network, said. “With 


Broadcasting-Paramount Theaters our new programming, spotlight- 
was in the programming depart- ing the three basic fields of music 


ment. Now that there is money to|—dance, popular, and serious— 


for the audience and sponsors by network has achieved outstanding 


do it with, ABC plans to compete surrounded by news where this. 


revitalizing its program schedule. 
The first concrete step in this 
direction will come March 14 with 
the start of a music and news 
block for Saturdays, Sundays and 
Mondays. Singing star Margaret 
Whiting will be hostess for two 
hours of dance music on Saturday 
night. 


# Host Burgess Meredith will of- 
fer two hours of tunes from movies 


day. Emcee for Monday’s serious 
music block is Metropolitan opera 


where necessary. 

“The fields of music and news 
represent radio’s greatest strength 
and appeal to the audience,” 


and the Broadway stage on Sun-| 


recognition, we expect to build a 
‘natural audience following ABC 
'throughout each evening.” 


NARTB Promotes Treynor 


The National Assn. of Radio & 
Television Broadcasters, Washing- 
ton, has promoted William K. 
Treynor, assistant manager of the 
station relations department, to 
manager. Mr. Treynor succeeds 
| William T. Stubblefield, who has 


‘left to join Blackburn-Hamilton 


/Co., Washington radio, television 
/and newspaper broker. 


tenor Jan Peerce. ABC already 
has a solid news schedule on these Crouse-Hinds to Gale Benn 


nights, but it will be augmented 


Crouse-Hinds Co. Syracuse 
maker of flood lights and traffic 
signals, has appointed Gale Benn 
| Associates, Syracuse public re- 
| lations consultant, to handle com- 
|pany and procuct publicity. 


| 
| 


Engineering Corp. Merge 


Crosley Motors Inc., Cincinnati, 
which stopped making cars last 
year, has merged with Aerojet En- 
gineering Corp., Azusa, Cal. Gen- 
eral Tire & Rubber Co., Akron, 
owns controlling interest in both 
companies. The new company will 
be known as Aerojet General Corp. 

The Cincinnati division will 
make metal parts for jet assisted 
take-off rockets. Propellants for 
the rockets will be lodded at Aero- 


|jet plants in Azusa and Sacra- 


| 


mento. Ralph Jones Co., Cincin- 
nati, is the agency for Crosley. 


Hind Steel to Gottesmann 


Hind Steel Co., Union, N. J., 
producer of high carbon, cold 
rolled strip steel, has appointed 
Adolf F. Gottesmann Advertis- 
ing, Newark, to handle advertising. 


Autosphere Names Agency 
Autosphere Corp., manufacturer 
and distributor of automobile ac- 
cessories, has appointed Alfred J. 
Silberstein, Bert Goldsmith Inc., 


New York, to handle advertising. 


67 


since the network became a divi-,Charles T. Ayres, v.p. in charge Crosley Motors and Aerojet Maryland Dailies Boost Price 


The Times and News, Cumber- 
land, Md., dailies, have increased 
‘their home delivery price from 
30¢ to 36¢ a week. Sunday paper 
‘and mail delivery prices remain 
ithe same. 


-KGNC-TV Appoints Taylor 


KGNC-TV, Amarillo, Tex., has 
appointed O. L. Taylor Co., New 
York, to represent it nationally. 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 
CcOsT 

Sell the heart of the rich and prosper- 


ous Carolina market through its only 
newspaper—THE SALISBURY POST. 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Gritfith Co. maintains, offices 
in all principal advertising centers 


One of the nine LARGEST cities | 


in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffitn Co. muintains offices 


in all principol odvertising conters 


LIKE CALIFORNIA WITHOUT THE 
BILLION DOLLAR VALLEY OF THE BEES 


For complete co erage of the California market, you can’t afford to overlook the 
Billion Dollar Valley of the Bees. This inland area has more buying power than 
San Francisco and Cakland combined. So make sure your schedule includes the Valley’s 


favorite nev spapers . .. the M C 0 LATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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THE SACRAMENTO BEE « THE FRESNO BEE ¢ THE MODESTO BEE 
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Suggests Alternative ior 
Emery’'s ‘Free Man’s Way’ 

To the Editor: Carlyle Emery’s 
proposed campaign to “sell the 
American people on the free en- 
terprise system” (AA, Feb. 2) 
raises some puzzling questions. 

Who would expect a random 
sample of Chicago pedestrians, 
confronted suddenly with such an 
abstraction as “the competitive 
free enterprise system,” to give 
offhand answers that are either 
consistent or coherent? Let the 
same people sit down for a couple 
of days with a long list of concrete 
propositions bearing on the same 
subject, and you will come up with 
a rather shrewd idea of a practical, 
workable enterprise system. In es- 
sential principles, it will outline 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Nationally Represented by 


WARD-GRIFFITH CO. - 


The verd-Grttith Co mainzains offices 
' + tine pol cdvertisi 9 centers 


The Voice of the Advertiser 


This department is a réeader’s forum. Letters are welcome. 


the system we have now. Any di- 
vergences will tend to reflect (a) 
restrictions based on past abuses, 
and (b) compromises deriving 
from external factors such as wars, 
threats of war, and trade barriers. 

What’s Mr. Emery’s outline? 

Does he want to sell us some- 
thing we already have, something 
we want but haven’t yet been able 
to obtain, something so utopian 
as to be wholly’ unattainable, 
something so vague that every- 
body can agree on all of it, or 
something so specific that no two 
people can agree on any of it? 

If it’s a matter of selling us what 
we already have and prefer—why 
bother? \ 

If it’s a matter of selling us 
something different—wouldn’t it 
be best to spell out the details be- 
fore the product is packaged and 
labeled for market? 

By and large, the American peo- 
ple know what they like, like what 
they have, do not regard it as im- 
mutable or beyond improvement, 
and intend to retain their right to 
change any detail whenever inter- 
nal or external circumstances war- 
rant and permit a change. These 
are fundamentals that need little 
reaffirmation, and freedom of at- 
titude, freedom of choice, freedom 
to change are basic to any free sys- 
tem. They are specifics, and prac- 
tical freedom consists wholly of 
specifics: freedom of, freedom 
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from, freedom to. Freedom of com- 
petition hinges on freedom from 
monopoly. Freedom to cut prices 
hinges on freedom from fair trade 
laws; and freedom to maintain 
prices hinges on freedom from le- 
gal price-cutting. Each man’s free- 
dom is another man’s burr, and 
any workable free system is a com- 
plex of equitable compromises. 

Our American economy is prob- 
ably as free as it can be, with the 
world in its present shape. It is 
certainly the richest and most pro- 
ductive, the smoothest-working 
and most rewarding in the world. 
And “A Free Man’s Way of Life” 
is too splendid a phrase to waste 
in re-selling us something we al- 
ready have and like. It might be 
better applied in a crusade for a 
world economy based on the things 
that have enabled our own econ- 
omy to become great—elimination 
of trade barriers, a common cur- 
rency, universally applicable laws. 
What has been achieved once on 
a continental scale can be achieved 
again on a global scale. This is 
something that does need selling, 
even though it is an obvious de- 
velopment of our own economic 
foundation. It is also, very prob- 
ably, the essential prelude to a 
world federation, world citizen- 
ship, and the elimination of com- 
petitive military establishments— 
the final steps needed to set our 
economy,’ and the world’s econ- 
omy, free. 

If Mr. Emery feels the need of a 
crusade to occupy his unques- 
tioned talents, here is a more wor- 
thy and a more useful alternative. 
Why spend time praising some- 
thing already established in one 
area, when the market is world- 
wide and ripe for development? 
It’s a challenge that should stimu- 
late any good advertising man— 
and it’s in the American tradition. 

Davip R. Brown, 
Rochester, N. Y. 


Return of Questionnaire Is 
Answer to Billings Listing 

To the Editor: We notice in the 
list of agencies billing between 
five and ten millions, as compiled 
by you and published in your is- 
sue of Feb. 23, that the name of 
this company has been omitted. 

While it has not been our prac- 
tice in the past to submit our bill- 
ing figures for publication, we 
think this correction of such a list 
as compiled by you is in order. 


Puitie LuKIN, 
Vice-President, Lawrence Fer- 
tig & Co., New York. 


Lawrence Fertig & Co. was 
omitted from the list of agencies 
billing between $5,000,000 and $10,- 
000,000 because it did not respond 
to two questionnaires, and because 
AA did not believe it belonged in 
the group. In the absence of spe- 
cific information, we must per- 
force exercise our best judgment. 


New York Engravers 
Held the Price Line in ‘52 


To the Editor: Correction, please. 

In your comprehensive survey 
of the costs of advertising pub- 
lished March 2, 1953, you cite on 
Pages 40 and 41 (cost changes in 
1953) that engraving costs had 
advanced on an average of 10%; 
some as high as 16%. 

You do state the source of your 
information—from which locality. 
But, since you cite the statistics 
on the basis of national costs, there 
is a very serious error. 

In New York City over one- 
third of all advertising plates are 
photo-engraved and here, for the 


period cited, there was no general 


costs. 
Is not a correction indicated? We 
think it is deserved, for we have 
tried hard to hold the price line. 
And, against many pressures, we 
have succeeded. 
W. ARTHUR COLE, 
Managing Director, Photo-En- 
gravers Board of Trade, New 
York. 


2 ” e 
Hits the Spot 
To the Editor: The article on 


sue titled “Advertising: It’s Still a 
Bargain for Business” graphically 
demonstrates two points that we 
have been trying to prove for some 
time. It’s an excellent article and 
we wish to compliment you on this 
study. 

Could we have permission to re- 
produce the two charts, plus only 
a credit line, in a mailing to our 
clients and prospects? 

This subject is of interest to all 
advertisers and your charts present 
it clearly. 


Davin J. LEHLEITNER, 
Oakleigh R. French & Associ- 
ates, St. Louis. 


s s o 
Blows Off Steam, Feels Better 


To the Editor: We believe that 
sore day you will do an editorial 
entitled “How Assy Can Advertis- 
ing Get!” We believe, with most 
of the people in the advertising 
profession, that advertising can 
be improved and are doing our 
best to do it. Now along comes an- 
other example of advertising crap 
to convince the man on the street 
that advertising is just what he 
always thought it was—in this 
case, insipid—and by way of prov- 
ing the point to him one of the 


increase in selling rates or hour) 


the front page of your March 2 is- | @ ; 
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a small fortune on an idea older 
than the hills and as believable as 
a man from Mars. 

The so-called “one man agen- 
cies”—the medium and the small 
and even some of the large—have 
to sell advertising, the principle 
and the benefits of advertising to 
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the men and women who see ads 
such as this—men and women 
who couldn’t possibly be as stupid 
as the Rinso people think they are. 

We think that ApvEeRTISING AGE 
is doing a great job towards better 
understanding through their edi- 
torial columns and use this fact as 
our excuse to blow off a little 
steam. We thank you and we feel 
a little better now! 

JoHN H. McGulrIr_, 

John H. McGuire, Advertis- 

ing, St. Paul. 

P. S. We hate to keep this up 
but we must add that Rinso is 
missing a real bet in not publiciz- 
ing that their product not only 
cleans but, if our eyes are still 


country’s largest advertisers spends 


20/20, curls hair, shines shoes, ties 
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will rank 12th in 


May 10, 1953.” 
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‘and I predict Essex County, N.J. 


Sales Volume and 


9th in per capita income when Sales 


Management’s Survey comes out 
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ribbons, brushes teeth, etc. Per- 
haps renamed Dr. Rinso’s Elixir 
it could be bottled and go for 99¢ 
a unit! 

The Creative Man, in this issue, 
takes quite a different view of this 
Rinso ad. Turn to Page 78. 


« ” * 
Recalls T. S. Eliot's 
Inetfable Language 

To the Editor: I enjoyed your 
enlightening observations on the 
unprecedented use of ineffably in 
an advertisement for shirts. 

Following your empirical method 

of word-testing, I asked ten fully 
accredited admen for definitions 
of know-how, futuramic and fem- 
ineered. I’m sorry to report that 
none of them was stumped by the 
test. One of them had heard of in- 
effably. 

I think advertising is doing a 

grand job. 
JOHN YAEGER, 
Doylestown, Pa. 
P.S. Why didn’t one of your 
poetry-lovers come through with 
these lines from “The Naming of 
Cats” by T. S. Eliot? 

When you notice a cat in profound 
meditation, The reason, I tell you, is 
always the same: 

His mind is engaged in a rapt contem- 
plation Of the thought, of the 
thought of his name: 

His ineffable effable 
Effanineffable 
Deep and inscrutable singular name. 
° e 


* 
‘It’ Can Be Done 

To the Editor: I read it over and 
over, and I still don’t think you 
said what you meant to say. 

In your own ad in your own 
publication of Feb. 16 you start out 
by asking the reader if he ever has 
“diligently studied” an issue of 
ADVERTISING AGE far from the 
“madding crowd,” and then go on 
to define the “madding crowd.” 

And in the next paragrapn you 
state that most admen say “it” 
can’t be done. If I read the first 
paragraph correctly “it” is the 
act of studying ApVERTISING AGE 
far from the “madding crowd.” 
But Mr. Heiffel says that’s the 
way. he reads his copy, and your 
writer winds up by urging the 
reader to study ADVERTISING AG = 
at home. So we’re to assume that 
“it” should be done. 

I wonder what that advocate o 
clarity—ADVERTISING AGE’s Cre- 
ative Man—would have said about 
ADVERTISING AGE’s ad. 

RoBert D. Noro, 
Moline, Ill. 

What The Creative Man would 
say about AA’s circulation ad writ- 
er is unprintable. His lack of clar- 
ity is being corrected forthwith. 


® * « 
Finds AA ‘Must Reading 

To the Editor: May I compli- 
ment you and your organization 
on the Feb. 23 issue of your great 
publication, ADVERTISING AGE. 

Frankly, I have only read it with 
regularity in the last several 
months, but I now find that it is 
“must” reading in order for me to 
be properly informed. 

I like the page one box and look 
forward to seeing you top this 158- 
page issue. 

WALTER H. ANNENBERG, 
President, Triangle Publica- 
tions Inc., Philadelphia. 

* 


e 
Another Post Office Puzzle 

To the Editor: For _ several 
weeks you have printed articles 
about the Post Office Department. 
We thought that you had covered 
every angle, yet here is one that 
defies analysis. 

Because of a faulty stencil, last 
week’s ADVERTISING AGE arrived 
on Saturday instead of Monday. 
This week my copy arrived on 
time, but with the following nota- 
tion: “Advise correspondents or 
publishers of your correct address.” 


We can’t see why it takes five 
days for the Post Office to figure 
out that Evanston is not Avanston, | 
Ivanston, Ovenston or Uvanston. 
This may require further study. | 


J 


In the meantime will you please | 


fix up my address plate? 
‘Homer A. HASWELL, 
Evanston, Il. 
@ e e 
Ofters Suggestion for Better 
Parcel Post Handling 

To the Editor: As a reader of 
ADVERTISING AGE for many years, I 
have followed your very interest- 
ing articles on “How to Improve 
P. O. Operations” and you are to 
be congratulated on the good job 
you have done thus far. 

There is no doubt but the big 
shots in the Post Office Depart- 
ment don’t know what it is all 
about and I repeat, “don’t know 
what it is all about.” 

Former Postmaster Donaldson 
did very little to improve condi- 
tions and I doubt very much 
whether he had the opportunity to 
go “around and look things over.” 
All we heard from him was that | 
“we must increase the rates.” 
Never did he suggest or recom- 
mend new systems, new ideas, and 
so today, the Post Office must 
again increase the rates and if no 


- 


remedy is found or executed, the | those parcels, when each business 
Post Office will have to increase} house can be compelled to pur- 
rates every year for the next _chase a scale and secure the neces-| who have occasion to bring in to 
thousand years. 'Sary data from the Post Office and| the post office a parcel now and 
Why should the Post Office al-| deposit such packages already | then. But business houses which 
low or permit business houses | weighed and stamped? We do it,| have daily or even weekly mail- 
which use parcel post service every | hundreds of thousands of business | ings—why should they be an extra 
day of the week, to send their help | houses do that. Why not compel, by ‘cost to the Post Office? 
to deposit such parcels, unweighed | rules of the department, that all SAMUEL J. HANICK, 
and unstamped and waste the time | parcels must be brought in to the| General Manager, Hanick’s 
of the clerks to weigh and stamp! post office ready for forwarding? Display Center, Philadelphia. 


No, that rule cannot and should 
not apply to private individuals 


THIS IS JACK KENT—(Another W-G Salesman) 


John F. “Jack” Kent has been appointed Sales Manager of the Ward-Griffith Com 

and is now located in our New York Office. Jack has been Manager of our Detroit 
Office since 1944 after a previous selling experience of ten years in our Chicago 
Office. Jack was last year’s President of the Detroit Chapter of the American Associa- 
tion of Newspaper Representatives. Jack Kent is one of the members of the Ward- 
Griffith team, all members of which are constantly selling newspaper advertising. 
Newspaper advertising gets results. Buy newspaper advertising. 


Please note individual advertisements of our newspapers throughout this issue. 
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Bell Sound Systems, Inc., Columbus, Ohio 


| Spang manufactured by Bell Sound Systems, Inc., 
are too heavy and bulky to carry, and catalogs do not 
do justice to their beauty and sales appeal. Sales manager, 
H. H. Seay Jr., however, has found Stereo-}\ eAList indis- 
pensable in his sales contacts. He uses the R: AList both to 
photograph his complete line in full, natural color and 
three dimensions, and to take pictures of h 

REALIST pictures are the next best thing to displaying 
the actual product itself, because this pr 


camera duplicates exac 


Why not consider using the REALIST as a visual sales 


aid in your business ? C 


at lower cost than you now believe pos 
haven't seen REALIST pictures, ask your ca icra dealer or 
commercial photographer to show you som 
folder on its business applications write: 


COMPANY, 302 W. Co 


; distributors. 


cision-built 
tly what you see wth your eyes. 


hances are it will de the job better 
ble. If you 


Or for free 
MAVID WHITE 
2, Wisconsin. 


urt St., Milwaukee 


ars Cameras, Viewers Projectors, and Accessories are products 
of the David W bite ompany, Milwaukee 12, Wisconsin, 
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ST9IAS 
REALIST 


Silvrscreen (! =. 


NEW REALIST SILVRSCREEN 


Specially-designed for proper stereo projection. Elastic screen stretches 
absolutely flat, attaches easily to lightweight frame with Quick-Snap 
buttons. Surface is powdered aluminum bonded firmly for maximum 
reflection, Built-in tilt control directs reflected light to audience. Frame 
packs neatly inside attractive, tubular carrying case. Also available: 
54” x 59” floor model with adjustable stand, 
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Harry E. Waldron, v.p. and gen- 
eral sales director of W. A. Sheaf- | 
fer Pen Co., Ft. Madison, Ia., has 
retired after serving 39 years with 
the company. Mr. Waldron will re- 
main a member of the board. 


DAYTONA BEACH 
FLORIDA 


Florida's Year ‘Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


mer seasons now rival its Winters in | 


Retires as Sheatfer V. P. 


Acushnet Tries 


an Educational 
Ad Approach 


matching each one with a specific 
type of golfer. 


® Copy in the Post and Holiday 
offers the Titleist ball to “the ex- 
perienced player...who expects 
and can get the utmost from a 
golf ball.” 

The Finalist is claimed to suit 
the “better golfer with an easy 


New Beprorp, Mass., March 13— | swing” as well as the one “who 
A new approach to golf ball ad-| swings with more ruggedness than 
vertising will be tried next month | finesse.” Why? Because “it com- 


by Acushnet Process Sales Co. 
here, maker of Acushnet golf balls. 
Two-color pages in the April 18 


Saturday Evening Post and the 


June Holiday, plus’ two-thirds 


tourist £ popularity, |pages, also two-color, in News- 
123,000 effective buying in- 


2. Over 
come. 


3. Over 000 retail sales. 
4,A oo f market index of 127. 
5. 1951 to 


advertising 12,210,352 lines. 


week, The New Yorker and Time 
this spring will help the golfing 


reader choose the exact model of 
Acushnet golf ball best suited to 


SEND POR OOR ADVERTISERS’ MERCHANDISING PLaw is game. 


i 
Represented ty V. J. Obenaver Jr. ts Sachennvilie | 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Ca. maintains offices 
in all principal advertising centers 


This service, described as an 


| “educational selling theme” unique 
in golf ball advertising, is per- 


formed by describing the qualities 


presses easily and so is harder to 


damage.” 

Although the copy is delicate in 
describing the perfect market for 
the Bedford ball, it appears by a 
process of elimination to be made 
up of those who play less than a 
“better game” and with a lot more 
“ruggedness than finesse.” The ad 
points out that the ball “can take 
it” yet is “not a member of the 
‘mush-ball’ family.” 


= Acushnet bails are sold only in 
|e shops. Copy further suggests 


of Acushnet’s three models and'that the reader huddle with his 


says E. C. 
Sales Manager, Dodge Div., Chrysler Corp. 


Dock, 


“Lots of folks sent me congratulations when the sensational new 


53 Dodge was introduced. One I enjoyed most, and remember 


best, was this plant. It fits perfectly into my office.” 


There’s a place for a plant in every man’s office! 


Yes, a plant combines th 
and originality in a prac 


you leave an impression 


And whenever you have 


whenever you want to sa 


Say it 


oughtfulness 


tical way. 


When you send it as a business remembrance, 


that counts. 


anything to say to 


business friends... plants or flowers 
say it properly. On opening days... on 
special events... as a “thank you” 


for the order... what ever you want to say... 


y it... 


with 


Howers -By-Wire 


F.T.D. means: Frorists: Tetecrarn Detivery ASSOCIATION 
Headquarters: Detroit, Michigan 
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oe. the 3!2 Million Golfers | 


who plan to take five strokes 


off their scores this summer 


KS 
~ 
ol i 
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one of ¢ 


{ i which we beleve 
ace the on'x places golf balls should be sotd. 


served player | 
“8 a lot of fiquid, ower 
tte 


very excellent reason 


utmost from « yort halt, 


Oe 
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with an easy 
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a the wolter oho se nge 


with more ruggedses that 


fnesse because, when hut, it 
compress camiy and so iv 


For thease whe wank a bet of gerd geil ot @ thrifty price, we 
revemmend ver Green Kas and car Finnaxte 


pro to select just the right model. 

The ad winds up with a little 
glimpse of heaven—promising that 
if the reader will trouble to select 
the right Acushnet ball for his 
game, “you’ll cut those five strokes 
off your game sooner...” 

This spring and summer cam- 
paign is the heaviest concentration 
of consumer advertising Acushnet 
ever has placed. A full schedule of 
ads in trade publications has been 
set to inform the pros of their new 
responsibilities. 

H. B. Humphrey, Alley & Rich- 
ards, Boston, is the Acushnet agen- 
cy. 


Denney to Samuel Croot Co. 


Jack T. Denney, formerly with 

Warwick & Legler, has joined the 

copywriting department of Samuel 

Cront Co., New York. Mr. Denney 

- one time was with Donahue & 
oe. 


We Have No Crystal Bail 


We can't tell you which of these bails wil 
make you the here af the rgth hwle — dur 


of them is the ball you Or you mighe sok the ten [fg ‘ 

“4 thonkd tee wp top players at your course |! 9% 5 

te what they play. You'll be ye : 
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%, The thing tw ge inte 
4 a huddic your Fro io 

you start on 

/ the Acus er FO. 

\- Then play 4, play i far two or 


thre rounds and dy 


here, we think, are four 
* 
© why you should play 
one of these three fa- 
mous topep rade Acush 
pet bails this coming 


4. More and more Acushnets are bought and 
plaved every year. 


These, & seerme fo us, are WE @ 
pretty good nasan= for vou 1 
’ ; ee 


to try an Acushnet. 4 


tang fe = ” 2 
bi vad sutprsed to find wut how 
wih your Be 


many of thers ate, Acushrat fans. 
this vear am’ setrie 


heet thare & ¥ 


Good Golfing to You 
Hawing read this tar, we're pretty sure you'll 
try the Acushnet built fer you. If you do, we 


The Acushnet Titlest t+ a me of the really tremencvusiy pleased beliewe you'll out these five strokes off your 
‘ ony ae wes ‘ 
home -ciuy f pericsl of years, ot well, wel be wery much surprised. game sooner and good golfing ty you! 
has beer the fe inajerity of the j 
, J ir T PROCESS SAGHt COMPARE 
Pros play ing ey Tosrarents Why Acushnet Anyway aeunaar reeds 


That's « fait question. There are a number Rly FO anions Pract Sie 


ACUSHNET 
GULF ALLS, 


SOLO THE WORLD OVER Trew Fao SHOPS emir 


SOUNDS MIGHTY GOOD—H. B. Humphrey, Alley & Richards, Boston agency, has 
turned out this highly appealing magazine copy to sell golf balls this spring for 
Acushnet Process Sales Co. 


7 to Laughlin-Wilson-Baxter 


Laughlin-Wilson-Baxter & Per- 
sons, New York, has been ap- 
pointed to handle advertising for 
Giles Drilling Corp.; South Amer- 
ican Minerals & Merchandise 
Corp.; Council on Student Travel; 
Camille Specialties Inc.; Foley 
Bros. Inc.; DeLong Engineering & 
Construction Co., and Williams- 
burg Publishing Co. Camille Spe- 
cialties, New York, maker of Run- 
R-Stop, used to stop runs in ho- 
siery, previously was handled by 
— Advertising Agency, New 

ork. 


Butler Joins Osborne Co. 


Robert L. Butler, formerly an 
account executive in charge of 
the industrial division of Rollman, 
Peck & Rittenhouse, Cincinnati 
agency, has been appointed a dis- 
trict representative of Osborne Co., 
Cincinnati maker of advertising 
| calendars. 


“a 


te 


sso onvuyvouwnwun 


FO. m™ TP aA S&S LO Re Pe 


~~, 


~ ~~ = | be TA Of oe 


= ce 3 _ he . ~ oo - fs Cpe: Ae. eee? A ee ina — © ey rae 3 ST Th, ce Se 2 ae Seg fa Sr a Be ty fa Ge eee > ee Se eee AS LA a me mr pie CFS oa Cees faery : ieee ee ss Oe a ee a a Le. SS ene pe. Wei Ramee oA 
ee des Gy pe HO SIs : PMP RT en ; ee on Fs ae 448} pee I . a : ok ; Ges ar = oy et 2 a ie Yate tae oe teats ee ERs oF Saeh a a = Reo AS ea Oe eh er * Ey ee eee es 
5) Aa ae pelt: ah im Me eee ee, ik § ae so ete ct Peer gst ep or td, Ne eens Re Vere ao es) s Car meee x | ete a caer eg So \ co? eam cad Po RET Cs on a Ma alias” Ameer e Sete NN act ae mr Y 
ae Se oeece Wiens = we ERE eS . pO aimee Chee |G Ara ge semabe i 38 AE te oe See ets er ae WLS Src Re mn aun ee Salar bed ao nee aa Sa ae gee Saat a ene Eats ee oF i ie Sesion ary aa ae 2 a. ae 
ee oe ee et ee ee i oe a 
atclt Cia, aroma ; ated ene RRS eso pai Meme cr. poe ents I a eae ae ee ras Di Rees: ca: Se os 0 NEN Ege? paki MR Cec hens ow Mee ee ey Pam one, 
oe eae ot ; he 5 SS eens ; Rivers: es oy ‘ Ee gly =< Seat gy 3 he Byte ae aE iene ae ea ee btn Sleaee Ray: os BS 4 “age a er aS OS, 
oe, @ * , - és : ° ’ R ; 3 TI og ON ON LTE ee “— : Jia 5 
songs eT. eT a 2 eee 
ene “s , 
ae 70 ee mm 
| Lal Tc 
; | } ou 
- ] 
“3 
3 | a to 
5 RE TR TSE ORE ETD | : - = am 
| syl 
c we 
tou 
Pe 
: sta 
1. Daytona Beach is an unusual test 4 tor 
market; its thousands of visitors 
come from all over the U.S., Canada, | [iI | 
Scoememimmmencnsitia metic Lip, See | aaa [a 
: the 
: 4 Co 
oe , 
‘ci “s ie the 
ae Po - : ™ — | 
eo = ; Sal 
ae The W ortd-Famed Titleist me 
= p * Ov 
soa ae 
ate ; © 
oi re tr 3s ee ] 
ates which  wund at very w ‘ © 
a) nveard Dynamine Dbread. The Tirie 5 
oe Sn EA ’ ou 
| 4G x roade “Ft is designed spec dically for the poite ; ‘ : sy 
pease Res Ooi 2 ye 
jee \) ° eH; * 7] . meres DSi; (peu py 
me . [ En Oo ed Receivin is Piant Wes ‘ay ; ts 
ae Se — SY z.. 
ore —_ eee = ne 
. | ai 
Lem ; 
vA ‘ ee } 
alee a ‘ VG es of 
e ' my t i . , 5, 
oe > “A a = P 
; rs . 4 Pr 
a \ ‘ ; + 4 
eer . : ; to 
I a q « ‘ _ 
5 * " * _£y 
x " és ee ; si J zs 4 4 , ooo 
roy ; Saw i % 4 239 } tr 
a - soo a ® <i - % 
ieee i: eae th eR a ele rae C e Aone { . 
ge i rake ee! em aad - as met Sheen” 4 
a Be pes , ae ee fe pA al : en ay { 
A tits eee nee ee hl arene er OS ee i one pes ‘ 
Pa aa ve ig oe eee a eRe a at ¥ ap a, FS wes, ect laa - ‘ 
ied ae es Rice ‘ i 2 Tas ‘ ‘ w : aoken Le m =F d a 
3 oe ers gr Pee eee ican, ell « — F F aca ; Rise em se f 
3 ' Fy : s z. * Y SS Sie eae >» 4 a aie Cae ’ } 
esi fire eles oS), ages See < Se ee th 
; eh Sha e ih? cay fs Neila ie + eat > Ee 5 it oe oie pe A ‘ 
sige Sarre? ae Bee oe eee kd. ee. oe : F m 
a ee She tae epee : et ae Editi. m4 mis aN ee oa a eae 
toa Pee . eon Foe ae at 
ee eee ee... g & ys a eae 
8 . “Seer. eee oe ore ad 
: : va eamecamete 0 es cea . al 
3 fale Se erator 8 ie Ee ea i shee 
ees eee ey pe —_ 
ae ae oa Pi en ee ) 
one see ihe oy Le Lak sae ae 
ERTS eae eae os ae Ay 
ia i ere 7 as. ‘ ees RIM, c. aoe ae : 
sien: ee see ew eae ees eae 
ay eshte ae. etek eee 
2 ig Base” } se digas «| AMAR asa a eg mn A mea 
ate 28 fen tee We Gar herr mowers Sa 35 . “3 
cokes. : ‘ 2 
oe 
: om . : Pe ati Le pene ye Meat: : 
Sao “es he %. Pe ad ) ‘ ‘ nee sae Pre bey aoe a 4 ‘ei a is 17 : a 3 
| : os i 2 pa : es eee oo ii 2 ae = 
a PE Cjfpfpihitl (/ VLA, : 
= \ ; j Pe 2 a ye Beane ot E Sage. A Fas at ; eae eats Me ess 
Cae pe ee ee ts 4S ame Ti Ue ca ety: ‘ sae ey Pde : 
a ay Ro eke ; OE A ee ce es NC ae eae et 5% 
indy J eas : A sum msnea 4 - — Fe ee se i : rs 
Suh Pass Se oe ge Mint se A Pee 
‘ ‘ Cte Pee ss : . 
oF % ss o ‘Sale Cortes oh: eat See Oe Me nn en j fy 
f : » — > wer F 
é od nes 
° 4 ah.. f 2a ae , 
, os : we tmi\ « oe oe ae : 
<LEGRAP 2 a ee. Be - - y M = 3 ; 
te * 4 be »@\ 4 = : 
oy O. oe ee — ~ 4 bi: 
& oe . . z2. ., : ’ 
, fe) a sdeaat m y ; 
— fF rem! ee i. Seaehe ae ie Fart eae, whee mn pk i eS i s x ' " 
a Send Flowers TU SOUTH DEARBORN STREET; CHICAGO 5 ©=—-HArrison 7-5305 
Poorice Me a 5; 1 yale ge Sandie awe & ge eal Fie een <ve Se ea : 
a LR ad ee re ee fel 3 pe ee # es 2 ne wae eatin tar PA { 
; TERFLO ; «HME 1892 i 
pe 5 i : 5 eek St ae apie eis a i | 
| 
f Me Pe 2 * : 4 a et bers ‘, bs ex : +e mee ee aad a4 bet a oo aM he : 4 i ee eC 
: “ tc ae, : ee eight & eet “ 4 é "x Se yy" Z 3 iy ae Ry Ma te pace en Ping ie ee Bs Be oy - bee oR Tt a ee = iF Yrine yp * ae ? : r Bran ave. Coa Fe 


ace ‘ 


953 Advertising Age, March 16, 1953 
Tourist Committee —_| Fieldcrest Campaigns Saginaw Steering Divisionof GM Opens an nas Seon added to the 
. Four-color pages for Fieldcrest |agency’s art staff. 
Urges Pennsylvania Mills’ Vicara-Blend blankets, made Magazine Campaign Via D.P. Brother | 


to Hike Ad Budget 


HarrIsBurG, Pa., March 10—The | 
amount of money that tourists and 
vacationists will spend in Penn- 
sylvania in the coming year may 
well top the $1 billion mark, the 
tourist advisory committee to the 
Pennsylvania Department of Com- 


by Marshall Field & Co., will run 
in the April issues of House Beau- 
tiful, House & Garden and The 
New Yorker. A companion one- 
column ad on the facing page will 
appear with the House Beautiful 
insertion. The one-column dealer 
ad alone will appear in April in 
the Ladies’ Home Journal. Calkins 
& Holden, Carlock, McClinton & 
Smith is the agency. 


Detroit, March 1)-—D. P. Brother 
& Co. has been appointed to han- 


dle the power steering advertis-_ 


ing of the Saginaw Steering Gear 
division of Gener! Motors Corp. 
The appointment was announced 
by W. H. Doerfner, general mana- 
ger of the division. last week. 
Campbell-Ewald Co. 


which Saginaw people describe as | 
“the new symbol of safety for the 


modern driver.” 


All copy will be built around 
“feather-touch” steering that “re-| 
tains the feel of the road.” 


~s Other units in the initial cam- 


You Can't Miss With 
THE GAZETTE 


in Haverhill, Massachusetts 


formerly | paign are Farm Journal, with two- 
‘color copy in April; Farm Imple-}| 
ment News, and Agricultural En-| 


George McLaughlin, 
Advertising Manager 


"=. | merce has declared in asking the 
« state to allocate more funds for| Rosewin Appoints Sterling 


handled this division. 
The company is the world’s 


ty 4 tourist and travel advertising. 


In fact, five members of the 
committee meeting here attacked 
the State Government Survey 
Committee for failyng to bring out 
the tremendous effectiveness of 
the tourist advertising program. 

The group met here without the 
sanction of Department of Com- 
merce officials because of chagrin 
over the survey committee’s re- 
port on tourist advertising. 


ws At present, the group pointed 


Rosewin Coats Inc., Kansas 
City women’s coat manufacturer, 
has appointed Sterling Advertis- 
ing, New York, to direct its ad- 
vertising. Tentative plans call for 
four-color and b&w pages in wom- 
en’s magazines and business publi- 
cations as well as direct mail and 
point of sale. 


Forrest Joins Calkins & Holden 


Buella M. Forrest, free lance 
copywriter, has joined the Los An- 
geles office of Calkins & Holden 
Carlock, McClinton & Smith. 


largest producer of steering gears, 
according to Mr. Doerfner, who 
said more than a quarter of a mil- 
lion motorists are currently using 
the new Saginaw Power Steering. 

Saginaw will promote the use of 
its steering gear as a safety factor 
on all makes of cars. The campaign 
will begin in Life March 16 and 
The Saturday Evening Post March 
21 with two-page units of which 
the left pages will be in two colors. 
Art treatment will feature a giant 


’| “S$” formed by a curving highway, 


gineering. Automotive publications 
on the schedule are Automotive In- 
dustries, Automotive News, Motor, 
Motor Age and S.A.E. Journal. The 
truck field is covered with Com- 
mercial Car Journal, Fleet Owner 


and Transport Topics. 


Two Join Frederick-Clinton 


Philip J. Berman, formerly with | 
Frederick-Clinton, New York, and 
the advertising department 
Gimbel Bros. department store, 
has joined Rockmore Co. as pro- 


will furnish ef- 
fective merchan- 
dising help for 
your product with the HAVERHILL 
GAZETTE and its 100% coverage 
of Haverhill, Massachusetts trading 
“zone population of 104,479. 

Request more facts. It pays to use 
| the Gazette. 

Nationally Represented By 


WARD-GRIFFITH CO. 
he Word-Griffith'Co. maintains offices 
in all principal advertising centers 


out, the tourist business in Penn- 
sylvania is about $800,000,000 a 
year. The state last year actually 
spent a little more than $60,000 
for space and production costs in 
national and out-of-state newspa- 
pers to bring in more than 110,000 
direct inquiries. 
, “Based on 2% or 3% of returns 
of coupons, between 3,500,000 and 
5,000,000 persons yearly have been 
influenced by messages telling of 
Pennsylvania historical sites and 
tourist attractions,” the group said. | 
Total expenditures by tourists | 
—_— and vacationists make this indus- | 
r 5 try the ninth largest in the state, 
the committee pointed out. 
ap- h “This tourist advisory committee | 
for believes a potential billion dollars | 
er- , a year stimulus to the Common- 
4 wealth’s economy is so important 
vel; that an even greater promotional 
ley effort should not only be recom-| 
mended, but should be considered | 
essential,” it declared. 
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‘ Aiamen... Agency Men...Sales Managers... Merchandising Managers...Salesmen... 


see perenne 


Plan to Attend the 7th Annual 


-POINT-OF-PURCHAS| 


a 


ho- s In addition to the newspaper 
by and advertising program designed 
lew to bring vacationers from other 
states, the commerce department 
also has initiated an in-state spon- 
sored advertising campaign in co- 
operation with the Pennsylvania 
of Newspaper Publishers’ Assn. This lS 
program involves expenditures for Ms 
lis- production only and is designed to * 
Co., encourage Pennsylvanians to see : 
ing and vacation in their own state 

first. Last year more than 100 
— newspapers participated. 

At the meeting were Franklin 
Moore, managing director of the 
Penn Harris Hotel, Harrisburg; 
Henry M. Scharf, owner of the Ho- 
tel Gettysburg and the Gettysburg | 
Times; Richard B. Maxwell, sec-. 
retary-manager of the Pennsyl-_ 
vania Motor Federation; Jack) 
Schropp, business manager of the 
Lebanon Daily News, and Theo- 
dore A. Serrill, genera] manager | 


THE ONLY NATIONAL EXHIBIT 


of the latest and best Window Displays and Store Displays of all types... from all 
sections of the country. Save your time —see the many new and ingenious devices for 
increasing sales ALL IN ONE PLACE —AT ONE Time! 


TUESDAY, MARCH 31ST — 10 A.M. ~6 P.M, 
WEDNESDAY, APRIL 1ST — 10 A.M. — 8 P.M. 
THURSDAY, APRIL 2ND — 10 A.M. — 6 P.M. 


FREE EXHIBIT HOURS 


(1) POPAL Annual Symposium-Luncheon: — Barton, Durstine & Osborn, New York. 
in the Palmer House Grand Ballroom, Panel includes six of the nation’s top sales 
Wednesday noon, April 1, 1953. Prin- executives. 

cipal speaker will be R. H. Whidden, Vice = (3) Merchandising Forum, Thursday, April 
President in charge of sales of W. A. 2nd, at 9:30 A.M.: — Moderator: Miss Jean 
Sheaffer Pen Co. His topic “The Point of Rindlaub, chosen “Advertising Woman of 
No Return”. An inspiring message—bosed the Year’. Panel includes six women mer- 
on a wealth of experience. Valuable door chandising executives. 


prizes. All over at 2:30 P.M. (4) “Hall of Fame” Special Exhibit: — Amer- 
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of the PNPA. PA * (2) Merchandising Forum, Tuesday, March ica’s most successful displays, selected for 
7 v4) ces 31st, at 9:30 A.M.: — Moderator: Ralph the outstanding job they have done in 
Carborundum Promotes Two ‘ ge ei Head, Merchandising Executive of Batten, retail outlets for consumer products. 4 
Herbert P. Dales has been pro- y UGE CCC Te ee De 
moted to sales manager and Carl é ; Caer is eihycenprine,” hala Re ae : 
L. Adelman, assistant sales man- ae 
a ager of the coated products divi- “# Ad 
sion of Carborundum Co., Niagara oe . 
6 Falls. Mr. Dales has been assistant A ¢ . r "1 
manager of the Chicago sales dis- ce THIS ‘ORDER OUR WEEETS 
trict. Mr. Adelman, who joined the oe , £ , a. TRS SperOe ad , alice ht eae NOW! 
r company in 1930, has been selling | seas ud pseesebdésecssooenoesoobeosenbacnonengesagheseeseteTeln 
5 = «CORRES. SEER YES CREEVERY. sta > POINT-OF-PURCHASE ADVERTISING INSTITUTE, mec. : 
: % a 4 gi > «16 EAST 43RD STREET*NEW YORK 17,NEW YORK =: 
ELIZABETH giget a 2 GENTLEMEN: Please send the following tickets : 
wis + ____April 1 Symposium Tickets, including Luncheon ot $6.50 $ 
bus ete poss ty ‘a 4 ict e Pe aati ° eoch. Polmer House Grand Ballroom. My check is enclosed. 
me eee ts dominated by — ee ga® - : FREE Tickets for admittance to Exhibit of Point-of-Purchase : 
ELIZABETH DAILY JOURNAL Tha : ; Good oll three doys — March 31, April I ond : 
There are approximately 900 di- sia § 4 ‘ ; : 
versified industries in the Elizabeth * NAME TITLE : 
Journal trade area who employ over : COMPANY : 
69,000 workers. Over 277 new in- : : 
dustries have located in Elizabeth + STREET. : 
during the past 5 years. > cry. ZONE__ STATE : 
Represented Nationally by 4 $ 
WARD-GRIFFITH CO. 
Sie Weald is. ceabiliated ates. THIS ANNOUNCEMENT SPONSORED BY THE MOUNTING AND FINISHING MEMBERS OF THE POINT-OF- PURCHASE ADVERTISING INSTITUTE 
in all principal advertising centers 
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Information for Advertisers 


No. 4599. Los Angeles Market 
Analyzed. 

From Station KNX comes a new 
“Study of the Los Angeles Market,” 
which tells how the city has been 
Suilt out, instead of up, so that 
the metropolitan area is approxi- 
mately the size of the state of 
Connecticut with the result that it 
is a highly decentralized market of 
suburban shopping centers. It goes 
on to explain the importance of the 
automobile in shopping, the rise 
of the supermarkets, the trend to 
self-service and the 12-hour shop- 
ping day, and shows how these de- 
velopments create unique selling 
problems as well as opportunities. 
Brief media data and some case 
histories round out the picture. 


No. 4603. The $3 Billion Pit and 
Quarry Market. 

“Pit and Quarry and Associated 
Industries” is a new market and 
media data brochure offered by 
the publication which provides 
basic data on the production of ce- 
ment, lime, asbestos, gypsum, as- 
phalt, sand and gravel, etc., plus a 
breakdown of the many various 
types of equipment which the pro- 
ducers must buy. Media data and 
marketing maps add to the utility 
value of the brochure. 


No. 4610. $1 Million an Hour Mar- 
ket. 

Telling how the foundry indus- 
try spends over one million dollars 
an hour for materials and supplies, 
plus two millions a week for cap- 
ital investment, Penton Publica- 
tions offers a new market and me- 
dia file, “This is the Foundry In- 


ings make for quick understanding. 
Market analysis and circulation 
'data are provided, and the numer- 
ous merchandising and sales aids 
offered by Foundry are explained. 


No. 4604. Hundreds of P-O-P 
Ideas. 


From W. L. Stensgaard & As- 
sociates comes an exhaustive study 
of point of purchase advertising, 
entitled “Merchandise Presenta- 
tion.”’ Containing hundreds of il- 
lustrations, the book shows the ap- 
plication of silk screen, papier 
mache, wood carvings, bas relief, 
mounted game birds, plastic, glass, 
latex, color transparency, fluores- 
cent plastic, polaroid, flocking, etc., 
to the creation of all manner of dis- 
plays for all kinds of products and 
purposes. Breaking down point of 
purchase functionally, it groups 
illustrations under general head- 
ings of merchandising, windows, 
interiors, travel displays, depart- 


mental identification, spot dis- 
plays, demonstrators, counter dis- 
plays, departmental selling dis- 


plays, identifier units, industrial 
and convention displays, theatri- 
cals, with additional sections on the 
services of the company. 


No. 4606. Study of Heating and 
Ventilating’s Editorial Content. 


The Industrial Press offers a new 
brochure, “The Editorial Content 
of Heating and Ventilating’ which 
shows how the publication covers 
the fields of heating, ventilating, 
air conditioning, plumbing, piping, 
industrial refrigeration and air 
sanitation as applied to buildings, 


dustry.” It presents a detailed 
over-all picture of the industry in| 
which scores of photos and draw- 


tells who the readers are, and ex- 
plains how and why the material 
is prepared and presented. 


Note: Inquiries for the items listed above will not be serviced beyond April 27. 


CL COQUYON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., Apvertistnc AcE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


errr ee 


per line. Add two lines for 


HELP WANTED 


I THE Apvertising Marker PLace 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 3@ letters and spaces per line; upper & lower case 40 
number. Deadline Wednesday neen 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


a a 


HELP WANTED 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 
PROMOTION MANAGER—Midwestern 
agricultural publishing company with 
seven publications needs young man with 
experience in visualizing and writing pro- 
motion, involving direct mail and publica- 
tion campaigns. Office management ex- 
perience, including classified advertising, 
promotion, and list handling very desir- 
able. State age and experience and salary 

desired in first letter. 
Box 5603, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2.0115 Chicago 
COPYWRITER (young, male) sought by 
small 4A agency in healthful southwest. 

warm, sunny winters, other Sunland 
health advantages (‘for yourself and/or 
your family) outweigh greater financial 
rewards of big eastern and midwestern 
cities—here’s real opportunity in small, 
friendly city for right man; hard worker, 
preferably under 30. Must be successful 
copywriter with some varied experience 
in planning, producing advertising. Good 
chances for advancement with growing 
agency. Earnings here are modest but 
adequate. Staff knows of this ad. If in- 
terested and qualified, write fully to 
Dan White and Associates, El Paso, Texas. 


Mag NOVO 


seeks the best 
ADVERTISING MANAGER 
in America 


As prestige leader in the TV-Radio- 
Phonograph field Magnavox is iooking 
for a top drawer advertising executive 
to take advantage of this unusual op- 
portunity. The man we require is crea- 
tive, articulate, personable. He can in- 
itiate, judge and sell a program, ad- 
minister the budget, win approval of 
the Magnavox organization, as well as 
the leading stores in the country who 
deal direct with us. 

He has the youth and vigor of a chal- 
lenger—and the judgment and bal- 
ance of a champ. Salary and bonus is 
commensurate. 


Department F 


BARNARD 
A service or employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


Publisher of three established trade pub- 
lications seeks space salesman for New 
York metropolitan area. Will pay salary 
plus commission for exclusive services. 
Give references, experience, etc. 
Box 5624, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St. Ha 17-2063 Chicago 


POSITIONS WANTED 
ADVERTISING MANAGER AVAILABLE 
Now with largest company in small time 
field. Exp. direct mail, publications, cata- 
logs, customer contact, sales helps, con- 
ventions, sales meetings. Also exp. direct 
and retail selling. Even temperment. 
Young - yet work history antedates gravy 
train. Earning $7500. 

Box 5620, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
PUBLICITY - Young woman, personable. 
Interested in learning field. Willing start 
very low salary. New York City. 

Box 5617, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


Young man with 5 years’ experience in 
production of large, well-known national 


trade magazine desires similar position 
with consumer or trade paper or produc- 
tion work with advertising agency. 3 
years in present position as production 
manager gives thorough knowledge of 
printing, engraving and publication make- 
up. Can maintain efficient contact with 
advertisers and agencies regarding con- 
tracts and related material. 

Box 5618, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL 


at Peas 


16, 


os as et 


Advertising Age, March 1953 
POSITIONS WANTED 
COPY CHIEF AVAILABLE TO 
A TOP NEW YORK AGENCY ONLY! 


$12,000 buys practical 43-year-old well- 
med veteran prepared to inject pep- 


801 Second Ave., New York 17, N. Y. 


Publishers’ Representative available to 
handle one or two good trade papers, ex- 
cellent coverage seven state midwest area 


anteed. 
Box 5619, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 
TOPNOTCH LAYOUT ARTIST 
desires spot in A agency or top stu- 
dio in New York, Chicago, West Coast. 
Art Director experience. $10,000. 

Box 5622, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING MANAGER-ACCT. EXEC. 
Available now. 20 years experience work- 


that sell - promoting sales - training sales 
personnel. 
techniques. Might consider space sales top 
flight publication. 

Box 5621, ADVERTISING AGE, 

209 E. Illinois St., Chicago 11, Il. 
DIRECT MAIL SPECIALIST 
Advertising manager, with outstanding 
selling record, will increase your sales, 
build big profits. Pioneering in creative, 
production, testing techniques. Age 32. 
Box 5623, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


MISCELLANEOUS 


WHY RENT AN OFFICE? 
Desk Space $10 mo. in newly remodeled 
office. Phone & Steno serv. available. 2644 
N. Western Ave., Chgo., EVerglade 4-1825 


Tf your sales letters are not selling, maybe 
you need a new approach by Godfrey. 
Fast confidential service by Air Mail 
Special from 11312 Morrison Street, North 
Hollywood, California, Sam Godfrey. 


Ideal Space for 
Small Chicago Agency 
Four Offices with large storage space, 
large Art rtment—north and 
light—1173 sq. ft.—Attractively 
decorated. Present agency moving to 


larger tye 
Shrout Associates, Adv. 
est Monroe Street 


22 W 
Chicago 3, Illinois 


MR. PUBLISHER: 


My successful record and experience as- 
sures that I can do a good job for you as 
@ space salesman. Desire to produce for a 
Chicago industrial publication or handle 
Chicago territory for Eastern publisher. 
Experienced in all departments of busi- 
ness paper operation. Also experienced in 
manufacturing and engineering. 
Box 433 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Tl. 


REPRESENTATIVE WANTED 


Large Mid-Westera Lithographer of Displays 
and 24-sheet pesters is anzious te obtain good 
representation in Les Angeles and Sen Francisce. 


Box 424 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ilinels 


for Copywriters 
PO 


and Artists | 


er 
mary campbell agency 
165 West 46th St, N.Y.C. JUdson 6-5371 


* PACKAGE DESIGNING * 
by on EXPERT 
AWARD WINNER 
31 years Natiene! Exp. 


GUSTAV JENSSEN & STAFF 
P. ©. Bex 8006 Tampa, Pleride 


SEASONED 


PRODUCTION MAN 


Served 7 years as Production Man- 
ager, until recent closing of Chicago 
agency. Knows all phases of agency 
business as well as magazine pub- 
lishing and printing. Seeks Chicago 


wns 
ima 


MAXWELL 
SERVICE 


a fart of your 
SALES DEPARTMENT 


SPECTACULAR 
ELECTRICS 


for Sale? 


If you want to sel! anything 
from recording equipment to 
reproduction equipment such 
as a Multigraph machine, you 
will find the classified page of 
Advertising Age a quick, inex- 
pensive way to contact buyers. 


a ia nel iser at pccihinsecsipsbipnanbbantiansaniebeebi EL: insgutinacaininaes pe eee ae p ae =: pam e d - 
advertisin epartmen sm . 
acai backers snlacsilosielanassteclsien The Magnavox Company Mature. Veteran War 2. References. 
Fort Wa 1 Indi Salary secondary to right conditions. 

|apensss yesegnnasennnnsccnnnssesesssnecscsnsssconssnscensnssescssunscsssseeecessnesssnnnneccassnssensesuecesseneassnnesses yne 4, tana Box 432 ADVERTISING AGE 
BREN SS EE a CO Re oe TE a tiictinninn 200 E. Illinois St. Chicago 11, Mil. 

BEN (eae —e_—a er ae —_——_—_——nr ane 
ADDRESS UNKNOWN 

- But a AAA-1 package goods manufacturer with national multiple 
Equipment product distribution is anxious to locate a man with these qualifications. 


of this ad. 


BOX 431 
200 E. Illinois St. 


25 - 30, tremendous drive and energy, high ambition. Creative, yet 
sales minded. Can lay out a sales theme on paper, follow it through a 
test market, and evaluate results. 
advertising and sales promotion. Is successful with present company or 
agency, but has good reasons for wanting to change. 

For a man who wants a career with an aggressive, well established 
but fast-growing company, this is a rare opportunity. For interview 
submit complete details in confidence first letter. Our employees know 


ADVERTISING AGE 


Has sales experience but prefers 


Chicago 11, Ill. 


OUTDOOR 


ADVERTISING 
Since 1894 


POSTERS and 
PAINTED DISPLAYS 


¥OR ADVERTISING PERSONNEL 
V9~i HOOVER 


Confidential service for 
employer and applicant 


DRAKE PERSONNEL 
_1W. Madiaon + Fanci 6-700 «Chicago 2, 


ADVERTISING DISPLAY SALESMEN 


Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of 
fine point of purchase displays has - 
ings for a few top notch representatives 
in some very desirable territories. 
This is for exclusive territorial arrange- 
ment. Salesmen must be creative, experi- 
enced and should have a following. Liberal 
commission basis. 
KIRBY-COGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


Am presently Adv Mgr of @ specialized con- 
sumer book. 


As an adjunct to this function I am fully 
ible for sales promotion and mer- 
chandisi at level. 
E ence includes Want-Ad sales on metro- 
politan rs; local ge F market ~~ 
man. 


H t Pp 
magazine and, of course, selling magazine 
space. 
Above covers a 21-yr span. 
in metropolitan area, but, would 
ize western locale 
unless overtly lucrative offer, with full execu- 
made confining 


Box 430, ADVERTISING AGE 
801 Second Ave. New York 17, New York 
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Advertisin 


LOOK ALIKES—The Jayson shirt ad, which appeared in several national magazines 
in November and December, was followed by the ad for S. Klein in New York 
newspapers in Janvary. 


Who Launched These Lonely Eyes & Lips? 
And Who Stole What from Whom, Dear? 


New York, March 10—When the breaking to hear one pick-pocket 
pot calls the kettle black, photog-| complain when pick-pocketed by a 
rapher Erwin’ Blumenfeld _ is| colleague. 

“touched.” “It is my honor and great priv- 

In “The Voice of the Advertiser’’| ilege to enclose the Art Directors 
on March 2, ADVERTISING AGE pub-| Award for Distinctive Merit 1950, 
lished a letter by Al Herman, art}I received for your idea of the eye 
director for Alfred J. Silberstein,|and mouth 1952. 

Bert Goldsmith Inc. Mr. Herman; “I feel unqualified to keep this 
was upset over an ad by S. Klein|cherished scroll in my files and 
which ran in several New York| would like you to divide it be- 
dailies on Jan. 21. tween Jayson and S. Klein. It 

Most of the ad was taken up by| will please you to hear that I have 
a fetching eye and a voluptuous|already gotten, thru my lawyer, 
pair of lips, sans any other facial|)more than two thousand dollars 
features. A dotted line led to a| from other pick-pockets who used 
small copy block at the bottom of| your idea. What can be done to 
the ad. protect the art directors who em- 
ploy my ideas?” 
= Along with the Klein ad, Mr.| Once again, Mr. Herman made 
Herman enclosed a page which ran| for his typewriter. This time the 
in several magazines last fall for|™issive went to photographer 
one of the agency’s clients, Jay-| Blumenfeld, with a carbon to AA. 
son shirts. The dotted line wasn’t | It reads, in part: 
there and the copy, of course, was 
different. = “Our quarrel with Klein’s was 

But, except for a slight shift of| not based on the fact that they 
the eyeball to a more sexy angle,| used an eye and a lip as a theme 
the Jayson ad seemed to be the) of their advertisement, but rather 
“inspiration” for Klein’s artists. that they actually took our art 

“The all-too-similar ad of S.| work line for line (with a slight 
Klein...is doubly deplorable,”’|change in the pupil) and repro- 
wrote art director Herman. “They! duced it as theirs. 
used the same idea, and one gets| “Eyes and lips have probably 
the feeling they actually repro-|been used by many artists before 
duced the art right out of the Jay-| you and I ever thought of using 
son ad with a slight shift of the' them. And, they will probably 
eyeball. What can be done to pro-|continue to be used as long as 
tect the artist without copyrighting; women use them. 
the contents of every single ad?” “As an example, I am enclosing 
Mr. Herman asked. a proof of an advertisement turned 

One answer, undoubtedly quite/ out here for one of our clients and 
unexpected, comes from photog-| appearing in the Nov. 2 issue of 
rapher Erwin Blumenfeld. Mr. | The Saturday Evening Post in the 


’ ’ 
( . fl 
! 4 (our January 1950 
roan Issued by The Condé Nast Publications Inc, 
A rN Publisher The Conde Nast Publications Inc. 
Editor Jessica Daves 
Art Directors — Alexander Liberman, Priscilla Peck 
<a Circulation 359,080, semi-monthly 


} 
| 
Paper Oxford Mainefold Coated, 100 Ib, | 
} 


Process Letterpress 
Oxford Paper Co. 
Engraver Condé Nast Engravers Inc. 
Display Type Lettering 
oo, Caption Type Photo Lettering. Inc, 
. Photographer Erwin Blumenfeld 
Presswork The Condé Nast Press 


Blumenfeld, who owns a studio|year 1946. While this does not 
on Central Park South, didn’t see|include an eye, it could undoubt- 
AA on the day Mr. Herman’s let-|edly have been a source of in- 
ter ran. But at least five art di-|spiration for either your layout or) 
rector friends of his did, and they/ ours.” 
called to tell him about the letter. | 

Their interest, and Mr. Blumen-| s The seven-year-old ad was for 
feld’s, is explained by the follow-| Botany Cosmetics and featured 
ing letter, dispatched post haste to| several pairs of lips on a grey 
Mr. Herman and AA: background, with a small amount 

of copy. 

# “I was touched by your appeal! There, for the moment, rests the 
to honesty in your letter to Ap-| battle of the typewriters, especial- 
VERTISING AGE. It is always heart-' ly since Mr. Blumenfeld is cur- 


73 


rently vacationing in Trinidad. | and it says it has no intention of|to a file he is accumulating with 
But an AA inves‘igation reveals | suing anybody. pictures of ads based on Blumen- 

the lady with the come-hither eye} As for Mr. Blumenfeld, he too/| feld originals. 

and the kiss-me mouth has quite a|seems resigned. “I am about the; One of these is a picture of half 

lurid reputation. most stolen photographer in the/a model’s face, split right down the 
When planning its January,| world,” he sighed. He says he was| middle. At least two national ad- 

1950, “mid-century | issue, Vogue’s | the first to photograph nude wom-|vertisers are currently using this 


art directors aske: Mr. Blumen-|en sitting on iron chairs and points! idea in their ads. 
feld to come up with something. a 


fitting the occasio'. They finally 
decided that a b&w photograph Mr, | S°°SeeeeeooooooooooooocooosooooooososoooooooosCe 


Blumenfeld had taken for an in-|®@ 

ids pledl WENA be dressed up ial GET YOUR ART & PHOTO BUYERS GUIDE 

color and placed o: the cover. = $ just out... the SECOND ANNUAL ART & PHOTO BUYERS 
That issue of Vovue sold out and e GUIDE to help you find the man or organization to handle your 

Mr. Blumenfeld gc his art direc-|$ job — artists, illustrators, letterers, retouchers, photographers, 

tors award for the *over. art and photo studios, photo reproduction services — over 1200 

sia eke, mm aia listings classified by 191 different services. 

® Subsequently, i'r. umenfeld | 

says, he received $/,200 from one | FREE with your subscription 

party and $800 from a second—he The Buyers Guide is an oversize issue of Art Director & Studio 

wouldn’t say who—for “stealing” News, the monthly magazine of advertising and editorial art and 

the picture. Last March he sold the photography; there is no extra charge for it. 

luscious lady idea to Warwick & $2.00 for a year’s subscription (12 issues) to ART DIRECTOR @ 

Legler for an undisclosed sum. STUDIO NEWS to start with the February Guide issue. Guide 

With slight variations, W&L has issue alone — $1.00. 


been using the idea since for its ART DIRECTOR & STUDIO NEWS 
Tangee account. 
That agency doesn’t seem to care | Dept. A2,43 E, 49th Street, New York 17, N. Y. 


who uses the eye and the mouth 


Prominent Users of Strathmore Letterhead Papers: No. 104 of a Series 
Inaddition to designing and constructing submarines, 
General Dynamics produces jet and piston engined 
airplanes as well as electric motors and generators. 


PIS 6 
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Give your letterhead 
dynamic QUALITY! 


ewes 


“There are many who believe that the laying of the keel of the world’s 
first atomic-propelled vessel, the submarine NAUTILUS, on a shipway 
of our Electric Boat Division, is the beginning of an historic era of 
rare significance...inaugurating a new age in the application of 
atomic power for the service of mankind,” says John Jay Hopkins, 
(Chairman and President of the General Dynamics Corporation, 


As one of the oldest companies contributing to the defense of the 
\'nited States, General Dynamics believes it is only sound that it should 
apply the experiences and knowledge it gains in this production to 
ihe improvement and betterment of mankind in a peaceful world. 


With its impressive background and its vision, General Dynamics 
brings to every phase of its operations, a well-founded belief that from 
the largest to the smallest details, only quality can serve its purposes 
est. One indication of this belief is its selection of Strathmore Letter- 
ead Papers to carry the messages of its United States divisions. 


ynamic is the word for quality in a letterhead, too. For it can express, 
vy the very feel of the paper and by its appearance, the impression of 
‘uality you wish to convey. Let Strathmore say quality for your com- 
any. Specify it to your supplier when next you order letterheads! 


y, 
Stra more Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bone Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Enve pes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRAT TM O R22 


Strathmore Paper Company, West Springfield, Massachusetts 
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CBS Shifts Coast Executives 


Don Ross, account executive for 
the sales department of KNX, Los 


Angeles CBS Radio outlet, has) 
been shifted from national busi- | 


ness to handling of local business. 
He succeeds Roland Kay, who has 
been transferred to the Chicago of- 
fice of CBS Radio spot sales. Dick 
Joliffe, account executive with 
KNX and the Columbia Pacific 
Network, has been named CPN 
sales service manager. 


VARiGRAPH 
LETTERING INSTRUMENT 


Now anyone can do perfect hand-lettering to fit 
any job. Varigraph letters more than 500 sizes 
ond shapes from each of 113 type style templets. 
Write today. No obligation. Dept. 93 


VARIGRAPH CO., INC. *% 


Names Leifert Manager of 
New VCA Co-op Ad Division 


Vitamin Corp. of America, New- | 


ark, has formed a cooperative ad-_ 


vertising division to handle an in- 


creased volume of that kind of ad- 
vertising. Stanley J. Leifert, with 
the advertising department of VCA 
for the past three years, has been 


/appointed cooperative advertising 


manager. 

Plans include cut-in spots for 
local chains on VCA’s portion of 
the “Godfrey Sunday Hour” over 
202 stations of Columbia Broad- 
casting System and on “Paul Dix- 
on’s TV Show,’ Monday after- 
noons over nine stations. Kastor, 
Farrell, Chesley & Clifford, New 
York, is the agency. 


Jerry Mason Leaves ‘Argosy’ 


Jerry Mason, editorial director 
of Popuiar Publications Inc., New 
York, and editor of Argosy, will 
leave his post March 15 to form his 
own company, Maco Publishing 
Co. Maco, located at 480 Lexington 
Ave., New York, will sell a series 
of titles covering entertainment, 
sport, outdoor and service, oper- 
ating through newsstands. 


* 


How to cut 


MAILING COSTS 


of CONTEST and 
PREMIUM CAMPAIGNS 


@ Postal costs and handling expenses can well 
become top-heavy to advertisers staging premium 


or contest campaigns. 


Through A D of A’s specialized, streamlined 
operation in these fields, and our well-equipped, 
geographically dispersed zone offices, costs have 
been cut to a minimum—a combination of 
economy and efficiency that has attracted and 
gained the confidence of leading manufacturers 
throughout the United States and Canada — 
over 25,000,000 pieces of mail being handled by 
A D of A during this month alone! 


Whether your mailing requirements are large 
or small, national or local, it will pay you to 
investigate the facilities of A D of A before con- 


tracts are awarded. 


Advertising Distributors of America, Inc, 


NEW YORK 17 

400 Madison Ave. 
CHICAGO § 

624 S. Michigan Ave. 
DETROIT 26 

834 Bagley Ave. 

PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 


HOward 8-9610 


PITTSBURGH 22 

243 First Ave. 
SAN FRANCISCO 3 

809 Mission St. 
LOS ANGELES 15 

1227 S. Olive St. 
CANADA: TORONTO, ONT. 
1158-64 Dundas St., W. 


MUrray Hill 8-6500 
HArrison 7-0678 


WOodward 2-1174 


GRant 1-1100 
GArfield 1-1066 
PRospect 3064 


Lakeside 2017 


Serving some of the leading 
manufacturers throughout the 
United States and Canada 


Earnings of 


Advertisers 


Share 
Sales Earnings Earnings 
Company 952 1951 1952 1951 1952 1951 
y rat Geiete Co. .$ 47,815,419 $ 38,350,456 $ 4,099,675 $ 3,758,426 $3.16 $2.98 
merican Tele 

& Telegraph Co. . 4,039,664,218  3,639,462,365 *406,661,306 %*364,874,176 —_ 
— Tobacco Co. 1,065,738,454 942,552,034 34,068,963 33,109,669 4.79 5.57 

. & ck Shoe 

SRE ee 45,959,805 46,762,599 927,341 1,171,123 1.73 2.30 
Chicago & Sout 

eee 18,859,070 16,236,930 1,338,510 1,130,959 2.63 2.22 
= ay md & Co. 76,024,558 79,955,675 3,494,529 3,761,893 3.96 4.36 

ainer Corp 

of America ..... 178,408,152 212,562,019 10,282,948 12,065,997 5.01 5.91 
Cream of Wheat 

Pa ae Sa 10,031,641 9,822,660 1,129,747 1,150,862 188 192 
DWG Cigar Corp. 14,810,217 14,437,524 476,047 478,371 125 1.25 
Eastman Kodak Co. . 575,022,750 542,284,510 45,803,851 .025,906 2.74 3.23 
Ekco Products Co. . 45,272,914 35,221,419 3,018, 410 2,874,575 3.43 3.29 
Fairbanks, Morse & 

__ "PP aie 117,885,982 116,087,596 4,602,929 4,905,556 3.84 4.09 
— Brewing Co. . 39,736,797 35,999,221 1,260,000 1,171,722 0.85 0.78 
B. Goodrich Co. . 624,102,207 637,722,241 32,364,008 34,742,881 7.60 8.15 
Hart ‘Schaffner & 

Ee ere 62,263,140 61,672,439 1,035,420 1,518,752 2.96 4.34 
G. poemen Brewing 

fae h iigd bs 5's 12,339,168 11,589,199 950,955 990,027 2.11 2.20 
Hunt’ Foods Inc. 59,768,596 62,772,849 1,596,228 2,608,602 2.62 4.49 
Link-Belt Co. .... 126,582,115 118,437,217 8,039,915 8,166,453 482 4.93 
P. Lorillard Co. . 214,508,482 188,447,430 5,700,942 5,126,472 2.01 1.78 
McCrory Stores Corp. 106,987,048 104,222,322 3,327,757 4,089,481 1.37 1.70 
Monsanto Chemical 

a Sd 5 266,704,442 272,845,034 23,189,243 23,477,884 4.29 4.70 
Parke, Davis & Co. 126,313,461 138,136,475 16,256,343 19,053,742 3.32 3.89 
Philco ee 366,963,850 305,328,670 11,491,207 12,168,046 3.15 3.35 
pore ge . 340,106,154 329,179,788 27,304,373 33,593,727 6.17 7.88 

adio Corp. 

Ee Pee #693,940,522 598,955,077 32,325,399 31,192,732 2.10 2.02 
Rohm & Haas Co 105,772,000 106,896,000 5,402,000 6,721,000 5.73 7.48 
Jacob Ruppert 

a ea 32,213,254 25,109,212 1,491,581 479,098 2.72 0.68 
Seiberling Rubber Co. 41,646,702 43,681,425 948,915 1,216,574 2.43 3.30 
Stromberg-Carlson Co. 48,098,209 33,632,495 1,240,746 685,777 3.28 1.66 
L. C. Smith & Corona 

Typewriters Inc. . 8,816,941 8,915,113 334,185 395,428 1.03 1.22 
Standard Brands ma. 357,433,258 342,928,989 9,080,332 9,463,672 2.62 2.74 
Standard Oil Co. ... 1,617,000,000 1,559,000,000 119,980,000 148,700,000 7.81 9.71 
Underwood Corp. 65,868,595 75,178,350 3,730,056 4,970,509 5.00 6.77 
United-Carr Fastener 

_ . FAP esse 41,334,071 39,508,718 2,233,726 2,496,729 3.66 4.09 
United. Fruit Co. .. 85,078,357 104,912,600 37,937,126 1% 893,898 4.32 5.79 
U. S. Rubber Co. .. 850,151,566 $37,222,092 28,169,955 30,366,449 4.33 +#4.76 
Westinghouse Electric 

, ae 1,454,272,598  1,240,801,296 68,581,603 64,578,202 4.23 4.03 
Wapertecninse Timber 

GAS 260,001,239 213,175,036 36,706,578 39,945,708 589 6.39 
Whirlpool Corp. ... 118,429,286 88,109,780 3,797,905 3,445,813 2.70 {2.55 
White Motor Co. ... 148,526,317 150,010,545 3,447,503 4,340,361 4.44 5.83 


*Net income applicable to AT&T stock 
# Includes $1,695,564 gain on sale of fixed assets. 


Before reserves of $7,000,000 for abnormal construction costs. After these reserves share earnings 


were $5. 
t+Adjusted to reflect 3-for-1 common stock split in 


April, 195: 


os 
{Based on 1,351,124 common shares, reflecting distribution in 1952 of 675,562 additional shares of 


common to common shareholders. 


Pepsodent’s Ketner 
Elected President 
of Stoppers Inc. 


New York, March 10—Stoppers | 


Inc. has elected David C. Ketner 
president, succeeding J. Roy Allen, | 
now chairman of the board. 

Mr. Ketner was previously ad- 
vertising v.p. of the Pepsodent di- 
vision, Lever Bros. Co., and prior 
to that, advertising brand manager 
for Procter & Gamble Co. 

In his new post, he will be di- 
rectly responsible for advertising 
and merchandising of the com- 
pany’s products, Stoppers and 
Chasers, as well as the introduc- 
tion of a new line of products. 

Mr. Ketner’s appointment “is the 
first step in the immediate expan- 
sion of the consumer goods divi- 
sion of our business,” according to 
John O. Ekblom, president of 
Brown-Allen Chemicals Inc., par- 
ent company of Stoppers. New 
products will be added by acquir- 
ing some already on the market, 
Mr. Ekblom explained, as well as 
those in the laboratories. 


# Stoppers chlorophyll mints have 
been sold in drug, candy and to- 
bacco stores, and will] soon be dis- 
tributed through supermarkets. 
Just about a year ago, Stoppers 
Inc. ran into difficulties with Don- 
ahue & Coe and Product Advertis- 
ing Corp. (AA, June 16), over 
whether or not the product should 
be sold over TV. The upshot was 
several lawsuits involving the 
agencies and client, all of which) 
were settled out of court. 
Kastor, Farrell, Chesley & Clif- 
ford is now Stoppers’ agency. 


Two to Van Auken, Ragland 
Van Auken, Ragland & Stevens, 


| Bagasse-to-Newsprint Mill 
|Gets Tax Write-Off Help 


| 


| Valentine Pulp & Paper Co., New 


Orleans, has been given a tax 
write-off certificate by the Defense 
| Production Administration, in con- 
nection with a new $2,600,000 ba- 
gasse plant at Lockport, La., ac- 
cording to Rep. C. W. Reed (R., 
Ill.). The plant will make news- 
print and pulp from bagasse, waste 
material left after sugar juice is 
extracted from sugar cane sticks. 
Mr. Reed did not announce how 
much of the $2,600,000 would be 
covered by the certificate. 


‘Boston Post’ Promotes Davis 


James H. Davis, who joined the 
Boston Post in 1952 as executive 


assistant, has been promoted to 
v.p. and circulation director. | 


Advertising Age, March 16, 1953 


GF Ads to Suggest 
Baking Easter Cake 


New York, March 10—Full-col- 
or, full-page advertising to promote 
home cake-baking will be used 


__| preceding Easter by four General 


Foods products—Swans Down yel- 
low cake mix, Swans Down cake 
flour, Baker’s unsweetened choco- 
late and Baker’s coconut. 

One ad pushing a special Easter 
Glory cake will appear in the 
March 23 Life and in April issues 
of Better Homes & Gardens, Better 
Living, Capper’s Farmer, Country 
Gentleman, Everywoman’s, Family 
Circle, Good Housekeeping, House- 
hold, Today’s Woman, Woman’s 
Day and Woman’s Home Com- 
panion. 

Another ad promoting a Happy 
Easter Egg Cake will appear in 
the March 30 Life, and in April 
issues of Country Gentleman, 
Household, McCall’s, Successful 
Farming and Woman’s Home Com- 
panion. 


® Point of purchase displays, in- 
cluding a recipe pad for both 
cakes which will hang on displays 
or shelves, will be distributed na- 
tionally by GF salesmen. In addi- 
tion, the magazine ad campaign 
will be backed by announcements 
on the televised “Our Miss Brooks” 
show and the “Second Mrs. Bur- 
ton” radio program, as well as 
spots on 112 local television parti- 
cipation shows sponsored by Swans 
Down. 

Young & Rubicam is the agency 
for Swans Down products, and 
Benton & Bowles handles the 
Baker’s line. 


Williams to Rick Marrus; 
Agency Appoints 3 to Staff 


K. P. Williams Co., New York 
manufacturer and distributor of 
bedding and quilting machines and 
accessories, has appointed Rick 
Marrus Associates, New York, to 
handle direct mail and trade ad- 
vertising. 

The agency has promoted Leon 
Winston to art director. Mel Furst, 
formerly a free lance artist, has 
been named assistant art director. 
Murray Gelman, previously as- 
sistant copy chief of Rand Adver- 
tising Agency, has been named 
assistant to the president. He will 
direct all agency copy-contact ac- 
tivities. 


Dis-Play-Well Moves Oftice 


Dis-Play-Well Inc., New York, 
has moved to new quarters at 30 
E. 10th St. 


AMERICA'S 
FIRST 
ENGRAVER 


até 


Chicago, has been appointed to 
handle advertising for Kewanee 
Machinery & Conveyor Co., Kewa- | 
nee, Ill. maker of grain elevators 
and specialties for farm use, pre-| 
viously a direct advertiser. The) 


agency has been named also by 


L. M. Olson Corp., Kansas City, 
successor to Sodrin Mfg. Co. The 
company produces automotive. 
chemicals, 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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Advertising Age, March 16, 1953 


Tampa Chamber 
Lures Business 
with ‘Soft’ Pitch 


TAmpaA, Fxia., March 13—Indus- 
trial advertising which features a 
slow-ball pitch has been working 
so well the past year for the 
Greater Tampa Chamber of Com- 
merce that the 1953 schedule has 
been expanded to include New 
York and Chicago papers, as well 
as the original publications—Wall 
Street Journal and U. S. News & 
World Report. 

The ads are humorous and re- 
laxed, with a long-range objective 
rather than a pressurized selling 
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we mean. Tampa's bury port is 


If you are doing business with the Latin Americas now, or plan 
© come onions Gheadia to F 2 as the location for your 
wasn ot branch plant distribution ware or regional office. 
Sey! Why not come down to Florida for 


Ses tighe today “Ne lerbelows, but 0 let of 


acts 
Write W. Scott Christopher, Manager, 
Creater Tampa Chamber of Commerce, 
amps, 


HILLSBOROUGH COUNTY, FLORIDA 


message. They tell a lot about 
Tampa’s industrial opportunities in 
an off-hand way and each features 
an invitation for the reader to 
make a combined business and 
pleasure trip to the area. 

“We haven’t anticipated,” says 
John C. Council, chairman of the 
chamber’s advertising committee, 
“that an industrialist in the North 
would read one of these ads, load 
up his plant on a freight car and 
move to Tampa in a week. This is 
a long-haul deal. In every adver- 
tisement we have invited the 
reader to come to Florida’s west 
coast for a vacation and as part 
of that vacation to ‘Take a look 
at Tampa.’ ” 


a The cartoon idea developed by 
the chamber’s agency, Griffith- 
McCarthy, was adopted by the ad 
committee because it promised 
wide appeal at a low cost. At the 
same time it got away from “the 
weary pattern,” in the chamber’s 
view, of a great deal of industrial 
advertising seen in the past several 
years. The cartoons offer an in- 
direct approach, based on an amus- 
ing situation, with a balloon that 
calls attention of the reader to 
some advantages of a Tampa lo- 
cation for industry. It’s a “soft” 
pitch—not one of the old “dusters” 
which knocks down the prospect 
with “perfect climate, ideal work- 
ing conditions, ample power and 
water, sensible taxes, good trans- 
portation, etc.” 


layout, nor is ‘there any featured! resentative, given detailed infor-| nell, co-publisher, Paper Mill 
“free” booklet. mation he wants, and often is in-| News, and W. J. Rooke, president, 
“Cost per inquiry is not particu-| troduced to busines: men in allied) W. R. C. Smith Publishing Co. 

larly low, but we consider the out- | industries. M 
lay well justified by the caliber of} At the _— “2 his “vacation” on 
replies,” the council says. the Florida w coast, he is in : : 

The followup on an inquiry is| good position to mae up his mind a wi pow etnag pom 
simple and direct. The same day whether “Tampa “ills the Bill|Fahrendorf, v.p., Chilton Co., chair- 
a letter is received, a personal for Industry.” That is the logo on|man; R. C. Jaenke, v.p., Penton 
reply is made by the general man- each ad—the bill in ‘his case being| Publishing Co.; Donald Butten- 
ager of the Greater Tampa Cham-| represented by a fr endly appear-| heim, publisher, Contractors & En- 
ber. Included with this letter is an| ing pelican with his capacious beak | 9'meers Monthly; Arthur F. King, 
industrial booklet titled “Take a) partially enclosing the capital T i t, oe scolaan oe 
Look at Tampa.” A few days later, | in Tampa. : Sooner 5. Fe é 
a letter from the industrial de- . nical Publishing Co; Leslie A. 
partment manager goes to the pros-| NBP Creates Policy, 
pect with a copy of a survey on mmi 
Tampa area taxes, transportation, es ee ti 
utilities, water supply, popula-/ yw) shington, has a - se pore 
tion, etc. Also in this mailing is a . 
beoklet called “Tampa Facts,”| Russell L. Putman, president, Put- 


agency recognition of National 
Business Publications, announced 


Eastern Advertising Moves 


quarters at 2902 W. Clay St. 


embers of the committee on) 


Watt, president, Watt Publishing 
Co. 


Eastern Advertising Associates, 
committee on program and policy. Richmond, Va., has moved to new 
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Appoints Harris & Bond 


Chicago Latrobe Twist Drill 
Works, Chicago manufacturer of 
drills and other tools, has appointed 
Harris & Bond, Chicago, to handle 
advertising in trade publications. 


Mathisson Moves N. Y. Office 

Mathisson & Associates, Milwau- 

kee agency, has moved its New 

bb of office to the International 
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SiMPSON-REILLY, LTD. 
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LOS ANGELES MALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


maps of the city and county, a road| man Publishing Co., Chicago, has 


map of Florida, rail schedules, util-| been named chairman, and Leon-| 7 
ity rates, and climatological data. |ard Tingle, president, Butterick) © ‘LIBEL 
If no response is received in two|Co., New York, vice-chairman.| ‘ 

weeks, there is a followup letter. Other members include Lansing) 


Chapman, president, Medical =H careening : 
Tampa, he is personally escorted |}, Ss. Swartz, publisher, New 


nomics; G. D. Crain Jr., presi- 
around the area by a chamber rep- | England Construction: John Cor-| gae 


are all exposed daily 


ADVERTISERS © AGENCIES ¢ CLIENTS 


SLANDER, Invasion of Privacy, Viola- 
tion of copyright. 
INSURE THIS HAZARD! 
Our unique policy is adequate and 
amazingly inexpensive. Experience 
proves — it's smart to be protected. 


WRITE FOR DETAILS 
AND RATES 


EMPLOYERS: 
" REINSURANCE 


to claims for LIBEL, 


CORPORATION , 


insurance Exchange 
“Kansas City Mo 


= When a prospect arrives in) gent, Advertising Publications Inc.; 
a —e 


K. R. D. WOLFE, VICE-PRESIDENT 
SPECIAL CONTROLS DIVISION 
FISHER GOVERNOR COMPANY 


“The circulation method of GAS, reaching per- 
sonnel I call on in Gas Utility Companies, 
affords them the opportunity to become familiar 
with Fisher products.” 

L. W. SIXT, Cleveland, Ohio 


“From my observation, my gas 


editorial quality high.” 


“I have already had two calls on the ad featuring 
engineering data. I very often get immediate 
results when ads of this type appear in GAS.” 

S. P. WEBB, Detroit, Mich. 


pany’s advertising in GAS is a 


JOHN H. CARTER, 


“In my opinion Fisher Governor advertising is 
well planned and adequate. GAS magazine ap- 
pears to be “tops” in its field among our cus- 
tomers.” 


R. S. STOVER, Marshalltown, lowa MALCOLM BLACK, 


doubling our advertising 


in GAS for 1953 a a 


‘ age oA ERIN eee 


“6 


Here’s what Fisher Governor's salesmen say about GAS: . . . 


company cus- 


tomers are regular readers of GAS and rate its 


B. R. JONES, Los Angeles, Calif. 


“Iam of the opinion that Fisher Governor Com- 


most valuable 


adjunct to our gas regulator sales work.” 


New Orleans, La. 


“It is obvious that my customers are regular 
readers of GAS, because they refer to specific 
advertisements which have appeared in it. It is 
definitely of value to have our advertising placed 
in the hands of the men I contact.” 


New York, N. Y. 


“While Fisher Governor Company has 72 years of experience in manufacturing 
automatic pressure controls, our gas regulator line was started only 26 years 
ago and its tremendous growth and success owes a great deal to the publication 
GAS for distribution of cur advertising message to the complete gas industry.” 

K.R.D.W. 


That the program gets results is 


demonstrated by the fact that dur-| 


ing one recent week representa- 


tives of five companies were in 
Tampa to investigate business sites | 


and to seek other information. 


®# Correspondence almost always) 
precedes such visits. The copy asks 


that response be made on company 
letterhead, thus eliminating many 


worthless inquiries and the ex-. 


pense that would attend servicing 
them. No coupon is included in the 


REACHES THE MEN 
| WHO HAVE AUTHORITY TO BUY 
---ASK YOUR OWN SALESMEN 


A JENKINS PUBLICATION - 198 S. ALVARADO STREET « LOS ANGELES 4, CALIF. 
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“Read any 


Any reporter knows that it’s a lot simpler to tell what 
man is doing than what he is thinking. There’s brevity 
in action. Deeds speak for themselves. Thoughts must 
be clothed in words. 


Maybe that’s why Ecclesiastes moaned that “of making 
many books there is no end.” For when man wants to 
reveal his thoughts, he writes a book. 


Francis Brown can tell you about that. He’s editor of 
The New York Times Book Review. He gets some 7,500 
books a year for review. This leaves him no time for 
moaning. Instead, like the elder Pliny, who felt that no 
book was so bad but that some good might be got out 
of it, “Doc” Brown must find space and talent to review 
some 2,500 of these, about 50 a week. 


, Oe 


iv i 


“Doc” Brown comes by the title legitimately. A graduate 
of Dartmouth, he taught there for three years, went on 
to earn a master’s and then a doctorate at Columbia. 
Last year, Dartmouth honored him with another doc- 
torate. He has published three biographies, one of Henry 
J. Raymond, founder of The New York Times. During 
World War II he edited several volumes of war maps. 


Yet there’s nothing bookish about Francis Brown, nor 
anything dusty about his history. For more than 20 
years he has been an active reporter of the history men 
make from day to day. From 1930 to 1936 he was asso- 
ciate editor of Current History. From 1936 to 1945, he 
helped shape The New York Times Review of the Week 
into one of the nation’s leading newsreviews. He spent 
four years as a senior editor of Time. Since 1949 he has 
been editor of The Times Book Review. 


Aided by a staff of 20 regulars, and by scores of con- 
tributing experts, authorities, and specialists, Francis 
Brown approaches books as news. He seeks to report 
what’s in them that’s new, or news, what they con- 
tribute, or fail to contribute, to our culture. Thus The 
Times Book Review is more than a literary supplement, 
recognized as America’s greatest. It is a continuing re- 
port of the culture of our world and our time... our 
poetry and philosophy, politics and science, romance and 
adventure, business and industry, exploration, yes, and 
cooking, too. 


Francis Brown is one of hundreds of men and women 
who make up the team that produces The New York 
Times. They join their knowledge and their talents to 
bring readers every day a newspaper that is alert and 
vigorous, alive and interesting, different from any other. 
They put more into it. Readers get more out of it. 


* And when readers get more out of a newspaper, so do 
advertisers. That’s why The New York Times is the 
leading advertising medium in the world’s leading mar- 
ket, has been for 34 years. Get the full story today. 


The New York Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Takes Issue with Julian Watkins on Some 
of His Tenets for Copywriters 


AA of Feb. 2 reported a speech by Julian L. Watkins, v.p. of 
Maxon Inc., in which he set forth, for members of the Adcraft 
Club of Detroit, some of the things he believes in and believes 
to be important for the accomplishment of good copywriting. 
Here is another agency man’s view, which takes exception to 
several of Mr. Watkins’ beliefs. AA would welcome further 
comment on some of the points made here. 


To the Editor: Having spent several 
years in Boston at a competitor-agency, I 
am familiar with the reputation of Julian 
Watkins, as well as being in agreement 
with many of his “all-time great ad” se- 
lections. 

I do, however, take serious issue with 
this esteemed creative man’s beliefs, per- 
taining to the writing of good copy, as 
reported in an Ap AcE article, issue of 
Feb. 2. 

Mr. Watkins is quoted as saying: “Get 
religion. Believe in something. Believe 
in it with all the conviction of your soul. 
That means a product, a point of view, the 
guy you work for. Then you can sell 
whatever it is. And only then.” 

To the extent that if this were always 
possible within the limits of personal in- 
tegrity, as well as feasible economically— 
I would agree. But only up to Mr. Wat- 
kins’ tenet: “Then you can sell whatever 
it is. And only then.” 

If what Mr. Watkins says were so, then 
an agency looking for, let us say, an auto- 
mobile copywriter would surely not want 
a man who had previously written for a 
make competitive to its client’s make. A 
man who had gotten sufficient religion to 
believe in Chevvy “with all the convic- 
tion of his soul” could hardly be expected 
to do a bang-up job for Ford. Not if he 
only started with one soul. 

Actually, it is helpful to be able to look 
at a product objectively; to be able to 
recognize its shortcomings as well as its 
advantages. 

I know a writer who has done an out- 
standing copy job for a maker of tele- 
vision sets and who has a different brand 
in his home. I know people who write 
highly successful copy for one brand of 
toothpaste, and brush their teeth with a 
different brand. I know a man who spoke 
as if he believed in Buick “with all the 
conviction of his soul” when he sold me 
mine. This same man is now doing well 
in the vending of Mercurys and Lincolns. 

Another point, made by Mr. Watkins, 
is that he’d “like to see more copy that 
sounds like talking instead of writing.” 
He believes that too many copywriters 
“produce an artificial style of written 
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sales conversation that leaves the reader 
colder than those four roses in a cake of 
ice.” 

Here I believe that Mr. Watkins has 
fallen into a misconception all too preva- 
lent among, especially, client-factors with 
sales background. You can no more ef- 
fectively produce copy for print that 
“sounds like talking” than can a salesman 
make his pitch in language styled for 
print. The “conversational” ad, more often 
than not, is equally as fake in the reading 
as the print-styled sales talk would sound 
stilted if spoken. 

Recall the words of the last salesman 
who sold you something. Now visualize 
how his presentation might appear in 
print. First, it would be incoherent. Sec- 
ond, it would be phony. The reason, of 
course, that most print copy is not as 
artificial as Mr. Watkins would seem to 
believe is that advertising copy has be- 
come a part of our language. Not, mind 
you, a language alone, but an integral 
part of the language we are accustomed 
to seeing, every day of our lives. A fad 
word, when new, is freakish. If it lasts, 
it becomes colloquial—an acceptable en- 
try for any well-edited dictionary. 

Advertisingese has lasted. Because ads 
contest not only for the reader’s time, but 
for the greatest amount of “work” from 
the smallest possible space—expensive 
space—word-compression is not a vogue. 
Properly used, it is a valuable tool. ..one 
that the reader understands and, sub- 
consciously, wholiy accepts. More, adver- 
tisingese is probably the fastest-moving, 
most modern part of our language. An 
auto salesman may easily say of his prod- 
uct: “Really streamlined, isn’t she?” 
Wouldn’t he sound unusual if he were to 
say: “See that jetstream styling!” In print 
it reads fine—and conveys an action-pic- 
ture. Conversely, the word “streamlined” 
today, in print, would sound old-hat, to 
say the least. And “jet-stream styling” 
spoken would sound stilted. 

(Incidentally, I wish I’d thought of 
showing those four roses in a cake of ice. 
They don’t leave me a bit cold!) 

JORDAN PHEE, 
Donahue & Coe, New York. 


How White Is White Paper? 


By Kenneth B. Butler 

Thumbing through a prominent exter- 
nal publication the other day I was sud- 
denly stopped by a startling change in 
the whiteness and brilliancy of the paper 
used. On it, the printing seemed literally 
to leap out of the sheet. This paper, com- 
pared to the rest, was really something! 

Investigation proved that it was the 
result of a mistake. The printer had run 


out of the paper customarily used and had 
printed this form on another paper he 
had handy. 

But it led me to do a little checking 
on the whiteness of paper and to learn 
if there are methods of measuring the 
whiteness of a sheet. I knew, of course, 
that the quality and kind of pulp makes 
a difference, and that the better the pulp 
the higher the price. 


Vaguely I realized that there are three 
“colors” of white paper commonly manu- 
‘actured. In the East, particularly, they 
are fond of cream white. It is a natural 
white, very restful, and as a result most 
textbooks and many novels are printed 
on cream white. 

Then there is blue white, a bright snap- 
py white, very popular in the Midwest. 
Often this calls attention to the paper 
and not to the message printed on it. And 
then there is pink white, which, while 
it has warmth and good opacity, is losing 
some of its popularity. 

My research turned up the fact that 
there is a new eye-ease white, sometimes 
called green white, which, due to less 
reflection, is less tiring on the eyes. It 
also has good opacity, as appears to be 
the case whenever coloring is added. 

What I didn’t know was that paper 
mills commonly manufacture paper to 
whiteness of special specificaiions, which 
they can do whenever a mill run is in- 
volved, usually 5,000 or 10,000 pounds 
and up. 
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I am told that there are at least 1,000 
different shades of white paper. Not any 
one mill runs that range of whites, but 
the paper industry as a whole turns out 
that many different shades of white. 

Titanium is a natural measuring stick. 
It is said there is nothing “whiter” than 
titanium. Magnesium carbonate, or white 
chalk, is another “whitest” white. 


= General Electric makes a shade rec- 
ording meter for general use in the paper 
industry. It is called the Spectrophoto- 
meter, and it measures all shades of the 
spectrum, covers all variations in the 
spectrum, and measures these readings on 
a chart. 

In addition, a machine called Opaci- 
meter, manufactured by Bausch & Lomb, 
is in general use for testing opacity, or 
lack of “show through.” 

So, the next time you specify your 
promotion piece to be printed on white 
machine coated enamel, give a thought 
to what shade of white you prefer to have 
it printed on. 


‘Demonstrate ...Demonstrate. .. Demonstrate’ 


By James D. Woolf 
Advertising Consultant 

National Broadcasting Co.’s 1952 man- 
ual, “How to Increase the Effectiveness of 
Television Commercials,” reports certain 
findings that apply with equal force, I 
think, to the production of printed adver- 
tising. 

This manual, for ex- 
ample, emphasizes that 
“the commercial should 
make it easy for the 
viewer to grasp the 
sales points the adver- 
tiser wishes to bring 
out. And one device 
for achieving this, as 
highlighted by the 
findings, is to keep the 
commercial as simple 
as possible, both in terms of number of 
elements it contains and the way in which 
they are presented.” Both from the stand- 
point of copy and layout, can you think 
of a sounder doctrine than this for the 
production of an effective printed adver- 
tisement? 

But what interests me most in the NBC 
manual is a chapter headed, “DEMON- 
STRATE . DEMONSTRATE ... DE- 
MONSTRATE.” Findings have shown, we 
are told, that “people are most likely to 
remember advertiser claims of product 
oerformance if they see the performance 
demonstrated.” Tested against each other, 
in one study, were two commercials for a 
‘leanser. Commercial “A” did not de- 
monstrate the product in action perform- 
ng a cleansing job. Commercial “B” 
tarted by showing the housewife holding 
1 greasy pan. It was clear from the audio 
ind video that she didn’t like the job of 
cleaning any more than the next woman. 
But there was an easy way of doing it. 
She moved over to the sink... sprinkled 
the cleanser on the pan...swished the 
powder with a dish rag...rinsed and 
wiped. And before your very eyes, you 
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saw a complete demonstration of the 
product’s speed, ease and efficiency. 
Twenty-eight per cent of the viewers of 
this commercial remembered that the 
cleanser cleans pans easily—as against 
6% for Commercial “A”! 


® Nothing is new about this principle, 
of course, to the student of salesmanship. 
Every experienced personal salesman 
knows the telling effectiveness of skillful 
demonstration. Says Harry Simmons (in 
his book, “Successful Sales Promotion”): 
“The sales promotion manager who can 
figure out a practical, effective, simple 
demonstration for his product—one that 
is as much a ‘natural’ as possible—is 
handing his company a profit-making po- 
tential that can develop into the prover- 
bial ‘tail that wags the dog.’” 

I sometimes wonder if “Demonstrate... 
Demonstrate... Demonstrate” is suffici- 
ently recognized as a useful principle for 
printed advertising. A search through sev- 
eral current magazines uncovers only a 
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few examples built along the lines of TV 
Commercial “B.” One striking exception 
to the common run of advertisements is 
the Pond’s page, reproduced herewith. It 
employs the demonstration technique 
most skillfully in portraying the applica- 
tion of the product and the six beneficial 
results the user may expect. This page as 
it stands, except for shorter text, could 
serve admirably as a story board for a 
TV commercial. 

Note that Harry Simmons specifies a 
“simple demonstration.” The Pond’s page, 
I think, is basically simple, despite the fact 
that there are eight illustrative units in 
the space. It is simple (1) because the 
copy confines itself to a single simple 
theme, “drying skin”; and (2) because the 
picture units are arranged in a simple 
and orderly sequence very easy for the 
eye to follow. 


Perhaps more users of printed adver- 
tising should begin experimenting with 
television’s “Demonstrate ...Demonstrate 
..» Demonstrate.” Offhand, I can think of 
a great many products—men’s shirts, dic- 
tionaries and encyclopedias, hotels, type- 
writers and calculating machines, house- 
hold appliances and utensils, paint and 
building materials, etc-—that might prof- 
itably go much further in their considera- 
tion of the principle. Travel advertising, 
which confines itself largely to portray- 
ing the joys of disporting oneself in a 
pool, sea-borne or landlocked, would 
seem to me to be rich in possibilities, 

If copies are still available, I recom- 
mend National Broadcasting Co.’s “How 
to Increase the Effectiveness of Television 
Commercials” as important reading for 
students of the persuasiveness of their 
creative skill. 


Let's Take Down the Language Barrier 


By Dario de la Garza 
Robert C. Bevis & Co., newspaper repre- 
sentative, Miami 

To the person not acquainted with the 
pitfalls of translation work, it might seem 
that to translate means simply the sub- 
stituting of a word in one language into 
its counterpart in the other language. But 
that is not the case. 

Words, by themselves, have no per- 
sonality or meaning. Let us take, for in- 
stance, the word “nut.” It has several 
meanings—botanical, mechanical, slang, 
etc. Therefore, the word “nut,” per se, is 
meaningless. Now, take that same word, 
put it on the lips of the American com- 
mander when he gave his famous “Nuts 
to you” answer to the German order to 
surrender, and the word has personality 
and definite meaning. 

If a translator were to adapt this now 
historical expression and put it in his 
own language, he would need first to un- 
derstand fully the American mind, and 
secondly, he would need to find in his 
own language an equivalent expression 
that would connote a similar negative and 
final determination. As you can well un- 
derstand, the literal translation of words 
in this case would be meaningless prat- 
tle. 


= Sometimes the uninformed and un- 
imaginative would-be translator over- 
shoots his mark and the resulting confu- 
sion is funny to read, but tragically ex- 
pensive in money and ridicule to the spon- 
sor of the translation. Let me give you 
two outstanding examples to illustrate the 
point. 

About 24 years ago, an American tooth- 
paste manufacturer decided to advertise, 
down Argentine way, an improvement 
made on his product. For that purpose, 
newspapers and 24-sheet posters were 
used. They displayed a huge toothpaste 
tube oozing paste, in the form of a ribbon, 
upon the tufts of a huge toothbrush. The 
text read: “La Crema Dental ‘X’ Viene 
Ahora Encinta.” People split their sides 
laughing, for the combination of a ty- 
pographical error and the unwariness of 
the Spanish copywriter made the im- 
provement appear as a veritable phe- 
nomenon. The sign said, reading it in 
English: “X Toothpaste Now Comes Preg- 
nant.” For you see, “encinta’” means 
“pregnant,” and “en cinta” means “in the 
form of a ribbon.” 

As you can well imagine, the newspaper 
ads and the colorful posters created a 
lot of attention, but not the kind of atten- 
tion that did the manufacturer one whit 
of good. 


s Here is the second example. Back in 
1942, while working for the district en- 
gineers in the Canal Zone of Panama, I 
came upon a bilingual sign placed next 
to an Army barrage balloon. The English 
sign read: “Do Not Smoke. Beware of 
Flaming Death. Hydrogen!” The Spanish 
sign read: “No Se Fumar. Cuidado con 


la Muerta. Hidrogeno!” For the benefit 
of the reader who does not understand 
Spanish, let me translate: “I Do Not 
Know How to Smoke. Beware of the Dead 
Woman. Hydrogen!” You’ll agree that the 
Spanish text was a far cry from the in- 
tended meaning. But again, an unsus- 
pecting translator, and this time one who 
did not know Spanish, made a hideous 
joke out of a sign intended for the pro- 
tection of human lives. 

Someone may say, “But these things 
happened years ago in the Argentine, and 
in Panama...it cannot happen here. We 
are too wise, too well educated, too cos- 
mopolitan.” 

Don’t be so sure. Go to the Bayfront 
Park in Miami, at the end of Bay Shore 
Dr., and read the bilingual sign erected 
by the city to warn motorists not to drive 
further than that road. Walk down Bis- 
cayne Blvd., or any other downtown area 
catering to Spanish-speaking tourists, and 
read the signs displayed in the store win- 
dows. Peruse the Spanish folders and cir- 
culars published by hotels, stores and 
services. You’d be surprised! 

Please do not misunderstand me. I 
don’t say that all Spanish signs in Mi- 
ami are wrong. Neither do I mean that all 
Spanish folders and circulars are poorly 
written. What I say is that a sizable per- 
centage of these translations, for they 
are translations, have been made too lit- 
eral—that is, almost word by word. Read- 
ing them you get a definite “foreign 
taste.” 

For over 22 years, I have been writ- 
ing Spanish copy, as an originally created 
text, or as an adaptation of the English 
copy. In my estimation—and this is how 
I do it—the best way to adapt an English 
text to Spanish, is first to read and under- 
stand its contents; secondly, put the Eng- 
lish text aside, and then write the Span- 
ish copy, translating the thought rather 
than the words. Thus is obtained a Span- 
ish text that is readabie and completely 
understandable. 


s Many is the time a translator has to 
take liberties with the English text, for 
customs and everyday living are differ- 
ent in Latin American countries than 
they are in the U. S. Let’s take one of a 
thousand examples: A _ perfurne radio 
commercial, translated into Spanish after 
a successful run over American radio, 
flows out of loudspeakers into Latin 
American ears thus: “.. .attract him. . .en- 
tice him...make him surrender in your 
arms...USE UNFORGETABLE PER- 
FUME!” 

That’s great—for American ears. But 
it so happens that a boy doesn’t get close 
to a girl in Latin America. He doesn’t 
have a chance of “utterly surrendering 
in her arms.” He is down on the sidewalk, 
while she is up on the balcony! Get it? 
The text and thought can be easily trans- 
lated into Spanish, but the idea would 
be ridiculous. You cannot change cus- 
toms or habits. 


Advertising Age, March 16, 1953 
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delibly imprinted on our memory. 


band that we find it difficult to take. 


Reasonable and Temperate 


We have had long and earnest correspondence with soap company execu- 
tives as the direct result of a few wry comments we have made in this space 
from time to time on the absolute idiocy, to use a kind term, of most soap 
and detergent advertising. One of these soap executives tried a stratagem to 


swords at sun-up. Aside from being woefully inept with cutlery, we recog- 
nized in sufficient time the real intent of his challenge and graciously de- 
{ clined his invitation. For all we know he is still hopefully practising in front 


Not so long ago, as in a mirror, we came face to face with a soap adver- 
tisement that contains not even an iota of a claim of miraculous powers for 
the product. When we did, we found ourselves at a strange pass. We felt 
almost compelled to like that particular Rinso ad if only because of its sweet, 
reasonable and temperate approach to the selling of soap. At the same time, 
we could not help feeling that it rides the pendulum much too far to the other 
extreme. The chief fault we find with it is that it leaves us with no one, single, 
clearly defined and memorable reason why we should buy Rinso in prefer- 
ance, say, to that old washday miracle, Tide. 

Deep in the copy you will find good and valid claims for the product. Rinso’s 
scientists can prove that Rinso gets out more dirt than detergents. (Doesn’t 
say they have proved. Says they can—presumably if you insist.) Also, Rinso 
is kinder to the human hide than harsh detergents. (How about mild deter- 
gents?) Last but not least, Rinso costs about 20% less than most detergents if 
purchased in the large economy size. (Wonder why no one ever put out a 
small economy size?) Unfortunately, in our opinion, these facts aren’t pre- 
sented dramatically enough, forcibly enough or large enough to be left in- 


In layout and typography, this Rinso ad resembles to a great degree the 
Viyella ads, the Chase National Bank ads, the British Tourism ads—all of 
which we have admired as we admire an expertly rendered cello or oboe solo. 
However, soap advertising, we regretfully feel, must be played on a trumpet— 
if only because there’s so much of it. And this Rinso ad, so far as we are con- 
cerned, is about as far from a trumpet call as you can come. We have no ob- 
jection to a well-played trumpet. It’s only when it’s surrounded by an army 


suggested that we meet with drawn 


The brunt or responsibility for “watch- 
ing our language” falls primarily upon 
the advertising agencies. For they are 
the creators of the commercial idea. For 
this purpose they employ copywriters 
whose job it is to write texts that will 
convince the reader and incite him to ac- 
tion. Then the artist takes over and 
strengthens the idea by appropriate illus- 
trations that will help to convey the 
thought. 

As far as art is concerned, this, too, has 
its limitations. The average American 
mind sees a Mexican as a squatting man, 
wrapped up in his blanket, and half cov- 
ered by a huge sombrero; a Cuban, as a 
semi-nude girl, shaking her posterior, and 
half draped in a rumba costume; a Span- 


iard, as a girl tickling castanets, a rose in 
her lips and an antiquated hair-do. That’s 
how most Americans see the Latins, but 
not the way the Latins see themselves. So 
why rub them the wrong way? 


# We will take for granted that the copy- 
writer has done a good job of writing 
the English text, but, as he does not 
know Spanish, a translation will be 
needed. That’s the first real stumbling 
block, for most people think that because 
a person speaks a foreign language, 
therefore he is able to translate it. That 
is a mistake. A translator worth his salt 
must know both languages equally well. 
He must be able to write, not as a lan- 
guage professor, but as a copywriter. 
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Mail Order and Direct Mail Clinic. .. 


Let Paper Work for You; 
Check These Six Sales Builders 


By Whitt Northmore Schultz 

How many chances are you giving your 
customers to buy? 

Do your packages sell for you? 

Does your direct mail effectively and 
consistently urge your customer to take 
action now? 

You need sales stimulators to accom- 
plish these sell-by-mail jobs. 

Here are six sales builders you should 
be using: 

1. Envelopes. Envelopes that tell a mes- 
sage; that sell a product. You can, for ex- 
ample, describe your leading product and 
show a picture of it in the area under 
your return address and to the left of 
your customer’s address. 

Recently we began printing on our No. 
10 business envelopes a picture and a de- 
scription of our stamp holder. Resulting 
sales from this coded prorhotion have paid 
the entire stock and printing costs for 
thousands of envelopes. 


@ 2. Package Stuffers. Every outgoing 
package should carry with it catalog 
pages or cards, flyers, folders, or some 
other descriptive matter telling about your 
other products or services. 

Experience proves to us the best time 
to secure that necessary re-order is when 
our customer opens the box carrying his 
order and he is pleased with his pur- 
chase and most receptive to our other 
offers described in our enclosed flyer. 

3. Letter enclosures. A friendly letter 
in reply to an inquiry should always con- 
tain an enclosure telling about your prod- 
ucts and/or your services. By doing this, 
you strike with full impact on a receptive 
mind. 

4. Letterheads. Too many letterheads 
tell no story. They don’t even hint at 
what the company sells. Advertising ideas 


The Eye and Ear Department... 


can be skillfully used to brighten letter- 
heads and get across a sales message in 
a few, persuasive words like: “Locaters 
of books to help you.” “Distributors of the 
finest Vermont maple syrup.” “The store 
of unusual housewares to help you live 
better.” “Creators of the unusual for your 
home.” 


#5. Guarantee. A strong, money-back 
guarantee is a powerful sales stimulator. 
Spotlight it by using it dynamically on all 
of your literature. Make your customer 
believe that you are most sincere in your 
desire to serve him. Convince him that 
when he buys from you, he buys the best, 
backed up with a solid, confidence-win- 
ning pledge to live up to your guarantee 
of complete satisfaction always or money 
back immediately. 

6. Order blanks. Too often order blanks 
lack punch. They can serve as an excel- 
lent medium to generate new sales. 

Make your order blanks large, bright, 
easy to understand. And by all means use 
that usually wasted white space on the 
back of most order blanks to sell your 
other products: perhaps your “newest 
finds”; your “special bargains”; your “un- 
usual toys just brought back from Ger- 
many.” 

Shrewd mail order merchandisers use 
their order blanks as effective advertis- 
ing media, highlighting their “hottest 
numbers” or their “outstanding buys of 
the month.” 

Every piece of mail, every package, 
which leaves your headquarters, should 
sell for you. They can and will stimulate 
a sale now, or a re-order, or a future or- 
der. 

And, remember, package labels are an- 
other ad medium at your command. Use 
them, too, to increase your sales. 


Only One Thing Wrong with ‘Stork’ 


During the period that Fatima cigarets 
sponsored “The Stork Club” program, one 
could not enter the chop-house of the 
same name without having a pack of 
Fatimas thrust at him—with the host’s 
card and compliments. Now that Gemex 
Watchbands and Chesterfield are picking 
up the tab alternately—Saturday evenings 
over CBS-TV from 7 to 7:30—it is to be 
hoped that a similar generous gesture 
will be extended every patron. 


s This reviewer, commenting on the pro- 
gram when Fatima sponsored it, found it 
a little difficult to take. Since then, he 
must confess in all honesty, a good many 
changes have been made in it—all of 
them for the better. The show has greater 
pace and more variety. Guests who can, 
sing at tables. Others do tricks—or what- 
ever happens to be their particular spe- 
cialty. A “society panel” of one-time debs 
answers a question of manners or morals 
sent in by a viewer. In addition, a pup is 
given away. The camera passes the tables, 
stops to identify various guests, and 
moves on. As already stated, the show is 
vastly improved. In fact, it retains only 
one minor flaw—which plagued the origi- 
nal presentation. The proprietor of the 
Stork Club still appears on it. 

For someone who has associated so 
long with so many people who make a 


profession of being charming and gracious, 
Mr. Billingsley betrays a remarkable de- 
gree of insulation, stubbornly defying that 
well-known process called osmosis. He 
makes his way among the white-naperied 
tables with all the suavity of a service 
station attendant walking from the high 
test pump to the regular pump. As he sits 
at a table, his hands resemble chunks of 
too thickly cut beef. If he strolled about in 
a pair of satin shorts, wearing boxing 
gloves, his particular carriage would seem 
more natural than it does in a tux. He 
makes a desperate effort to overcome this 
impression by a lush show of sentimental- 
ity in telling one of his daughters he in- 
tends to spend “all day tomorrow [Sun- 
day]” with her. Seeing and hearing him, 
however, you draw the inevitable con- 
clusion that by “all day tomorrow” he 
means between 4 and 5 in the afternoon, 
while he is breakfasting. 


® The Gemex commercials, like all watch- 
band commercials, show the bands from 
various angles, on the wrist and off. One 
clever gimmick has been developed, how- 
ever. The word GEMEX is shown against a 
skyline and the letters expand and con- 
tract, providing a highly memorable im- 
pression of the action of the band. By 
contrast, it is a pleasant impression to 
carry away. 
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Copy Approvals for Communications 


By Robert Newcomb and Marg Sammons 

A company public relations official, 
whose jurisdiction extends over the vari- 
ous publications issued to employes, has 
written in to this department on the sub- 
ject of securing copy approvals. 

“In our company,” he writes, “we op- 
erate by committee on communications. 
That means we must get ten minds work- 
ing together. It means that ten men must 
agree to a piece of copy before it can be 
released. ..I don’t need to point out that 
this is a dangerous, time-consuming prac- 
tice. If we as a company have a view- 
point we want to get over quickly, to 
either employes or to the public, we run 
the risk of coming in second, simply be- 
cause it takes us too doggoned long to de- 
cide.” 

This is a common sin. Any company 
with a disorganized communications pro- 
gram—or no program at all—finds many 
chefs in the kitchen. 

The direction of communications by 
committee is a good practice, provided the 
committee members respect the limits of 
their assigned functions. Such a com- 
mittee should be advisory only, and it 
should be organized with that restriction 
clearly understood. The man in charge of 
communications should turn to his com- 
mittee for advice, but not for orders. If 
committee members have the authority 
to upset a program in the making, the 
program may never be completed. Thou- 
sands of good communications projects 
have died aborning because someone ex- 
ercised a veto power he never should have 
had in the first place. 

The good communications chief seeks 
factual accuracy, only, from department 


heads. He asks a department head 
to check the facts as given, and not to 
disturb himself with policy, the choice of 
a certain word, or the crossing of a “t.” 
Approval for the policy is the assignment 
of the top official, the last person to see 
the material; the top official is assured 
that the material he examines is correct 
from a factual point of view, because re- 
sponsible people below him have read and 
approved it. 


= The communications chief who stands 
firm on the matter of copy approvals has 
common sense on his side. He saves the 
time of busy people, and he gets his job 
out on schedule. Yet one communications 
man, uncertain of his ground and lacking 
the courage to assert himself, allowed 
himself to get into the position where 32 
complete sets of proofs were required be- 
fore a publication could be approved. 

Cynics will be quick to remark that 
the procedure outlined above represents 
a millenium not possible in their conser- 
vative policy-minded companies. The 
answer is: The stalling tactics involved in 
copy approvals are not part of policy. No 
company policy anywhere provides for 
wholesale delays and multiple approvals. 
It may be custom, or habit, but it isn’t 
policy. 

If a communications man wants his 
copy approval machinery modernized, he 
must tackle the problem himself. He must 
convince superiors and associates that 
speed is essential to good communications 
these days, that multiple approvals are 
needless and costly. The man who says it 
can’t be done is the man who has never 
tried. 


Looking at the Retail Ads 


By Clyde Bedell 

This advertiser has been advertising 
brooms over and over again recently, 
brooms vertically, brooms horizontally. 

There is no question but that even men 
who buy clearance sale suits would like to 
feel that what they buy is worth more 
than a sweeping out. 

“OUT THEY GO” starts the copy. And 
out goes any feeling of pride in the pur- 
chase the advertiser might have built up 
but didn’t. 

It is my belief that a clearance sale of- 
fers a great opportunity—not only to sell 
a store’s present friends—-but many pros- 
pects who have never patronized the store. 
This kind of advertising won’t do it, for it 
is not easy to sell clothes in a great com- 
petitive market in a highly competitive 
clearance period, and get more than your 


easy share of the business. But that should 
be every advertiser’s aim. 

Research and long experience have 
made me want to put my best foot for- 
ward in selling—even sale merchandise. 
If the broom in this ad were replaced with 
at least one good looking suit pic—accom- 
panied by a really convincing detailed 
story of the clothes and why this oppor- 
tunity was presented—it would begin to 
suit the requirements I have come to be- 
lieve in. 

Now, it goes counter to sound principles. 
It disparages the merchandise by implica- 
tion. It probably turns many readers away 
without their knowing why. The fact that 
it will have “cleared” some suits at sale 
prices doesn’t alter the error of flaunting 
Scott’s old psychological principle of 
fusion. 
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How BIG is the |fig3 market? 


The market LIFE reaches with a single issue (11,880,000 households*) 
is big enough, all by itself, to consume the entire yearly 
production of most brands, many manufacturers, many entire industries. 


*From A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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In one food product: 


If, this year, just 3 cups of soluble (instant) 
coffee were consumed daily in the households 
reached by one issue of LIFE, sales to this group 
alone would be more than double the 1951 retail 
sales of all soluble coffee brands combined. 


Because of LIFE’s bigness, and because 
of LIFE’s powerful local impact: 

Food advertisers last year invested $14,673,- 
235 for advertising in LIFE... more than double 
the figure for the next leading magazine. 
(Source: P.I.B.—gross figures.) 


In the entire food field: 


If, this year, the 20 leading U.S. grocery chains 
(comprising 13,712 stores) supplied the yearly 
food requirements of only the 11,880,000 house- 
holds reached by a single issue of LIFE, their 
sales would be double those of 1951. 


To back up their investment, these advertisers 
bought 1,124,872 pieces of point-of-sale material 
for retail tie-ins; and food retailers—chains 
and independents—staged 916 store-wide “Ad- 
vertised-in-LIFE” promotions. 


The number one medium in the nation’s number one business—FOOD 
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Open Hearings on Saylor’s Whisky 
Bill Scheduled for End of March 


New Yor«, March 10—The eyes 
of the liquor business will be on 
Washington on March 31, when the} 


| 


snarling camps. 
Also before the house is the 
_Celler bill which differs little from 


House ways and means committee | the Saylor bill except that it de- 
starts holding open hearings on the tails as to how the new bonding 


Saylor bill (H. R. 1215), which | 
proposes to extend the bonding 
period from eight to 12 years, a 
piece of legislation which has al- 
ready split the distillers into two 
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period will begin. 


The importance of the bill can 
hardly be overstated. If it passes 
in its present form, some com- 
panies in the industry will not 
only avoid force-outs of whisky 
(on which a tax of $10.50 must 
now be paid whether withdrawn 
or not on its eighth year in bond) 
but will be in a position to start 
advertising and selling eight to 
12-year-old bonded whisky years 
before the rest of the industry can 
catch up with them. 


: Ronis 1 Melirath 7 


and Associales — 


PHOTO ENGRAVINGS - 


\Minois ‘seni 
a Jelephonts Dtlaware 


Fi, your information 
(and use) we show 
above the name and 
address of one of 
America’s finest 
engravers... color and 
black-and-white. 


- DAY and NIGHT SERVICE| 
Chicago H, Winots 
“SMA ale ce ies be 


On the other hand, if it doesn’t 
pass, it’s just possible that its pro- 
ponents, who «ay they will be 
forced to dump whisky on the 
market, panick ng present rate- 
and-price formu!ae, will be proved 
right. 

If it passes, there will be a tre- 
mendous production rush in the 
distilling business, while the other 
companies try to get to the inven- 
tory position some distillers al- 
ready have. 

A similar bill was introduced 
last year, and defeated on the 
floor of the House. The alcohol tax 
unit, asked for an opinion, then is- 
sued a noncommittal report which 
pointed out that the amount of 
revenue was the same on net gal- 
lons, whether the bonding limit 
was eight or ten years. 

Back of the sudden eruption in- 
to the open was a long, silent bat- 
tle within the industry, which pits 
the giants—Schenley and Sea- 
gram—against each other. 


® The eight-year bonding period 
regulation dates back to 1894, and 
was breached only during Prohibi- 
tion, when whiskies were per- 
mitted to age indefinitely in bond. 
During the nearly 60 years it has 
been in force, the distillers have 
all adapted their aging processes 
to work out within the eight-year 
period. 

However, the liquor business has 
had two gigantic changes in the 
postwar period. The first came at 
the end of the war, when grain 
allocations were made on the basis 
of capacity (as desired by Pub- 
licker and Schenley) instead of on 
historical sales (as desired by Sea- 
gram and others). Much of this 
whisky shortly will be ready to 
come out of bond. 


® The second came in 1950, with 
the outbreak of the Korean War. 
There was turmoil in the liquor 
industry. Wholesalers and retailers 
started a run on distillers, because 
they recalled too well the pinched 
days of wartime selling. The liquor 
industry was in a slump, and the 
advent of Korea sent it spinning 
dizzily, and some distillers rushed 
into production. 

The results of that production 
splurge are now worrying the in- 
dustry. The pressure of the inven- 
tories now being held by some dis- 
tillers could lead to the thing the 
industry is most afraid of—a re- 
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will be accepted. 


stated. 


tribution. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The sixth annual Market Data Section of ApveRTISING AGE 
will appear in the May 11 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, more than 1,200 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for nearly 37,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 

* material must measure up to the following standards: 
1. It must be current. Nothing published prior to June, 1952, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 


4. It must be received before April 15, 1953. 

Market data material scheduled for publication before Sept. 
1, 1953, will be listed in a “not yet published” tabulation, pro- 
vided that a 50-word description of each such item reaches 
ADVERTISING AGE before April 15. The description must include 
probable date of publication and any conditions attached to dis- 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertistnc AcE, 200 E. 
Illinois St., Chicago 11, with any necessary explanatory notes. 


vival of the price wars of the ’30s. | 


The argument for extension of 


of the bonded force-out would 
have drastic effects on a slipping 


the bond period goes like this. Al-' market. 


though only about 9,000,000 proof | 


gallons will be forced out of bond 


in 1953, the amount of gallonage 


goes rapidly upward, so that in the 
period 1953-60, 183,000,000 proof. 
gallons will be forced out with en- 
forced bonding payments of $1.9) 
billion. 


These payments could bankrupt. 
large segments of the industry. 


= It is the opinion of the Amer- 
ican Distillers Committee, the 
group hacking the extension, that 
continuation of the bonding peri- 
od at eight years would be ruinous. 
This is particularly true since the 
force-out would be an addition to 
normal withdrawals, which have 
dropped steadily in recent years. 
Consumption of liquor has been 
around 158,000,000 gallons, com- 
pared to a postwar high of around 
225,000,000 gallons. The addition 
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Now for the anti-extension view- 

oint: 

There is no emergency. The pro- 
posed legislation is not in the in- 
|terests of the industry at large, 
| only companies with heavy inven- 
tories who have “opportunistically, 
‘or deliberately, undertaken pro- 
duction programs unwarranted by 
their business volume.” 


s “Prudent” companies (i.e., those 
with conservative bonded inven- 
tories) would be penalized. “The 
distilling industry has less older 
whisky than it had five years ago.” 

The whole bonding extension 
law is a plan to let a few com- 
panies gain a distinct competitive 
advantage over the rest of the in- 
dustry, and figures are cited to 
prove that “certain distillers are 
hoarding their stocks of old 
whiskies and using their younger 
whiskies at this time.” 

These are the views of the Dis- 
tillers Council to Maintain Bond- 
ing Standards, headed by D. L. 
Street, executive v.p. of Brown- 
Forman Distillers Corp., and in- 
cluding among its members Sea- 
gram (Calvert-Carstairs-Frank- 
fort), Glenmore, Hiram Walker, 
Yellowstone, and _ Stitzel-Weller 
Distillery Co. 

The membership of the Amer- 
ican Distillers Council has changed 
from time to time, a spokesman 
said, naming Schenley, Publicker 
and Fleischmann Distilling as con- 
tinuing members. 

The Distilled Spirits Institute, 
despite published reports to the 
contrary, is taking no action on the 
bill. Howard T. Jones, executive 
secretary, said the institute’s mem- 
bers, which include almost all the 
major distillers, are divided on the 
issue. 


® During the last year, four- and 
five-year-old bonds have been in- 
troduced into some markets at 
prices directly comparable to the 
“B” blends. This looks as if age 
weren’t as big a selling point as 
it sometimes is considered, yet no 
distiller wants to have a hand in 
granting another distiller a free 
shot at super-bonds, 10 to 12 years 
old. 

And a sizable portion of the in- 
dustry wishes the whole question 
had been quietly buried. What they 
want (and it’s true throughout the 
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15,564 QUARTS—It would take about 15,- 

564 quarts of lemon soda to fill up this 

2,000-Ib. revolving display bottle erected 

in St. Louis by Vess Bottling Co. The com- 

pany is currently selecting other St. Louis 

locations for similar giant displays, made 
by Treesh Neon Sign Co. 


industry) is tax relief. They feel 
that lower taxes will get the boot- 
leggers and popskull out of the 
market. But it’s been next to im- 
possible to maintain a united front 
while the fight on the bonding 
extension legislation is still seeth- 
ing. 


® Elsewhere in the industry: 

1. True reported that domestic 
distillers’ shipments were 7.6% 
less in 1952 than in 1951. In a re- 
port by B. W. Corrado, the maga- 
zine’s liquor research consultant, 
it was pointed out that blended 
whisky fell 14.7%, bonded whisky 
13.5%, and straights were up 9.1%. 
Beer shipments were up 1.3%, to 
84,819,892 bbls., and the wine busi- 
ness was up 10.3% through the 
first ten months of 1952. 

2. Lord Calvert is adding a new 
series of ads on its Men of Dis- 
tinction. In addition to the color 
pages in magazines, it will start 
using one-third page, b&w ads fea- 
turing candid photographs, and a 
chatty, informal style. The copy 
tells about the men of distinction, 
and background facts surrounding 
the shooting of the photographs, 
so that it is, in a sense, an ad cam- 
paign about another campaign. It 
will appear in Newsweek and 
Time. 

A second series of b&w ads is 
slated for Cue, Fortnight, The New 
Yorker and New York theater pro- 
grams. Geyer Advertising is the 
agency. 


Pushes Earhart Luggage 
Four-color advertisements will 
be used during the travel months 
—April, May and June—to pro- 
mote Amelia Earhart Luggage. Ads 
will appear in Harper’s Bazaar, 
Holiday, Mademoiselle, The New 
York Times Magazine, The New 
Yorker and Vogue. Daniel & 
Charles, New York, is the agency. 


Rayonier Promotes Brown 


Michael A. Brown Jr. has been 
promoted to sales manager for 
Rayonier Inc., New York, chemi- 
cal cellulose producer. Mr. Brown, 
at one time with Libbey-Owens- 
Ford Glass Co., also will continue 
to direct Rayonier’s sales promo- 
tion, public relations and advertis- 
ing programs. 


Thornton Gets PR Post 


Jack J. Thornton, with the 
company for many years, has been 
promoted to central region pub- 
lic relations representative of Can- 
adian National Railways. Mr. 
Thornton succeeds Franklin Davey 


|so call for horticulture and shelter 


| Stevens Joins Hicks & Greist 


De Witt Chemical to Fairfax 


The recently formed De Witt 
Chemical Co., Kingston, Pa., has 
appointed Fairfax Inc., New York, 
to direct its advertising. The com- 
pany’s new water-soluble plant 
food, Chem-Glo, will be introduced 
initially via newspapers. Plans al- 


You Can't Buy Canada 
Without buying London* 


magazines at a later date. 


D. L. Stevens, formerly field 
supervisor for Wadsworth Watch 
Case Co., New York, has joined 
Hicks & Greist, New York, as an 
account executive. 


Dahms Joins Geare-Marston 


Howard Dahms, formerly in the 
copy department of R. E. Lovekin 
Corp., Philadelphia, has joined the 
copy department of Geare-Mars- 
ton, Philadelphia. 


Stewart-Warner Names Gale 


Burton P. Gale has been ap- 
pointed advertising manager of the 
electric, radio and television divi- 
sion of Stewart-Warner Corp., Chi- 
cago. 


*London, the hub of Western Ontario, the heart of the garden of 
Canada, fifth largest market in this rapidly developing young country. 
There are more than a half million people in the primary market alone 
where the effective buying income runs close to $700,000,000** an- 


nually. 


Canada’s Best and Most Co-operative TEST Market 
COMPLETE DOMINANCE IN LONDON AND WESTERN ONTARIO 


The London Tiere Press 


Westen Ontario's Foriemcst Meuspaper 
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**Sales Management 


| Write C. G. Fenn 


| Adv. Mgr. 


breeds 


McDowell, who is retiring. 


Names Western Advertising 
Wilkinson Co., Santa Monica, 
Cal., maker of gold alloys and 
orthodontic dental appliances, has 
appointed Western Advertising, 


Los Angeles, to handle its ad-. 


vertising and promotion. 
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ACCEPTANCE’ 


‘MEJOR. 


* BY ADVERTISERS 


Agricultural Equipment 
Air Lines Clocks 
Distillers 
Household Appliances 
Proprietory Medicines 
Publishers 

Radio Manufacturers 
Sanitary Products 


Stationery Supplies 
Toiletries 


* py AGENCIES 


Cecii & Presbrey, Inc. 
Gotham Advt'g Co., Inc. 
Graves & Associates 

E. Ross Humphrey & Assoc. 
International Advt'g Agcy 
Kelly, Nason, Inc. 

Nat'l Export Adv. Serv. Inc. 
Robert Otto & Co. 

J. Walter Thompson Co. 
Irwin Vladimir & Co., Inc. 


For further information, please ielephone or write to: 


“MEJOR 


del Catholic Digest 


44 East 53rd Street New York 22, N. Y. Plaza 3-0828 


Hearing Aids 


Schools Sporting Goods 


del Catholic Digest Ta YANG 


In its first six months of 
publication Lo Mejor has 
achieved wide acceptance 
amongst the reading 
public of Latin America. 

A loyal audience has 
been firmly established 
which is growing 

month by month. 
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‘Creative Man’ Can Crow... 


All-Year Club Gets More Coupons 
from Informative Newspaper Copy 


By Phil Seitz 


Los ANGELES, March 11—This_ 


ns should delight AA’s Creative 
an. 

The All-Year Club of Southern 
California, which functions to fos- 
ter tourist trade in this area, has 
used his line of thinking about 
travel ads, and can report it works 
—50% better than the previous 
approach used. 

The All-Year Club spends about 
$500,000 a year for advertising, 
mostly in newspapers and maga- 
zines. In the past, newspaper copy 
has been fairly standardized with 
bathing beauty pictures, and mini- 
mum copy, mostly adjectives. 


® However, for the past few years 
there has been some thought given 
to using a more specific, travelog 


type of approach. The Creative 
Man came into the picture at the 
time there was some indecision 
about whether the previous ap- 
proach should be continued, or the 
new thinking adopted. 

His entrance sprang from the 
scathing comment he had written 
about the Italian State Tourist 
Agency copy for his regular col- 
umn (AA, July 14, ’52). It may 
have been the push that was 
needed, but regardless, the All- 
Year Club decided that bathing 
girls were out, and maximum, in- 
formative copy was in. 

The result has been 50% more 
coupons per $1 spent, since last 
November. This is an absolute- 
ly accurate figure because the or- 
ganization has prided itself on an- 
alysis of coupons since it began 30 
years ago. Coupons are considered 
important, although All-Year Club 
officials don’t like them, since the 
cost of answering them is 35¢ each. 


# On the other hand the coupons 
do indicate response to a particu- 
lar theme, and they are used to 
check publications against each 
other and against last year. Cou- 
pon results are a guide in the se- 
lection of media to be used. 

Ads in the current campaign are 
close to being solid copy, and some 
smaller ads are. Headlines, typical 
of the informative approach now 
used, are: “Southern California: 23 
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CALIFORNIA 


Vacation 
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COUPONS ROLLING 


of the memorable sights you 
should see’; “Southern California: 
19 summer sights you shouldn’t 
miss”; “Easy Guide to a Cool 
Southern California Summer Va- 
cation.” 

Body copy consists of straight, 
factual description of Southern 
California highspots. As a further 
gimmick, all ads are bordered with 
a dotted line, with the suggestion 
“Clip This-valuable information.” 
Ads also offer a map of sightseeing 
points of interest described in the 
ad. 

Reviewing what’s happened, 
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Ne - + + WITHA Displaymaster 


5 A Ring Binder that STANDS, SITS or LIES FLAT 


Display. 


fussing with gadgets. 


At a flip of the fingers, it becomes a hard-hitting sales tool. 
aster props up at a 30° angle when prospect is stand- 
ing, 60° when prospect is sitting. This better vision means 
better presentations. Sets up and takes down in a flash; no 


SEND FOR FREE FOLDER 


=<. Sales Jools, Jue. 


Also 100s of Other Items! 


1702 WEST WASHINGTON BLVD. ® 


IN—The All-Year Club of Southern Cal- 
ifornia has boosted its coupon returns 50% since it began run- 
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Don Thomas, managing director of 
the tourist organization, explains 
the success of the new approach by 
saying, “Too much travel adver- 
tising today is by places which are 
all making the same claims. ‘Most 
beautiful mountains, best beaches, 
ete.’ Of course, that just isn’t pos- 
sible. And it isn’t what the reader 
wants. 

“The prospective travel custom- 
er today is too smart to be satisfied 
with adjectives. He has already 
traveled so much that he is dis- 
cerning enough to want specific 
factual information enabling him 
to choose between places he might 
want to go. 

“That wasn’t always so. Travel 
used to be limited, mostly to the 
more wealthy. People didn’t know 
so much about the places to travel 
to. They were satisfied with adjec- 
tives about the ‘best and most 
beautiful, etc.’ Today that kind of 
advertising insults their intelli- 
gence. 

“After their imagination is 
aroused, they want specific itiner- 
aries of what they can enjoy. And 
if you have those itineraries avail- 
able, as we do, why not circulate 
them by the millions, in our ad- 
vertising, rather than in the more 
limited distribution of our litera- 
ture?” 

Sounds like the Creative Man, 
doesn’t he? 


ning newspaper copy like this, giving readers a lot of informa- 
tion about various places to visit in the area. 


Hillman to Strauchen & McKim 


Edward Hillman Jr., formerly 
continuity director and_ traffic 
manager with WKRC-AM, Cincin- 
nati, has joined Strauchen & Mc- 
Kim, Cincinnati agency, as head 
of its radio-television department. 


Opens New Hampshire Office 


John D. Orr, formerly with Har- 
old Cabot & Co., has been placed in 
charge of the new Concord, N. H., 
office of William Von Zehle & Co. 
This is the first New York agency 
to establish a branch in the state. 


Berk Adds Two Accounts 


Irving Berk Co., New York, has 
been appointed to direct advertis- 
ing for Jamco Window Unit Corp., 
window manufacturer, and J. A. 
Melnick Co., lumber products mak- 
er, both of Brooklyn. 


Don Staley Joins Weed & Co. 


Don Staley, formerly an account 
executive with Ziv Television Pro- 
grams Inc., Los Angeles, has been 
appointed San Francisco manager 
for Weed & Co., radio-TV repre- 
sentative. 


. 


Stromberg Promotes Haupt 


Stromberg-Carlson Co., Roches- 
ter, has promoted Frederic W. 
Haupt from assistant advertising 
manager to advertising manager of 
the telephone and the sound divi- 
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the New York station 
where listeners listen 
and sponsors sell... key 


station of MUTUAL 
Broadcasting System 
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Heinz Plans Spring 

Ad Drive in ‘Life’ 

and 905 Newspapers 
PITTSBURGH, March 10—H. J. 


Heinz Co. starts its spring promo- 
tion this week with an ad cam- 
paign in 905 daily newspapers plus 
a spread in the March 23 issue of 
Life. 

The drive will be built around 
the company’s tomato man, garbed 
as a Scotchman and beating a 
drum emblazoned with the words, 
“Heinz Big Value Parade.” 

Scheduled for newspapers are 
1,000-line ads, in two colors where 
possible, for primary and second- 
ary markets, and 640-line ads for 
smaller cities. They will appear in 
“food day” sections of the news- 
papers wherever possible. 

The Life spread, which will 
feature all seven of Heinz’ lines, 
will urge readers to “watch for the 
Heinz big value parade” at their 
local grocery store. Maxon Inc., 
Detroit, is the agency. 

Point of sale material will in- 
clude special store hangers to pro- 
mote the company’s spill-proof 
baby tumbler, which can be ob- 
tained with six Heinz baby food 
labels and 25¢. 


Yale & Towne Names Two to 
Head Ad and Sales Posts 


The materials handling division 
of Yale & Towne Mfg. Co., Phil- 
adelphia, has appointed Carleton 
P. Adams advertising manager. Mr. 
Adams formerly was director of 


N. C. Baker Jr. 


Carleton P. Adams 


advertising and sales promotion 
for Quaker Rubber Corp., Phila- 
delphia. 

Newcomb C. Baker Jr., previ- 
ously with Ruthrauff & Ryan, has 
been appointed manager of special 
sales promotion for the division. 


Royal Promotes Ackland 


Royal Typewriter Co., New York, 
has promoted George G. Ackland, 
advertising manager, to director of 
advertising and public relations. 


BON VOYAGE—It’s good wishes all around for J. F. Land (far right), Lake Charles, 
La., Crosley dealer and one of 100 retailers who won o round trip to Paris in a 


contest sponsored by the Crosley division 


of Avco Mfg. Corp. On hand to bid the 


dealers goodbye in New York were (left to right) William Curry, Pan American 

World Airways; Jack Martin, Trans World Airlines, and George E. Simons, Crosley 

appliance manager. Pan American and TWA are providing the transportation for 
the winners. 


17 Speakers Slated 
to Speak at Fourth 
Atlanta Conference 


ATLANTA, March 10—Represen- 
tatives from six southern states 
will gather at Emory University 
next week for the fourth annual 
Atlanta Advertising Institute. They 


will hear 17 nationally known) 


speakers discuss 
Faces the Facts.” 
Speakers on Friday, March 20, 


“Advertising 


will be Roger Barton, editor, Ad-| 


vertising Agency; Dr. G. Rowland 
Collins, dean, schools of business, 
New York Universitv; Edgar Ko- 
bak, president, Advertising Re- 
search Foundation; Donald M. Ho- 
bart, director of research, Curtis 
Publishing Co.; Alfred Politz, pres- 
ident, Alfred Politz Research; Ben- 


Finett S. Chapple Jr., assistant ex- 


ecutive v.p., United States Steel 
Corp.; John Mather Lupton, presi- 
dent, John Mather Lupton Co.; 
Eugene Gaughn, advertising studies 
manager, American Telephone & 
Telegraph Co.; and William Miller, 
general art director, General Out- 
door Advertising Co., Chicago. 


@ On Saturday, March 21, speak- 
ers will be Norman Knight, v.p., 
Sponsor; Edward H. Weiss, presi- 
dent, Weiss & Geller; Clyde Bedell, 
consultant and ADVERTISING AGE 
columnist; Jane Trahey, advertis- 
ing director, Neiman-Marcus Co.; 
E. B. Weiss, director of merchan- 
dising, Grey Advertising Agency; 
A. P. Bondurant, advertising di- 


rector, Glenmore Distilleries, and 
Henry Hoke, editor and publisher, 
Reporter of Direct Mail Advertis- 
ing. 

William S. Sadler Jr., senior 
partner, Sadler & Associates, per- 
sonnel management counsellor, will 
give the address at the closing 
banquet. 

For the fourth consecutive year, 
the institute will be sponsored by 
the Atlanta Advertising Club in co- 
‘operation with the division of jour- 
nalism, Emory University. 

A feature of the two-day meet- 
ing will be the opening of the an- 
‘nual advertising art and design ex- 
hibit by the Art Directors Club of 
Atlanta. 


Milner Promotes Schuler 


Milner Products Co., Jackson, 
Miss., manufacturer of Pine-Sol 
cleanser-sanitizer, has appointed 
R. E. Schuler general sales mana- 
ger. He formerly was southeastern 
division manager for Penick & 
Ford Ltd., New York molasses and 
syrup manufacturer. 


Two Appoint Ullman Agency 

Bird-Archer Co., Philadelphia 
water conditioning engineer, and 
Penn Industrial Instrument Corp., 
Philadelphia maker of recording 
and controlling instruments, have 
named Roland G. E. Ullman Or- 
ganization, Philadelphia, to handle 
their advertising. 


Bent Co. Names Sullivan 
Daniel F. Sullivan Co., Boston, 
has been appointed to handle ad- 
vertising for G. H. Bent Co., Mil- 
ton, Mass., manufacturer of Bent’s 


cold water crackers. 


| Robert Peck Heads Toni PR 

| Robert M. Peck, formerly asso- 
|ciated with Oscar Mayer & Co. in 
Madison, Wis., has been appointed 
‘public relations director of the 
| Toni division of Gillette Co., Chi- 
/cago. Mr. Peck succeeds Daniel J. 
|Edelman, who has opened his own 
|public relations office in Chicago. 
|Edelman & Associates will continue 
to serve Toni as p.r. consultant. 

| 


Ideco to Harry M. Miller 

The Ideco division of Dresser- | 
Stacey Co., maker of radio-televi- | 
|sion broadcasting towers, has ap- | 
pointed Harry M. Miller Inc., Co- | 
iumbus, O., to handle advertising 
and sales promotion. 


White Joins McKinsey & Co. 

John F. White Jr., formerly an 
independent marketing specialist, 
has joined McKinsey & Co., New 
York management consultant, as 
a marketing specialist. 


85 
Doughboy Promotes Feeds 


Doughboy Industries Inc., New 
Richmond, Wis., has begun a 
“Save with Doughboy” spring pro- 
motion to sell Doughboy Formula 
feeds. The campaign concentrates 
on Doughboy chick and pig starter 
feeds as well as a new hydrolyzed 
whey ingredient called Ingredient 
X. Newspapers and magazines will 
be used, plus store displays, mail- 
ing pieces and 17 radio stations in 
Minnesota, Wisconsin and Iowa. 
Batten, Barton, Durstine & Osborn, 
Minneapolis, is the agency. 


IF you have... 
the right item...if 


your copy is right...if Walk sets 

your ad... THERE, you have a 100% 

JAY P guarantee of peace of mind, and not 
* athing to worry about. Contact now. 
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station in \merica. 


Let us show you how to 


You need a sword—and a mighty 
powerful one—to cut yourself a piece of 


the biggest market in the country. 


WOR gives you a two-edged advantage over 
your competitors by delivering New York’s 
most powerful radio signal . . . and the most 
sales-responsive audience in its 14- 


state, 26,010,000 listener area. 


Evidence of the up-to-the-hilt impact of 
WOR is the fact that more advertisers sell 


more prod icts via WOR than via any other 


wield the sword to 


sales success. Call LOngacre 4-8000 today. 
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Along the Media Path 


e Triangle Publications Inc., New 
York (Morning Telegraph and 
Daily Racing Form), has com- 
pleted its sixth annual survey of 
spectator attendance at major 
sports events in the U. S. The sur- 
vey reports that racing has become 
the No. 1 sport for attendance and 
that baseball—the leader for as 
long as anyone can remember— 
has dropped to second place. Cop- 
ies of the report are available from 
the company’s ad manager, Leo 
Waldman, at 525 W. 52nd St., New 
York 19. 


e@ On Sunday, March 1, the Phila- 
delphia Inquirer and WFIL-TV 
joined to exhibit 34 domestic and 
foreign cars for 2% hours on live 
television, which is reportedly the 
first show of this kind in the coun- 


try. Each make of U. S. car was 
given five minutes of live time 
with well known celebrities doing 
the narrating. Foreign cars were 
given a 25-minute segment at the 
end of the show. The Sunday In- 
quirer carried a 20-page supple- 
ment coincident with the show. 


e WWJ and WWJ-TV, Detroit, 
have begun an additional service 
to local and national advertisers 
with publication of a merchandis- 
ing bulletin, “Radio-TV Market- 
eer.” The bulletin will be circu- 
lated monthly and will carry items 
of interest to wholesale merchan- 
disers. It has a mailing list of 5,000. 


@ Department of Claims and 
Boasts: 
Farm Journal says it has set two 


programming 


~ has made 


wmec 


ELE TEE: 


Programs designed for the taste of the 
people who make up the market! That’s 
the secret behind the long and successful 


record of WMC programs. 


Here are just a few of the shows that 
7 sell. . of the programs that pay on WMC: 


‘Agriculture and You” $i Wedsntday, Friday Chemical Corp. 

Tuesday and Thursday Hercules Powder Co. 
Charlie Dial §; Cees M riday Ful-O-Pep Feeds 
Jack Hunt 4 iad ty ~ aba M ciday Pillsbury Flour 
Ernest Tubb il [1:4 we a A say Jewel Shortening 

12:15 P.M. Sinkers Cotton Seed 

orn Monday, W nd Thursday ned Tennessee Coal & Iron Co. 
Light Crust Doughboys 3:5 00 | Lad § P. Hay Burrus Mills 
fia Bhodes ond his 13: 30 oe } tak § Mey Bristol-Meyers 
ne mee faateuw, Ronee 


NBC — 5,000 WATTS — 790 K. C. 
National representatives, The Branham Company 

WAMCE 260 kw simuttancousty Duplicating AM Schedule 

WMT First Tv station in Memphis and the Mid-South 


Owned and Operated xy The Commercial Appeal 


MAN-OF-YEAR—H. E. Van Petten, advertising manager of the Industrial & General 
Products Div. of B. F. Goodrich Co., Akron, Q., receives Industrial Marketing's 


award as 


“industrial advertising man of the year’ 


on the basis of the division’s 


business paper campaign. The award is presented by Merle Kingman, managing 
editor of IM. at a meeting of the Industrial Marketers of Cleveland. 


records. Not only is its February 
issue the largest in dollar volume 
in its entire history, but it is also 
the largest of any farm magazine 
in the country, according to the 
magazine. It says its March dollar 
volume (well over a million dol- 
lars) will exceed that of the 
February issue. In addition, 1952 
was Farm Journal’s record 12- 
month period, with a total adver- 
tising revenue of $9,107,271. 

Everywoman’s Magazine has 
shown consistent gains for the 
third year for the month of April, 
with a 20% gain in pages over 
April, 1952, and a 7.1% gain in 
revenue over April ’52. 

In advertising pages, Scientific 
American is up 37.6% this year 
over the first quarter of 1952. In 
net advertising income, the maga- 
zine is up 54.5%. 

Finish (Dana Chase Publica- 
tions, Chicago)—“the magazine of 
appliance and metal products man- 
ufacturing”—reports a first-quar- 
ter gain for 1953 of 37% in adver- 
tising pages over the same period 
of 1952. 

In 1952, McCall’s not only topped 


by almost $1,000,000 its previous 
high income year of 1948, for a 
total of $12,697,512, but says it is 
the only magazine in the women’s 
service field to show an increase 
in advertising revenue “in all six 
major classifications,’ which are 
grocery products (a 6.4% gain), 
home furnishings (10.2%), drugs 


and toiletries (7.6%), appliances | 
(8.2%), apparel (46.2%) and mis-| 
TV) 


cellaneous, including radio, 
sets and phonographs (16.4%). 


The Saturday Evening Post an-| 
nounces an alltime high sales dur- | 


ing the week of Feb. 14, when the) 


first instalment of Bing Crosby’s| 
autobiography appeared. Total! 
sales were in excess of 4,850,000) 


copies. The previous peak was 4,- 
652,000 copies on Feb. 9, 
when part one of Whittaker Cham- 
bers’ story ran. 


Carpenter to K&E Copy Staff 

Clinton Carpenter, formerly cre- 
ative supervisor at Ruthrauff & 
Ryan, has joined the copy depart- 
ment of Kenyon & Eckhardt, New 
York, as group head. Mr. Carpen- 
ter at one time was with William 
Esty & Co. and Biow Co. 


can take your > 
| sales message if 
‘into so many 


ETORONTO D DAILY | STAR. : 


m. —— see be wrens ‘ae 


1952, | 
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Armo to Daniel & Charles 


Armo Cooling & Ventilation Co., 
New York, has appointed Daniel 
& Charles to handle its advertising. 
Present plans call for use of news- 
papers and magazines. Henry Bach 
Associates previously handled the 
account. 


Lassen, Fuller Join Y&R 

Kurt M. Lassen, formerly gen- 
eral manager of The Freeman, 
and James H. Fuller, previously 
with McCall’s as manager of drugs 
and toiletries advertising, have 
joined the contact department of 
Young & Rubicam, New York. 


CBS Switches Affiliates 


WHYN will replace WMAS as 
the CBS Radio affiliate in the 
Springfield-Holyoke, Mass., area 
effective June 15. The network 
now has a total of 217 stations. 


NBC Promotes Heilweil 


Murray Heilweil, assistant man- 
ager of the merchandising depart- 
ment of National Broadcasting Co., 
New York, has been promoted to 
director of the department. 


FREE & PETERS 


for availabilities 


WESTINGHOUSE 


Radio Stations 
| -+ home of 
| advertising values 


in six great market-areas! 


‘WBZ Boston 

| WBZA Springfield 
KYW Philadelphia 
KDKA Pittsburgh 
WOWO _ Fort Wayne 
KEX Portland, Ore, 


Boston 
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Partnership Ended as 
Hewitt Leaves Agency 


(Continued from Page 1) 
David Ogilvy will be top man, as advertising tree in 13 years. He 


president and chief executive of-| knocked about Paris and was a. 
ficer. In Mr. Hewitt’s wake, the salesman for Aga heaters before, 
board of directors created new going into advertising via Mather | 
v.p.s—Shelby H. Page, previously | & Crowther, of which his brother | 
treasurer, and James J. McCaffrey, | is managing director” (AA, Aug.| 


who joined the agency a year ago 
as media director. 

Mr. Hewitt bowed out of the black eye-patch of the Man in the 
agency he helped to found late last Hathaway Shirt, the Guinness 
week, when he told department Guide campaign, and the Helena 
|Rubinstein estrogenic hormone 
cream campaign (for which Ogil- 
'vy’s silhouette served as part of 
| the illustration) created a tremen- 
|dous excitement in the advertising 
_ business. 
| 
‘e It was an agency exercising 
| fresh ereative ideas, taking 
| chances, breaking the rules where 
|it seemed advisable. It wasn’t 
|afraid to turn out a nearly all- 
_type ad for Good Luck margarine, 


9, 48). 


James McCaffrey 


Shelby H. Page 


,climbed close to the top of the 


In the past couple of years, the | 


NEW ENCHANTMENT—Holeproof Hosiery 
Co., Milwaukee, will invite the ladies to 
“slip on new enchantment’ with Luxite 
lingerie ads like this in Holiday and Vogue. 
Dealer interest will be stimulated with a 
window display contest offering Carib- 
bean cruises as prizes. Weiss & Geller, Chi- 
cago, is the Luxite agency. 


that—instead of the delighted if 
surreptitious gossip which usually 


This Week in Washington... 


Cahill Jokes with Justice Jackson 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, March 12—Speak-_ 
ing for 98 newspaper publishers | 


who are interested in maintaining 
combination rates for their morn- 
ing and evening papers, John C. 


| Cahill was clearly at ease Wednes-_ 
| day as he told the Supreme Court | 
that publishers are squeezed be- 


tween new competition and rising 
costs. (See story on Page 3.) 
Newspapers sell advertising in 


Ramspeck, representing the airline 
industry, and William Doherty, 
president of the National Assn. of 
Letter Carriers. 
© * a 

President Eisenhower's new eco- 
nomic adviser, Dr. Arthur F. 
Burns, is a Columbia University 
professor and research director of 


/the National Bureau for Economic 


Research. He has been termed “a 


‘competent distinguished scholar” 


by Sen. Paul Douglas (D., IIl.), 


competition with magazines, tele-| who is an economist in his own 
vision and other media, he ex- right. 
plained, With their operating costs | Dr. Burns’ first assignment is 
steadily ascending, the combina-| to work out a new set of rules for 
tion rate enables the newspapers the President’s council of economic 
to come up with a milline rate | advisers. He told the Senate bank- 
competitive with other media. | ing committee he is convinced the 
The newspaper business has) advisers should be “non-political” 
gone a long way since the days of and should “stay out of the lime- 
the four-page penny press, he ar-| light.” 
gued. Expensive new features have; He says “the American people 
been added—-for example, sports| believe in a free economy.” He 
pages, women’s pages and cartoons | agrees, however, that “there are 


heads of his intention to resign. 
At yesterday’s directors’ meeting, 
he closed the book. 

As to his future plans, and as to 
whether he would be taking any 
accounts with him, he gave little 


iadhention ‘savings afforded by Austin econ- 


completely skipping the cliche of 
|always-show-the-product; it risked 


| ridicule with an ad for Austin in- 
'timating that a diplomat was pre- 


|tion for his son on the gasoline 


| paring to finance a Groton educa- 


occurs after an agency’s manage- 
ment splits apart—the prevailing 
mood of the HOBM staff was one 


the break-up may have been, most 
of them were hoping it wouldn’t 
happen. 


of depression. However inevitable 


There was no back-biting. Mr. 


omy. Hewitt delivered his valedictory 


It produced sprightly and 


® Plans? “I'll let you know in a Teadable ads for Chase National 
couple of weeks—meantime I’m | Bank, which operates in a business 


. ree _| where ads usually read as if they 
co agama Oa er Ne | were composed with all the liter- 


to the staff with the specific ad- 
monition that the agency was in 
David Ogilvy’s hands, and they 
were to support him. Ogilvy, dur- 


(He meant comic strips). 

“Only the other day,” he told 
the court, “the New York Herald- 
Tribune received a letter from 
Judge Learned Hand, expressing 
grief at the death of the cartoonist 
who created Casper Milquetoast. 

“Judge Hand told the Herald- 
Tribune he was fond of Casper 
Milquetoast, for he resembled no 
one so much as a member of the 
federal bench.” 

His departure from legal argu- 


Accounts? (It is generally ac-| @ry skill at a certified public ac- 


knowledged that Chase National 
Bank and possibly Sun Oil Co.! 
were brought into the shop by Mr. 
Hewitt, and that he supervised all 
contact with them.) “No comment 
..I was bought out with no 
strings attached.” 

Go to another agency? Strike 


countant’s command. 


ing his later talk to the staff 
stressed that there was to be no 


criticism of Mr. Hewitt inside or 
outside the agency. 


CBS’ Murphy Sees 


® As for the future, President 
David Ogilvy would only confirm 
that the agency name would re- 
main the same. 

As for account changes, he does 


ment provoked one of those asides 
which occasionally breaks the 
deadly seriousness of a Supreme 
Court argument. “I always read 
the cartoons, too,”’ quipped Justice 
Robert Jackson. “They are usually 
the most reliable part of the news- 
paper.” 


not foresee them. 


Bright Radio Future 


As for the future philosophy of 
the agency, it would represent no 
change. 


out for himself? “I’ll have a tem- 
porary office in the Hotel Weylin. 
I'll let you know.” : 
It was Andy Hewitt who helped| What Mr. Ogilvy regards as the 
to shake the curse of “that British @8ency’s future is probably well 
agency” off HOBM. Originally it described in a speech he made to 
was to be called Benson & Mather, | the Assn. of Advertising Men last 
an offshoot of the highly respected fall. He depicted a “creatively po- 
London agencies of Mather & tent agency...ambitious, hard- 
Crowther and S. H. Benson Ltd.| Working, full of dynamite. It gets 
David Ogilvy worked for Mather|accounts away from soft, old 
& Crowther, and his brother Fran-| 4gencies; it does great work.” 
cis was Mather & Crowther’s man-| Of the successful agency (“ruth- 
aging director in 1948, when the less upstarts who work hard and 
decision to open a New York agen-| put all their dynamite into ad- 
cy was reached. Francis Ogilvy is| vertisements”), Mr. Ogilvy said it 
still managing director of M&C,| would have top men who “honestly 
and is also a director of HOBM. | believe the production of great 
selling copy is the most important 
s “Benson & Mather” was original-| function their agency has to per- 
ly supposed to “increase the sales| form.” 
of British goods and services in| 
the U. S.” British trade papers @ It seems likely that Hewitt, Ogil- 
carried ads notifying advertisers) vy, Benson & Mather (the agency 
that the new agency (whose cable name will stay the same) will con- 
address was “Flagbearer New/tinue to stake its future on the 
York”) would combine “a thor-|copy it produces. The agency’s 
ough understanding of British| big calling card in a highly compe- 
business aims, methods and dif- | titive business has been the verve 
ficulties with a complete knowl-|and bubble of its creative work. 
edge and mastery of American| Whether the amount of attention 
marketing, American research and| and publicity those advertisements | 
effective American advertising.” |drew to the agency(and hence to 
Benson & Mather was Hewitt,|David Ogilvy) were responsible 
Ogilvy, Benson & Mather when it for the split, no one could say with 


j/night hours sold,” 


opened its doors in 1948. Its pro- assurance. Certainly there were 
nounced British flavor began to| bitter arguments, and periods of} 
wear away rapidly, largely at the taciturnity when the two operating | 
insistence of its executives, who partners of “the hottest agency in| 
for the last couple of years seem New York” weren't speaking. 
bent on de-Anglicizing the agency| Strained though their personal 
wherever possible. Certainly busi- relations might be, the two part- 
ness paper reporters were repeat- | ners were operating what was— 
edly reminded that it was an from all accounts—one of the most 
American agency, working in the, pleasant places to work in the 
American market, zealous for agency business. The atmosphere 
American accounts. Even David was right and relaxed; the agency 
Ogilvy was extensively billed as a| had the services of a maid, whose 
Scot. job it was to keep the offices 

dusted and pleasant during the 
® David Ogilvy has always excited day. It had a coffee machine in- 
a good deal of interest. In the sum-| stalled for the slightly-more-than- | 


mer of 1948, News Review—a | 100 people who worked there. And| 


| Telecasting to start a new tele- 


Boston, March 12—Adrian Mur- 
phy, president of CBS Radio, pre- 
dicts there will be no more “psy- 
chological doldrums” for radio. 

The CBS network executive told 
the Radio Executives Club of New 
England here yesterday that radio 
will always be a bigtime advertis- 
ing medium. He said that Colum- 
bia is backing this conviction with 
“deeds and dollars and with new 
techniques in sales, sales promo- 
tion and programming.” 


s Mr. Murphy added that CBS’ 
weekday schedule is completely 
sold out despite a recent rate in- 
crease. To support his case, he 
cited the following statistics: 

In 1951, CBS Radio had 158 day- 
time quarter hours sold, slightly 
less than in pre-TV 1948, when 154 
were sold. In 1952 the total was 171 
daytime quarter hours sold or 23 
more than 1951 and 17 more than 
1948. The nighttime picture 
showed 89.6 quarter hours sold, 
compared with 91 in 1951. 

“This gives CBS Radio alltime 
highs in day and total day and 
Mr. Murphy 
said. 

He called attention to the fact 
that the network has now 90 spon- 
sors, against 62 in 1948. 


‘Broadcasting’s’ Paul 
to Start TV Magazine 


S. J. Paul has resigned as adver- 
tising director of Broadcasting- 


Before the day was over, Justice 
Jackson turned his rapier on Mr. 
Cahill’s opponent. The justice 
couldn’t understand why Assistant 
Solicitor General Robert Stern had 
no figures to prove that competi- 
tion was injured as a result of the 
combination rate which covers ad- 
vertising in the New Orleans 
Times-Picayune and the New Or- 
leans States. 

“If the New Orleans Item has 
been injured, why are there no 
figures?” he demanded. “Aren’t we 
correct in assuming then—since 
you do not produce figures—that 
the government cannot show that 
the combination rate caused an in- 
jury?” 

. 7 * 


Sen. Allen J. Ellander piously 
chided Republicans for proposing 
a Senate investigation of the Post 
Office Department at a time when 
the Eisenhower administration has 
barely begun its own investiga- 
tions. “Let’s give Postmaster Gen- 
eral Summerfield six months. If 
we find he hasn’t done the job, 
then we might consider a congres- 
sional investigation,” he declared. 

His remarks had been antici- 
pated, for he has been engaged in 
something of a crusade against the 
expenditure of additional funds for 
Senate investigations. In the show- 
down, the Senate readily allotted 
$100,000 for its post office commit- 
tee to conduct a thorough investi- 
gation of the postal rate structure 


vision magazine. He had been with | 
the weekly publication for 12 
years. 

Winfield R. Levi, sales manager 
of Broadcasting-Telecasting, has, 
been transferred f:0m Washington 
to become business head of the 
New York bureau. Coincidentally, 
William H. Shaw, midwestern ad 
representative, wzs 
western sales manager, 
cago. 


| 
| 
} 


named mid-| 
in Chi-| ; ; 
|consideration for 


and the department’s operating 
methods. 

Plans for the investigation are 
still in formative stages. Reported- 
ly, however, Price Waterhouse Co. 
will be asked to examine the Post 
Office Department’s bookkeeping. 
Moreover, an advisory committee 
of mail users and employe repre- 
sentatives is to be established. 

Among those said to be under 
the advisory 


| group are Walter Fuller, chairman 


British news magazine—remarked until the force grew too big to| Wallace to ‘Better Living’ 


of Mr. Ogilvy, then 36, that he was | handle, it had an all-day outing for 
“known as the ‘Blond Bombshell’; the staff and their families on the 
because of his fair hair and terrific| Hewitt estate. 


zest for work. David Ogilvy has| 


William M. Wallace, formerly 
with Best Foods Inc., has join 
Better Living, New York, as as- 


That may have been the reason’ sistant merchandising manager. 


of Curtis Publishing Co.; Ed Ander- 
'son, publisher of weekly newspa- 
| pers; Edward B. Rubin, sales plan- 
ining manager of Spiegel Inc., Chi- 


times when the government cannot 
stand by and let the course of eco- 
nomic activity run its own way.” 


Joseph Fewsmith, 
Cleveland Agency 


Co-Founder, Dies 


CLEVELAND, March 13—Joseph 
Fewsmith, 64, board chairman of 
Meldrum & Fewsmith, died last 
night in Lake- 
side Hospital of 
pneumonia. 

Mr. Fewsmith, 
who was born in 
Cleveland, at- 
tended Wooster 
College, Wooster, 
O., and became 
assistant adver- 
tising manager of 
Peerless Motor 
Car Co. in Cleve- 
land in 1911. He 
then-jeined the Martin V. Kelly 
Agency in Toledo where he met 
the late Barkley Meldrum. 

In 1917, Mr. Fewsmith moved to 
Philadelphia as a copywriter for 
N. W. Ayer & Son. He returned to 
Cleveland four years later to be- 
come a v.p. and director of 
Sweeney & James, where he 
worked with Ned Jordan on the 
famous “Somewhere West of Lar- 
amie” ad for Jordan cars. 

He joined Mr. Meldrum in 1930 
in forming Meldrum & Fewsmith 
where he was v.p., treasurer and 
art director until 1945 when he be- 
came president of the agency. He 
was named board chairman in 
1950. His son, Joseph Jr., is asso- 
ciated with the agency’s new busi- 
ness department. 


HARRY BARNETT 

New York, March 13—Harry 
Barnett, 65, retired traveling cir- 
culation executive of the New York 
Journal-American, died last night 
at his home in Asbury Park, N. J., 
after a long illness. 

He founded Jersey Coast News 
Co. before joining the Hearst or- 
ganization, 28 years ago. Before 
that he had been with American 
News Co. in charge of its suburban 
branches. He retired from active 
business last July. 


J. Fewsmith 


Inertol Co. Promotes Condon 


Inertol Co., Newark maker of 
|paints and enamels, has promoted 
James A. Condon to manager of 
,advertising and technical services. 
Mr. Condon has been in charge 
lof correspondence and customer 
contact in the technical service 
|department for seven years. 

| 

‘Klein Joins Honig-Cooper 


Ad Klein, formerly an account 
executive with Biow Co., San 
Francisco, has joined the staff of 
|Honig-Cooper, San Francisco, as 


\cago; former congressman Robert an account executive. 
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(Continued from Page 2) 
more than $1,000,000, cut $1,000,-, 
000,000; household furnishings, | 
down about $2,200,000; consumer | 


1952 Ad Expenditures in Four Media 
Hit Record $958,347,692, PIB Finds 


polishes, up nearly $9,000,000; in- | 
dustrial materials, up about the) 
same amount; insurance, up from 
$12,860,462 to $15,334,220 in 1952; | 


services, off about $36,000; enter- and agriculture and farming, which | x 
rose from $5,773,885 in 1951 to $7,- BY 


tainment & amusement, off about 
$78,000. These losses were offset 
in the over-all picture by the addi- 
tion of a political advertising cate- | 
gory, which amounted to $3,148,- 
661. 


® Political advertising, even on 
PIB’s measurement (which doesn’t 
include newspaper and outdoor ex- | 
penditures) increased sharply. In| 
1948, it was clocked at $1,213,282, 
but this excludes network TV in 
that year. 

One of the fastest growing 
classes, percentage-wise, is retail 
and direct by mail. In 1952, it ac- 
counted for $16,078,592; in 1948, it 
was $8,500,932: Another sizable in- 
crease was registered by horticul- 
ture, up to $4,043,912 in 1952 from 
$2,943,338 in 1948. 

Among the classes which grew 
spectacularly between 1951 and 
1952: automotive, up $10,500,000; 
household equipment and supplies, | 
up $7,400,000; soaps, cleansers & | 


network TV total from $127,989,713 


996,236. | 


s There was a tremendous swing) 


to TV in some of the classifications. | f 
The food category boosted network x 
TV expenditures from $25,839,983 P 


in 1951 to $33,806,938 in 1952; 


toiletries moved up from $16,455,- | 


364 in 1951 to $24,803,774 in 1952; 
smoking materials jumped from 
1951’s $17,993,092 to $28,430,197; 
automotive from $11,050,501 to 
$15,464,860; household equipment 
& supplies from $8,528,403 to $11,- 
460,099; and soaps, cleansers and 
polishers from $11,037,695 to $21,- 
004,194. 

These six classifications are re- 
sponsible for about 75% of net- 
work television, and they are 
largely credited with boosting the 


in 1951 to $180,794,780 in 1952. 


s The same six classifications also 
dominate network radio, and they 
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EXPENDITURE CHARTS—These charts show 
over the years, tracing the year-to-year 


radio (1929-1952), and TV (1949-1952). Source: Leading National Advertisers Inc. 


NETWORK TV ADVERTISING REVENUE, 1949-1952 


(in Thousands) 
$180,795 
$127,990 
$40,779 
$12,295 
ee 
1949 1950" 1951 1952 
“DuMont not included 


the changes in advertising expenditures 
expenditures in magazines (1915-1952), 
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MEDIA BREAKDOWN—This chart shows what percentage of 
Procter & Gamble’s total ad expenditures in five media—general 
magazines, farm magazines, newspaper supplements, network 
radio and network TV—was devoted to each medium during the 
past five years. The dollar figure at the base of each column rep- 
resents the total expenditurc in all five media for that year 
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Gamble Allocated Ad Budgets, 1948-1 
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(with 000,000 omitted). All figures are based on data compiled 
by Leading National Advertisers Inc. Radio and TV figures do 
not include talent costs, and LNA did not measure network TV 
expenditures for the year 1948. It should also be kept in mind 
that these breakdowns do not include expenditures for news- 
paper advertising, outdoor, spot radio or TV, etc. 


contributed to the $11,000,000 loss 
network radio suffered last year in 
the PIB listings. 

But they were considerably less 
unanimous in their actions then 
they were in TV. The radio food 
classification fell nearly $6,000,000; 
toiletries cut radio about $2,500,- 
000; automotive increased radio 


Gargantuan P&G 


When media men talk 
about Procter & Gamble Co. 
with a note of reverence, 
there’s a reason. The Colos- 
sus of Cincinnati spread- 
eagles the field in the media 
it uses. For instance: 

In network radio, P&G 
spends $16,235,025. Only four 
entire industry classifications 
(including those having P&G 
brands in them) spent more 
in radio than this single com- 
pany did; only five classifi- 
cations (some also including 
P&G brands) spent more 
than the $14,204,797 P&G 
spent in network TV. 

There are only nine of the 
29 classifications reported in 
this PIB summary whose 
class total expenditure is 
higher than the $38,573,955 
PIB records P&G’s spending 
last year. 


about $84,000; smoking materials 
cut use of radio about $4,600,000; 
household equipment & supplies 
boosted use of radio about $3,500,- 
000; and soaps, cleansers & polishes 
increased their usage about $400,- 


000. 


The same six classifications dif- 
fered in their approach to publica- 
tions. In newspaper supplements, 
food, smoking materials and soaps 
and cleansers spent less than in 
1951, while toiletries, automotive, 
and household equipment and sup- 
plies showed gains. In magazines, 
all of the six classifications ex- 
cept soaps, cleansers and polishes 
showed gain. The soap class cut 
from $10,885,916 in 1951 to $9,- 
932,325 in 1952. 


® Here are the top ten advertisers | 


in each medium (general and farm 
magazines are shown separately). 


GENERAL MAGAZINES 
General Motors Corp. ..............0..... $11,386,689 


General Electric Co. ..... 7,677,622 
Procter & Gamble Co. .0.........0.c0000 6,489,790 
Distillers Corp.—Seagrams -Ltd. 6,230,451 
General Foods Corp. .................... 5,865,815 
BE SP MII» Siciteratercespstasecnciscoeeind 5,594,363 
Colgate-Palmolive-Peet Co. ........ 4,940,916 
IE SIG: sainristicnrenenteneesinmnions 4,874,312 
Goodyear Tire & Rubber Co. .... 4,208,192 
Schenley Industries Inc. ............ 3,844,835 


FARM MAGAZINES 
(Six national publications only) 
General Motors Corp. 2.0.0.0... $1,309,186 


General Foods Corp. .......:ccccccccccseeee 774,340 
Procter & Gamble Co. ................. 614,737 
General Electric Co. ............ccccccees 504,539 
American Cyanamid Co. ................ 497,810 
Goodyear Tire & Rubber Co. ........ 444,402 
CRU CO, scsccncsssincccneseesnnivie 378,490 
BP Oe CD, tacenintiterericcisicticisinse 362,190 
International Harvester Co. ........ 438,135 
Western Auto Supply ........000. we 424,671 
NEWSPAPER SECTIONS 
Colgate-Palmolive-Peet Co. ........ $4,382,560 
TAPE TORT Gi cettecntssiesecencznczsecicicons 3,441,593 
General Foods Corp. ......ccccccccccsee 1,809,655 
SE TEED GENIN; ‘ctastimneesncccnocsonscesens 1,711,275 
Sterling Druid BNC. ceccscccsecessoscssesscsseee 1,271,533 
American Tobacco Co. 2.0.0.0... 1,229,870 
Swift & Co. 1,213,305 


Block Drug Co. 1,039,244 


Expenditures by Industry 


This table shows a breakdown by industry of the amounts spent 
during the past five years for general magazine, farm magazine, 
newspaper supplement, network radio and network TV adver- 
tising by all companies listed in the Publishers Information Bu- 


reau Service. 


Industry Class 1952 1951 


1950 1949 1048 

Food and PUNE ec ps cceeeshovecssbtycceccrecete $145,485,730 $141,611,346 $122,856,298 $111,344,852 $108,837,119 
Toiletries ond Toilet Goods ..... Wh bd dbeesbe ctsevcowsnei 101,868,102 93,151,384 79,264,844 ress 79,957,936 
Automotive, Automotive Accessories & Equipment ...... 69,573,238 $9,003,762 55,192,701 51,484,655 47,429,285 
WD IED boc de cece csveccccececscesecsccceccs 60,973,834 54,549,578 44,649,9% 42,155,193 33,766,251 
Household Equipment and Supplies .................. $6,501,224 49,152,155 42,674,805 36,452,551 45,130,258 
Soop, Cleansers and Polishes 0.00... $2,715,887 43,930,743 34,354,532 33,221,976 34,382,238 
Apporel, Footwear & Accessories $0,757,341 51,002,853 44,186,849 46,398,057 52,687,398 
Orugs ond SE 60110043006 vVbsescatetbsccesevcnce 49,323,063 44 467,668 42,392,402 36,580,046 37,314,792 
Industrial Moteriols ....... 47,078,950 38518,140 28,212,415 23,385,428 23,949,210 
SE PIPED RED Shoe nsbbscocesccceccscosccecescces 38,481,866 40,626,472 31,635,873 29,422,826 28,719,992 
Household Furnishings ....... See ebeceeveereecosene 31,823,566 34,048,797 28,485,488 26,254,093 27,154,139 
Building Materials, Equipment ond Fixtures ...... ‘ 29,982,664 26,712,947 21,937,807 19,665,652 20,308,961 
Tronsportation, Hotels ond Resorts, Industrial . 

Agricultural Development . Poa shesedddares . 22,353,000 19,632,114 16,748,443 16,092,112 14,962,970 
Gasoline, Lubricants and Other fF vels bdéosess ree 19,850,128 16,575,381 16,171,859 15,220,706 
Rodios, Television Sets, Phonogrophs, Musical Instruments 

ond Accessories .......... ; cesceccesccees 19,862,492 19,138,348 15,835,595 10,513,238 11,474,692 
Confectionary ond Soft Drinks . . 19844471 17,745,005 15,304,058 12,932,747 15,879,246 
Consumer Services .......... wivmptbisantebsttoies 17,328,033 17,364,546 14,997,823 16,671,686 ~—16,507,778 
Office Equipment, Stotionery ond Writing Supplies ......... 16,720,120 14,220,039 11,543,782 10,447,102 13,216,401 
Retoil and Direct by Moll .... ns PES aS 16,078,592 15,237,088 10,736,482 9,910,988 8.500, 
SNE bicnbnneubos6ecescccseccenysedicecesecscce 15,334,220 12,860,462 11,496,687 11,134,088 10,656,607 
Jewelry, Optical Goods and Comeros |. 13,902,868 12,387,706 10,839,451 12,856,851 14,177,276 
Publishing ond J sseesees PeRN eee Sens (oes 0heed 9,601,448 9,545,991 8,019,421 7,634,245 7,619,973 
Agriculture and Forming 66.66.66. ccnnee 79%, 5,773,88S $5,411,360 5.666 483 
Sporting Goods and Toys... - 66.6.6 ccccccnnnnes 7A¥0,182 6,478,833 6,127,836 6,067,048 6,154,743 
Entertoinment ond Amusement ...............000000... $,207,011 5,285,781 5,236,852 4,619,874 6,226,144 
GE Sct nda edseactsstasstghacceaviciescscesbe 4,043,912 3,564,442 «3,372,183 3.110410 =: 2,943,338 
Aviation, Aviation Accessories ond Equipment ............. 3,504,707 2,030,356 1,218,046 1,203,985 1,325,959 
GUND bnscdesse0sed 6000 60 ccesks es uencee veeceéese ewes 306,163 56,574 1,213,282 

saps eheebeboesesds ised escbsbudtccanes 20,234,719 18,214,188 16436618 12,129.46 8,581,025 
MI dita cuiseinesabvinesivetanseances ¢es $958,347,692 $876,104,727 $746,200,131  $690,779,306¢ $700,099,3024 


+Does not include DuMont Television Network 
tExcluding o small volume of advertising not itemized. 


Procter & Gamble Co. ...........c000 1,029,606 
pe - ers on 


NETWORK RADIO 
Procter & Gamble Co. ................ $16,235,025 


Miles Laboratories Inc. ................ 7,021,901 
SOORETII TOUTE TURD crttccccciseccecpeisions 6,370,822 
General Foods Corp. .........:cccc000000 6,199,430 
General Mills Ine. .0...........0:.0ccc00 6,151,026 
Lever Bros. Co. 5,759,817 


American Home Products Corp. 4,304,592 


Gillette Co. 4,184,685 
Colgate-Palmolive-Peet Co. ........ 4,135,687 
Liggett & Myers Tobacco Co. .... 4,027,962 


NETWORK TELEVISION 
Procter & Gamble Co. ................++-$14,204,797 
Colgate-Palmolive-Peet Co. . 8,252,416 
R. J. Reynolds Tobacco Co. ......... 7,523,941 
General Foods Corp. .......... .. 1,379,300 
Lever Bros. Co. .. 6,607,548 
American Tobacco Co. ........... 


5,917,709 
Liggett & Myers Tobacco Co. .... 5,021,480 
General Motors Corp. ...........0:000 5,008,803 
General Mills Inc. ....cccccccccccseeee 3,956,881 
BP. TQPUaPG CO. cccccctccccsscvecessrscescoeee BO, TFO083 


Webster-Chicago Starts 
Drive on Tape Recorders 

Webster-Chicago Corp. will start 
a year-long series of half-page ads 
in April in The Atlantic, Coillier’s, 
Coronet, Ebony, Esquire, Holiday, 
Holland’s Magazine, House & Gar- 
den, The New Yorker, The Satur- 
day Evening Post, Seventeen and 
Sunset Magazine. 

All opening ads will feature 
Webster tape recorders except the 
one in Ebony, which will feature 
the Webcor Fonograf line. Fuller 
& Smith & Ross, Chicago, is the 
agency. 


Benton & Bowles Names Two 
James F. Black has joined Ben- 
ton & Bowles, New York, as ac- 
count executive on Crosley laundry 
equipment and air conditioners. He 
formerly was an account executive 
with William H. Weintraub & Co., 
New York. Wright Ferguson, pre- 
viously with Connecticut General 
Life Insurance Co., Hartford, has 
joined B&B as an assistant account 
executive on Mutual of New York. 


William Esty Appoints Three 

George McGovern has joined 
William Esty Co., New York agen- 
cy, as research director. He for- 
merly was director of sales devel- 
opment for NBC’s network sales 
department. George E. Humbert, 
last with Kenyon & Eckhardt, and 
William E. John, formerly with 
Ruthrauff & Ryan, have joined 
Esty as account executives. 


Caldwell Tape to Standard 

The assets of Caldwell Tape & 
Ribbon Co., Atlanta producer of 
tear tape, have been acquired by 
Standard Printing Co., Columbus, 
Ga. Standard Printing is a wholly- 
owned subsidiary of Shellmar 
Products Corp., Mount Vernon, O. 
Future plans have not been an- 
nounced. 


Lindy’s Appoints Western 

Lindy’s Food Products, San Ber- 
nardino, Cal., has appointed West- 
ern Advertising Agency, Los An- 
geles, to handle its account. Ad- 
vertising in the March issue of 
Mademoiselle begins Lindy’s 1953 
program, which will feature the 
theme “Made Out West.” 
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Dailies Need Combination Rates to Meet 


Other Media Competition, High Court Told ¥ 


(Continued from Page 3) 
said this represented less than the 
fullest use of its facilities. “It is 
like saying to the court, I use on- 
ly one hand to fight. So I can 
compete, won’t you make them put 
one hand behind their backs?” 

He conceded that the advertiser 
lost his freedom of choice but in- 
sisted; “In the final analysis, the 
publisher has an unquestioned 
right to decide how he wants to 
offer his product to the public.” 


s Mr. Cahill opened by describing 
the “dizzily ascending” spiral of 
newspaper production costs. As a 
result, he said, 92% of the com- 
munities in this country have 
newspapers which are under a 
single ownership. 

“In the days since Dana, the 
newspaper business has been 
forced into 24-hour-a-day compe- 
tition with other media,” he said. 

As a result of this struggle, the 
distinction between morning and 
evening newspapers has disap- 
peared, and publishers are at- 
tempting to effect economies by 
use of the same format through- 


out the day. 


He pictured the newspapers as. a 
hard hit by the competition of ~~ 
magazines, radio and TV and other ae ° 


media. 


He said the percentage of na- © 


tional advertisers using magazines 
has increased since 1939, but the 


percentage using newspapers. 
dropped from 56% in 1939 to 39% 


in 1950. 


Magazines and radio-TV are 
both getting more advertising than | 


newspapers, Mr. Cahill told the 
court, and TV is still in its infan- 


cy. In the New Orleans area alone — 


there are already 16 radio stations 
and a TV station, he pointed out, 
with six additional TV stations 
available under the channel allo- 
cation plan recently adopted by 
the Federal Communications Com- 
mission. 


® He attached provisions of the 


lower court decree which would 
require the Times-Picayune to sub- 
mit revised advertiser rates to the 
court for approval. 

Any theory which enables any 
agency—federal, state or local—to 


1953 
BASEBALL GUIDE 


Edited by Dan Daniel 
Dean of Baseball Writers 


JUST OFF THE PRESS 
AUTHORITATIVE! 
24 pages — Your ads on Covers 2, 3 and.4 — plus center spread 


PUT “BASEBALL FEVER” TO WORK FOR YOU! 


Phone, wire or write now for samples and prices 
Sports Publication Division 


PEARSON ADVERTISING AGENCY, INC. 
250 Park Avenue, New York 17, N. Y. 
Murray Hill 8-3055 
Originators of Advertising Sports Booklets 
Publishers of the “Famous Heffelfinger’s Football Facts” 
The country’s most widely imitated football book. 
Reserve exclusive rights now for your industry 


NEW! 


Consult us on Special Merchandising Devices — 
Sports TV and Radio Programs 


Why not go to the original source and get the best — for less? 


COMPACT! 
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<A Re ES A HS mR tg 
NOTHING BETTER—Maogazine ads _ for 
Brown-Forman Distillers Corp.'s Old For- 
ester this spring are soying ‘‘there’s noth- 
ing better in a highball.” The theme, or- 
iginated at Ruthrauff & Ryan, Chicago, will 
be repeated on outdoor boards and in 
other media. 
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¢ A Royal Procession 


.famous brandnames.. . 


engravings that can be made. 


of nationally advertised trademarks 


marches 


through our plant year after year. We 
are proud to contribute to their advertis- 


ing dominance the power of the finest photo- 
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pass on advertising rates, which 
are the lifeblood of a newspaper, 
puts a threat to freedom of the 
press, he told the court. 

“Surely the public interest in 
freedom of the press is at least 
as important as the public’s in- 
terest in competition,” he insisted. 

The government also criticized 
the remedy which was provided 
in the lower court order and asked 
for a clear cut decree prohibiting 
the Times-Picayune from using 
combination incentives which are 
based on its monopoly in the 
morning field. 

The government expressed fear 
that court supervision of the 
Times-Picayune rate structure 
would lead to endless litigation. 


409 Cities Without 
Daily Papers Have 
Radio Stations: BAB 


New York, March 12—If adver- 
tisers are looking for regular cov- 
erage in a hometown medium in 
409 cities throughout the country, 
radio is their choice. 

So concludes Broadcast Adver- 
tising Bureau after a study of radio 
vs. newspapers on a hometown 
coverage basis. The bureau reports 
that “a total of 409 cities which 
have no daily newspapers now 
have radio stations operating seven 
days weekly. An estimated 75 ad- 
ditional cities without daily news- 
paper service will have new radio 
stations before the end of 1953.” 

BAB estimates that about 4,000,- 
000 families live within reach of 
these stations as a made-to-order 
audience for localized advertising. 


® Of 42 states which have cities 
with at least one radio station but 
no daily newspaper, the leaders 
are: Texas with 43; Alabama with 
34, North Carolina with 28 and 
Georgia with 25. 

“Radio stations are revclution- 
izing small town merchandising— 
particularly for the local retailer,” 
BAB commented. “They have un- 
shackled him from his once-weekly 
advertising pattern and provided 
him with the daily advertising 
facilities that big-city merchants 
use for substantially increased vol- 
ume and more profitable opera- 
tion.” 


Berger to Howard Associates — 


Berger Machine Products Co.,| 
Maspeth, N. Y., maker of metal 
tubing, has appointed Lloyd S. | 
Howard Associates, New York, to) 
handle its advertising. Grant & 
Wadsworth, New York, was the | 
previous agency. 


Magic Polish Names Agency 


Brisacher, Wheeler & Staff, pew | 
York, has been named by Magic 
Polish Co., New York, to handle | 
its new tile and porcelain stain 

remover, Stain-Off. Ad plans will | 


be announced shortly. 


In any market 


your basic 


- 


buy is 


the leading 


newspaper. 


SAN FRANCISCO EXAMINER 


Hearst Advertising Service 
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Rejuvenated ‘Star Theater’ Now Has 
High Ratings, New Berle, No Sponsor 


(Continued from Page 1) | weeks out of four by Texaco. An- 
the same show—except for spon- other Kudner Agency client—Bu- 
sor credits. ick—bought the fourth week for 

The 44-year-old comedian has a “Circus Hour” featuring Joe E. 
a 30-year contract with National| Brown. The auto maker is con- 
Broadcasting Co. One provision sidered a possibility for alternate- 


guarantees him the Tuesday 8 p.m.,| week or participating sponsorship | 


EST, time spot. of the Berle program in the fall. 

“There is no doubt that Berle, 
who is a terrific showman, has 
done a fine job for the Texas Co.,” 
Donald W. Stewart, advertising 
manager for the oil company, told 
ADVERTISING AGE. “And our as- 
sociation with him was a very 
happy one. But $150,000 a week is 


s At press time, William Morris 
Agency, Mr. Berle’s agent for the 
program, which the entertainer 
packages through a corporation he 
owns, was hoping for a prompt sale 
of the high-rating telecast. But 
the weekly price of $150,000 for 
next season is enough to make 
most advertisers think thrice be- 
fore they rush in to sign a con- 
tract. 

During the current season the 
program has been presented three 


single medium and still have a 
balanced advertising budget.” 


s At the moment, Texas Co. is 
spending about $110,000 weekly 


Cee A tok a 


Big Money Goes 
into Catalogs — 


~ Be Sure You Get 
Big Returns 


According to one authoritative esti- 
mate, American industry last year 
spent nearly $113,000,000 on catalogs 
—about 15% of the total for all in- 
dustrial advertising. If your own 
catalog represents major expense, 
hard-headed sales sense dictates that 
you make it justify its cost. One swre 
way is to put Heinn experience on 
your catalog job. Thousands of other 
executives have done so... with re- 
sults that prove the assertion: lowest 
operational cost per unit per year. 


N 
Heine Originators of the Loose-Leaf System of Cataloging 


THE HEINN COMPANY 
320 W. Florida St., Milwaukee 4, Wis. 
Information, please. 


(0 Catalog Covers ( Salesmen’s Carry-Cases (1) Salesmen’s Binders 
() Proposal Covers Price and Parts Books (_) Plastic Tab indexes 


C) Easel Presentations oi Acetote Envelopes 0 Sales-Pacs 
C) Sales and Instruction Manvals 

NAME TITLE. 

COMPANY. 

ADDRESS. 

CITY. STATE. 


just too much money to put into a| 


| (three weeks out of four) on the 
comedy-vaudeville stanza. So far 
(only a few post-freeze markets 
‘have been added to the network 
lineup of some 66 stations. 
Texaco’s plans for the fall would 


possible new stations and antici- 


kets, bringing the time cost to 
$60,060 or so weekly. But the real 


be between $20,000 and $25,000. 


| s Mr. Stewart candidly character- 
|ized the production costs as “fan- 
| tastic.” The writers, among others, 


much sponsors must pay for all 
the production essentials—dozens 
of sets, long camera rehearsal, 
etc.—of a first-rate TV show. 

“No matter how hard you try to 
cut corners, you can’t save enough 
to make it worth while,” the Tex- 
aco executive said. “And some- 
times when you try to save you 
wind up with a mediocre show.” 

Mr. Stewart would not give an 
itemized indication as to what 
specific charges are responsible for | 
the sharp boost—an increase of) 
$31,000—over the 1952-53 program | 
figure. 


s Some admen voiced the opinion 
that NBC previously has been 
contributing to the program ex- 
penses, but now has decided to 
charge the advertiser the full 
price. . 

In the summer of 1951 DuMont 
Television Network made a bold 
attempt to steal the “Texaco Star 
Theater” away from NBC by of- 
fering the advertiser a $400,000 an- 
nual savings on production and 
time costs—the latter accruing 
from DuMont’s lower price for New 
York. At that time NBC was forced 
to make some concessions to keep 
the show. 

An early advocate of every- 
other-week sponsorship, Mr. Stew- 


have included an allowance for A 


pated rate increases for old mar- © 


clincher as far as the sponsor is @ 
concerned came when the program 7 ! RK 
price was boosted from approxi- @ 
mately $59,000 to nearly $90,000. © 
Though Mr. Berle is under con- # - 
tract to NBC, his show is not a 7 > 


network package. Uncle Miltie’s 7 
personal weekly check is said to. 


| 


want more money, he said. A top meet DRIPPLY—Virgil Partch’ 
team of scripters, headed by Good~' good business man is a fellow named 
man Ace, was brought in last Dripply who runs an electronic supply 
fall to give the show a shot in the company. He is appearing in a series of 
arm. Mr. Stewart had no solution page ads for General Electric Co.'s tube 
to offer for the problem of how | department in parts distributor publications. 


art was asked why Texaco did not 
keep the program on that basis. 


week sponsorship is getting to be 


Berle—after his 


another TV personality. 


/1951, and the weekly figure was) 
He answered that even alternate- up to more than $76,000. | 


The advertiser is not dropping of cancelation, but “Texaco Star | be 
“phenomenal Theater” continued to monopolize! ; 
comeback” this season—to take on the No. 1 spot on the Hooper lad 


'der, and the sponsor stuck with it. | 


ee 


Advertising Age, March 16, 1953 
, In the spring of 1952 CBS’ Lu- 
cille Ball, with the help of her 
= husband Desi Arnaz, dethroned 

‘the “king of television” and took 
= over at the top of the rating heap 
|with a new show called “I Love 
| Lucy.” They have since proved to 
; _ virtually unbeatable. 


= |= When the Berle show returned 
* \in the fall of that year, Texaco 
| retrenched slightly with a three- 
= | weeks-out-of-four schedule. On 
© | the other hand, program costs rose 
™ |as several new writers were 
‘brought in to “doctor” the tele- 
| cast. 

They not only rewrote the for- 
mat of the show, but accomplished 
what many people would have con- 
sidered impossible—convinced the 
multi-faceted comedian that he 
should switch from his loud, bla- 
tant “I’ll-kill-you-a-million-times” 
approach to a casual, more lovable 
approach. 

This accomplished, the “new” 
Berle came bouncing back last 
fall and has been drawing consis- 
tently good ratings ever since. All 
of which makes the Texas Co. 
action an even more bitter pill 
for the star and his network to 
swallow. 


GENERAL GB EtectRic - 


s idea of a no- 


Television does not show up in 
the company’s ad plans for sum- 
mer and fall. Some of the money 
formerly spent in TV is to be pro- 
rated to magazines and outdoor,!| 
which will get a heavier schedule; — 
than usual. Spot radio will be| ™ 
used in areas where territorial and 
divisional managers say help is|* 


needed. # ‘oe 
If Texaco goes through with its| % 
decision to abandon TV for al OLDSMOBILE’S — 
while, this will be the company’s] — % 
first regular season layoff from the} » 


IN AKRON 


medium since June, 1948, when| — consistent 
the program started with a weekly| — ads in The 
talent-production cost of $9,500.) © Beacon 


Weekly time costs on the original) 
six NBC stations were approxi-|  % 
mately $1,700. : ee 

By April, 1949, the talent budget} © 
was up to $17,400. Another in-| © 
crease following the summer hi-| ~ 
atus brought it to $21,700. Coin-| © : 
cidentally the time costs—Texaco| =~ 
was carrying a lineup of 33 sta- 
tions by November, 1949—jumped 
to $11,000. 


Journal are 
reaching... 


OF THE HOMES 


= There was no slackening in the There’s no other 
upward spiral. A year later—as 
of December, 1950—the oil com- 
pany was spending an estimated 
$60,000 weekly to present the ef- 
fervescent Uncle Miltie on more) 
than 60 stations. Came December, | 


medium or combi- 
nation of media é 
that offers so much : 


for so little. 


As regularly as contract time S 


a “little expensive” at this point. rolled around, there were rumors) ~ 


Represented nationally by 


Notional City Bldg., Dallas 1, Tex. 
Now York 


Circulation over 79,000 ABC 


Texas QUALITY NEWSPAPERS, Inc., 


one 23% 


The Federal Reserve reports Corpus Christi de- 
partment store sales for 1952 a fat 23% above the 
year before. Only two cities in the country did better 
and the U. S. as a whole gained only 1%. 


And yet Corpus Christi ended the year with more 
bank deposits and more savings than ever before. 


The Caller-Times showed a big gain too with over 
29 million lines of advertising for the year. Write for 
your copy of our new market data folder. 


CORPUS CHRISTI, TEXAS 
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# The Cullom brief contended that 
the Jones Co. suit was based on 
“three fundamental, false hypoth- 
eses: 

“1. That the accounts were ‘mis- 
appropriated,’ whereas, in truth, 
plaintiff deliberately resigned and 
abandoned them on Sept. 1, 1951, 
while they were still with it. 

“2. That the accounts ‘belonged’ 
to the plaintiff; whereas, in truth, 
it had no proprietary or vested in- 
terest of any character in them. 

“3. That plaintiff could not and 
did not replace the nine (former 
employes who left the Jones agen- 
cy), whereas, in truth, it replaced 


s = _was “doubtless due to the fact 
earing In ones that, in part at least, his testimony 
jw written out for him.” 
A ID l a “His testimony,” continued the 
p p ea e aye 3 between him and [Robert] Hayes 
a [then president of the Jones Co.] 
Until March 18 and his statement about the ‘stick- 
up’ and a ‘Colt .45’ was ‘held at 
my forehead’ is incredible as a 
published report that the appeal, Meeting was held at 11 a.m. and 
in the Duane Jones case was ar- that “within the hour” Mr. Jones 
gued in court this week, the fact | “was passing out in the bar of 
is that the appeal has been post- the Stork Club.” (For details of 
poned and is not scheduled to get | the trial, see AA issues of Oct. 
Wednesday. 1952.) 
Meanwhile, both sides have filed 
briefs with the clerk of the ap-'s The brief asserted that there 
pellate court. Two briefs filed by was a “complete failure” to prove 
Neil Cullom, attorney for Joseph |the Jones Co. allegations as con- 
| tai gr int. 
Werner, and the other defendants | — ee ae that a cor- 
who are appealing the $300,000) ,oration could act only through its 
verdict in favor of the Duane Jones authorized agent, in this case Mr. 
Co., are presented below. Burke as treasurer of Manhattan. 
lack, trial lawyer for Mr. Jones . ” + 66 
: : : .» |hattan’s acts,” he said, “but the 
was made unavailable for publica- ‘jury having fully exonerated Man- 
tion by Mr. Pollack, who insisted |} attan of and from all wrong- 
that his arguments not be made doing, it inescapably follows that 
public until the appeal is actual- Burke was guilty of no wrongful 
of the New York County supreme was not a conspirator; hence, 
court. Burke is not.” 
DEFENDANTS’ 1ST BRIEF 
New York, March 10—The $300,- 
000 jury verdict against Scheideler, 
cent Duane Jones “conspiracy” 
case resulted from an “erroneous 
charge to the jury” by Justice 
Denis O'Leary Cohalan. 
That’s the claim made by Neil 
defendants, in a 103-page brief 
filed in connection with an appeal 
of the verdict to the appellate divi- 
sion of the New York County su- 
preme court. The appeal is sched- 


‘brief, “of what transpired on July 

New York, March 12—Despite a Matter of law.” The brief said this 

under way until 2:15 p.m. next 13, 20, 27, and Nov. 3 and 17, 
Scheideler of Scheideler, Beck &| 

The brief filed by Milton Pol-|«purke’s acts were therefore Man- 

ly heard by the appellate division acts. The jury found Manhattan 
Beck & Werner, et. al., in the re- 
P. Cullom, attorney for the ten 
uled to get under way next week. 


# The brief also asked reversal 


‘ all of them.” 
of the judgment because: 
Mr. Jones’ testimony was “a The former employes now ap 


fabric of studied falsehood, is|Pe@ling to the appellate division 

filled with irreconcilable conflicts, |" yf rae aye gy ning Rag 

were a a 6 eo Philip Brooks, Laurence Hubbard, 
The conduct of Milton Pollack, | =Ugene Hulshizer, Robert Hughes 

trial Tawyer for Mr. Jones, “was| Bunge deaf Manhevan isthe 

such as to deny a fair trial to the : 

defendants.” tenth appellant. 


The jury verdict “was not based 


upon any evidence as to damages;} DEFENDANTS’ 2ND BRIEF 


it is a compromise.” New York, March 13—A second 
There were “fatal variances be-| brief now filed with the appellate 
tween pleading and proof” of the) division of the New York County 
complaint filed by the Jones agen- supreme court by Neil Cullom, at- 
- ‘ : torney for Scheideler, Beck & 
Justice Cohalan “committed re- Werner, asks a reversal of the 
versible error in the admission of $300,000 judgment. 
evidence and in the charge to the| It declares that the Jones Co. 
jury on the question of damages.” | cuit was “groundless” and that it 
Duane Jones Co. “failed to) was brought because of Mr. Jones’ 
prove ‘as a reasonable certainty | “determination to rule or ruin.” 
that it was damaged at all by the! yy, GCyliom’s second brief was 
defendants’ conduct.” filed in reply to a brief submitted 
: , | by Milton Pollack, trial lawyer for 
# It was Mr. Cullom’s claim that the Jones Co. Mr. Pollack’s brief 
Justice Cohalan, who heard the j. not reported by AA because he 
original suit in New York County | declined permission to make it 
supreme court, “committed revers-| ,ublic before the hearing, now 


ible error in charging [the jury]| scheduled for next Wednesda 
that the basis of liability was a taxes place. +4 


‘conspiracy’—not the commission) wr Cullom’s brief insisted that 
of any wrongful or fraudulent act; Frank G. Burke of Manhattan 
and, in effect, that the jury could) >... co. a defendant, was not li- 
find against the entire 12 defend-| 21). since “Jones himself excul- 
ants if they found that a con- 


: pated Burke from all liability” 
spiracy had been entered into by “ * 
any two thereof.” Donald Gill _ when he “swore that Burke under 
now with Geyer Advertising, 
Manhattan Soap Co. were ex- 


; nine former employes. Mr. Cullom 
onerated by the trial jury and do) aroues that the Jones Co. has no 
not figure in the appeal. 


“The court’s erroneous charge Burke “instigated” the al 
to the jury on the fundamentals conspiracy ns vale Pony sona’s 
of the case,” said the brief, “is| puciness 
responsible for the verdict.” The) i 
brief insisted that the jury charge, 
should have pointed out that “the Gypsum Appoints Elgin 
basis of liability is the commission| National Gypsum Co., Buffalo, 
of a wrongful or fraudulent act) has appointed James D. Elgin di- 


and not an agreement to commit  ° ‘ 

it.” promotion. He formerly was ad- 

- | vertising and a promotion man- 

; ‘ |ager for the Toastmaster Products 

# In branding Mr. Jones’ testi- division, McGraw Electric Co., El- 
mony “false,” the brief said this gin, III. 


Last Minute News Flashes 


Coash Named A. M. of 3 McGraw-Hill Publications 


New York, March 13-—Carl J. Coash, district manager in the Chi- 
cago office for the mining publications of McGraw-Hill Publishing 
Co., has been named advertising sales manager of Coal Age, Engin- 
eering & Mining Journal and E&MJ Metal & Mineral Markets, effec- 
tive April 1. He succeeds R. W. Davis, who has joined the staff of Nel- 
son Bond, McGraw-Hill y.p. and director of advertising. 


Chirurg Boosts George Frye; Other Late News 


e George A. Frye, general manager of the New York office of 
James Thomas Chirurg Co., has been named v.p. and sales develop- 
ment manager of the Boston-New York agency. He joined the 


company in 1935 and has served as media director and assistant 
to the president. 


e R. W. Minett Jr. has been appointed advertising manager for 
— Light Inc., Ft. Atkinson, Wis., manufacturer of home lighting 
ixtures. 


e National Gypsum Co., Buffalo, has named James D. Elgin di- 
rector of advertising and sales promotion. 


e National Sale Point Affiliates has been formed at 353 W. 57th 
St., New York, to represent six-sheet plant operators nationally. 
L. Mott Van Wagner is president. 


e National Distillers Products Corp., New York, is starting an in- 
stitutional campaign pointing up its manufacturing activities in 
non-liquor fields. Messages will be aimed at business management 
and financial leaders. Business, management and news publications 
will be used. Doremus & Co. is handling the campaign. 


e George Hartridge, who formerly headed the 7-Up Bottling Co. 
of Vicksburg, Miss., has joined Benton & Bowles, New York, as an 


account executive. Mr. Hartridge previously had been with Pepsi- 
Cola Co. and Procter & Gamble. 


° Advertising campaigns in Latin American newspapers for Beau- 
tiflor, a liquid floor wax and cleaner, and Car-Sol Limpiador, 
which cleans and conditions a car finish for waxing, have been 


started by S. C. Johnson & Son, Racine, Wis. Robert Otto & Co., 
New York, is the agency. 


Future of Advertising and Improving Its 


| (00k to act as mediator” in the) 
an¢ fracas between Mr. Jones and his | 


case since it failed to prove Mr.}| : , : 
ager, Esquire Socks, on integrating | 
advertising and merchandising; 


ector of advertising and sales| 


New York, March 11—The Assn. 
of National Advertisers will center 
its attention on the future of ad- 
vertising and improving its man- 
agement at its spring meeting at 
the Homestead, Hot Springs, Va., 
March 18-20. 

Methods of improving manage- 
ment of advertising’s function will 
be featured in a session which in- 
cludes talks by Dr. Richard Glenn 
Gettell, chief economist, Time Inc.; 
Marvin Bower, partner of Mc- 
Kinsey & Co., management con- 
sultant, and case histories by 
George B. Park, manager of ad- 


|tising and sales promotion, mar- 


keting service division of General 
Electric Co., and Robert J. Keith, 
v.p., Pillsbury Mills. Charles L. 
Whittier, retired v.p. of Young & 
Rubicam, will argue the case of 
creative spark vs. organization in 
advertising. 


= New frontiers for advertising 
will be covered by Richard D. 
Crisp, marketing research director, 
Tatham-Laird, discussing methods 
of winnowing successful themes 
and copy treatments; Dt. Joel 
Dean, who heads his own consult- 
ing company, on determining ad 
budgets; Mrs. Lucille Goold, v.p., 
Hewitt, Ogilvy, Benson & Mather, 
on motivations prompting women 
to buy, and Dr. Ernest Dichter, 
president, Institute for Research 
in Mass Motivation, reporting on 
late applications of social sciences 
to advertising stirmulants to sales. 

Case histories stressing new 
ideas working on a wide variety 
of products will be presented by 
L. W. Selmeier, advertising and 
sales promotion director, RCA Es- 
tate Appliance Co.; John C. Dowd, 
|president of Dowd, Redfield & 
Johnstone, covering the rise of 
Blensol, a hair rinse; George Gug- 
lielmoney, v.p. and general man- 


H. M. Cleaves, marketing manager, 

_associated products division, Gen- 
eral Foods Corp., on the rise of 
Minute rice, and J. Stanford Smith, 
General Electric’s apparatus sales 
division’s advertising and sales 
promotion manager, on planning 
to merchandise advertising. 


|s Also on the agenda are panel 
\discussions covering the public 


Management to Be Stressed at ANA Meet 


and governmental relations of ad- 
vertising, and a public relations 
session featuring reports by C.E. 
W. Stevens, advertising manager, 
Lockheed Aircraft Corp.; T. C. 
Fetherston, assistant manager of 
Union Carbide & Carbon Corp.’s 
general publicity department, and 
Seward T. Salvage, advertising 
manager, Timken Roller Bearing 
Co. 

Frank Stanton, president of Co- 
lumbia Broadcasting Co., and 
Frank White, president of National 
Broadcasting Co., are slated to talk 
in a closed radio-TV session. Fol- 
lowing them, with the meeting 
open, Arthur Bellaire, Batten, Bar- 
ton, Durstine & Osborn’s radio and 
TV commercials, and George Nel- 
son, Nelson Ideas, Schenectady, 
will discuss selling with radio and 
TV jingles. 


Murphy Named Head 
of Campbell Soup Co. 

William Beverly Murphy, since 
1949 executive v.p. of Campbell 
Soup Co., Camden, N. J., has been 
elected president. He _ succeeds 


William B. Murphy 


James McGowan 


James McGowan, who will con- 
tinue as chairman of the board. 
Oliver G. Willits has been elected 
vice-chairman. 

In 1943, Mr. Murphy was chair- 
man of the Industrial Facility 
Commission, and in 1944 served as 
deputy chairman for production on 
the War Production rd. 


NBC’s Gaines Joins WOR 


James M. Gaines bas resigned 
as v.p. for the owned-and-oper- 


casting Co. to become a v.p. and 
member of the board of directors 
'of General Teleradio, New York, 
| major stockholder of Mutual 
| Broadcasting System. Mr. Gaines 
will head the WOR and WOR-TYV, 
wg York, division of the corpora- 
| tion. 


ated stations of National Broad-'| 
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Godfrey Off Air 
4 Months After 
May for Surgery 


(Continued from Page 1) 
show. Garry Moore will fill in for 
him on the “Talent Scouts” simul- 
cast. Both have subbed for him 
previously. “Important Entertain- 
ment World Personalities” will be 
booked to pinch hit on _ the 
“Friends” telecast. 


s The recorded digest of the high- 
lights of the morning shows will 
continue to be presented on radio 
every Sunday from 4:30 to 5:39 
p.m., EST, under the sponsorship 
of Kingan & Co., meat packer, and 
Vitamin Corp. for Rybutal. 

Last year none of the Godfrey 
sponsors took a summer hiatus, 
though Mr. Godfrey was away for 
a short vacation. As this story is 
written it is too soon to say wheth- 
er Mr. Godfrey’s lengthy absence 
will sway the nighttime advertis- 
ers in favor of a summer layoff. 

Cunningham & Walsh, agency 
for Chesterfield, one of the co- 
sponsors for the Wednesday night 
“Friends” program, said Chester- 
field will probably stick with the 
show throughout the summer if 
CBS comes up with a “good re- 
placement.” “Talent Scouts” will 
be simulcast as usual throughout 
the summer for Lipton. 


‘Modern Industry,’ 
‘Tide’ Reportedly 
Hit by ABC Report 


New York, March 13—Tide re- 
ports in its current issue that at a 
board meeting of the Audit Bureau 
of Circulations last week in Palm 
Beach Tide and Modern Industry 
were placed on probation because 
“the board found that certain gift 
subscriptions (reported in June as 
term subscription bulk) didn’t 
qualify as paid circulation.” 

Prior to the board meeting, Tide 
said, the magazine had voluntari- 
ly reclassified many such subscrip- 
tions to their unpaid lists. “The 
publisher of both,” it adds, “states 
that there is little difference be- 
tween term subscriptions in bulk 
and controlled circulation in that 
the reader in both cases did not 
order or pay for the publication.” 

In Chicago, AA learned that 
Tide had beaten the ABC to the 
punch with news of the discipli- 
nary action. A bulletin is being 
mailed to its advertiser, agency, 
business paper and directors list 
tonight, but the Audit Bureau of 
Circulations refused to divulge 
the contents of the bulletin in ad- 
vance of members’ receipt of it. 


® Walter F. Grueninger, v.p. in 
charge of circulations for both 
Tide and Modern Industry, says 
that both publications have dou- 
bled their paid circulation over 
the past 10 years. 

Tide’s current circulation is re- 
portedly in excess of 15,000. Mod- 
‘ern Industry started in 1941 with 
/50,000 controlled circulation con- 
|centrated in 30,000 industrial com- 
|panies. Its June 30, 1952 ABC 
statement showed 60,196 net paid 
including bulk. 
| “We are glad to get rid of term 
|subscriptions in bulk,” Mr. Grue- 
/ninger is quoted as saying in the 
|current issue of Tide. “We would 
rather pick the names of the peo- 
'ple who get the magazine,” he 
said, “than allow someone else to 
| do so. We have abolished our field 
selling organization and will con- 
tinue to use mail for circulation 
development.” 


Doyle Dane Bernbach Moves 

Doyle Dane Bernbach Inc., New 
York, has moved to new offices at 
| 20 W. 43rd St. 
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3M’s Backs Outdoor Contest 


Minnesota Mining & Mfg. Co., | 


St. Paul, wili award $2,200 for the 
eight best reflectorized outdoor 


boards in its “Signs That Never | 
Stop Selling” contest, running from | 
April 1 to July 31. All outdoor | 
plant operators, sign shop person- 


nel and advertisers are eligible. 


Awards will be based on best ex- 
ecution of selling message, with 
particular emphasis on effective 
use of color and pictorial tech-| 


nique. Entry blanks may be ob- 
tained from the company’s reflec- 
tive products division in St. Paul. 


Movie Ad Maker Set for 3-D 
Alexander Film Co., 


advertising films, will be ready 
to make three-dimensional movie 


ads “when enough of the nation’s | 


Colorado 
Springs producer of short length. 


theaters are equipped to handle 
3-D, and when our clients would, 


benefit from having their adver- 


tising films so displayed,” accord- | 


ing to Don M. Alexander, v.p. in 
charge of production. 


Popular Promotes Moshier 


Ira Moshier, formerly assistant | 


circulation manager of Popular 
Publications, has been promoted 
to manager. He succeeds Luther 
Bugbee, who resigned to join Faw- 
cett Publications. Pat Gleason, for- 
merly with Everywoman’s Maga- 
zine, has been named production 
manager of Argosy. 


“BEST ART on the 


L.A 
market,” users say 
3000 New Drawings—160 page Handbook for you 


THEY SAY: “Best in the business,” 
“It’s a gold mine,” “Outstandingly 
superior,” “Best we've ever scen,” 
“Head and shoulders above competitors,” 
“Immense help in our advertising,” 
“Bese service on the market” 


NO 


each as 


pay only $2 


FREE BROCHURE Write Today! 
(Our 23rd Year of Advertising Art) 


Used by HUNDREDS of top a -encies | 


EXCLUSIVE to Listed Agencies and | 
ational” (vs. retail) ad Mgrs. 
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New addition to the Rinso family gives you all the advantages of the best 
detergents, ‘and inherits Mama Rinsos famous Souium for whiter washes 
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RINSO’S NEW COPY—First advertising of Lever Bros.’ new Rinso Sunlight deter- 

gent is this copy which ran in the Kansas City Star and Times March 5 and 6 and 

in the Weekly Star Farmer March 4. AA reported Feb. 9 that Lever would first 
introduce the new product in the Kansas City area. 


Again, the Leader! 


TOTAL 


ADVERTISING 


AMONG ALL NORTHERN 
CALIFORNIA NEWSPAPERS 
WITH 26,584,039 LINES 


IN 1952. (Media Records) 


Reach this highly productive 3rd 
Pacific Coast Market with the Trib: 
une’s power - packed circulation, 
80% of which is home-delivered. 


kland. i Tribun 


me 


REED WIRE ROTO Sree wench waitin ratee enenee Saree weve ree 


CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magaz' 


Most Women Prefer 
to Buy Nylons in 


‘Department Stores 


New York, March 10—Milady 
prefers ‘to purchase her nylon 
stockings in a department store 
rather than in accessory shops, 
shoe stores, supermarkets and 


'other retail outlets. 


At least seven out of ten wo- 
men prefer the department store 
outlet, according to a survey in 
the Department Store Economist. 

The department store was the 
preference of 68.2% of the 3,300 
women interviewed in 11 cities by 
Research Inc., for the Lassiter 
Corp., a Charlotte, N. C., packag- 
ing company. 

Two, and three-pair purchases 
proved to be the most popular. 
More than 34% said they bought 
two pairs at a time and almost 
32% reported three pairs, while 
19% purchased a single pair and 
15% bought more than three pairs 
at a time. 

Most women, according to the 
survey, no longer require the sales 
clerk to measure the stocking or 
run a hand inside to check shade 
and quality. More than 63% of 
those interviewed said they would 
buy hosiery pre-packaged in cello- 
phane at a self-service station, be- 
cause it “saves time” and “protects 
the hose.” 


‘Monsanto Promotes Cech 


George F. Cech, sales promotion 
manager of the merchandising di- 
vision of Monsanto Chemical Co., 
St. Louis, has been promoted to 
product sales manager for garden 
and agricultural chemicals, mer- 
chandising division. 


Iron Works to Mathisson 


Wagner Iron Works, Milwaukee, 
has appointed Mathisson & Asso- 
ciates, Milwaukee, to handle both 
domestic and export advertising, 
and will serve as merchandising 
consultant. 


AEE 


Advertising Age, March 16, 1953 


High TV Costs, Lack of Circulation 


PHILADELPHIA, March 10—Harry 
Trenner, v.p. of William H. Wein- 
traub & Co., New York, visited the 
Television Assn. of Philadelphia as 
guest speaker again last week and 
did more scolding of the telecast- 
ing industry. 

In addition to his usual diatribe 
on the matter of high TV time 
costs, in which he urged networks 
and local stations to adjust their 
rates, the speaker also suggested: 

Don’t keep charging 50% of 
nighttime for daytime periods. 

Do more local programming, 
both live and on film, but don’t 
just use old movies. 

Do not encourage the “racket” 
of double and triple spotting of 
station breaks. 

Retain enough local program- 
ming to do justice to local custom- 
ers and the local audience, but 
don’t kick network advertisers 
around because a spot show brings 
in more money. 


= “In my opinion,” he said, “the 
rising costs are only one of the 
problems that face television in 
the future. Responsibility for cir- 
culation and how to charge for it 
is a much graver puzzle, and the 
way out is not in sight.” 

He pointed out that frequently 
two network programs with equal 
production costs go into time spots 
that cost the same but do not have 
the same size audience. 

“IT know that this is something 
that advertisers were willing to 
sit still for for many years in ra- 


Guarantees Hit by Weintraub’s Trenner 


|dio,” he stated, “but TV is tak- 
|ing a much bigger bite, the dollars 
lare much larger, the percentage 
of the advertiser’s budget used is 
considerable and he takes a long- 
er, more careful look.” 

This applies as much at the lo- 
cal level as it does nationally, he 
added. 

“How long is it going to be pos- 
sible to sell two different things, 
of different value, at the same 
price?” he asked. 


s The obvious answer to the mat- 
ter of circulation are printed me- 
dia, Mr. Trenner said. Advertisers 
|have no control over a newspa- 
|per’s or magazine’s editorial con- 
| tent. But the printed media guar- 
antees circulation, and if the guar- 
antee isn’t met a rebate is made. 

“Where’s the same shake for 
two advertisers paying the same 
TV time and talent bill, like a mag- 
azine?” he asked. 

Positions in magazines may 
mean a difference of possibly 5% 
to 10% in reader audience, he 
pointed out. In TV, cost-per-1,000 
figures often differ as much as 2,- 
000%. 

One way to help solve this, he 
added, is a rotation plan in which 
/a sponsor would be guaranteed so 


| much circulation in a specified pe- 
riod. It could mean a real revolu- 
tion in television, he declared, be- 
cause it might bring a change in 
FCC rules to give networks brok- 
erage licenses to sell stations’ 
| time. 


Newspaper Ad Reps 
Need Not Fear TV, 
Dr. Britt Declares 


than directly injuring the other 
/media, tends to add to total family 
‘media time, he declared. 

_ He cited the second Hofstra 
College survey of TV as a sales 


\force, made for NBC (AA, June 


Cuicaco, March 10—Men who 18, ’51), which showed that readers 


sell the newspaper as an advertis-|in TV homes spent an average of 
ing medium have been doing too'47 minutes at their newspapers, 
much worrying about TV, accord-| only three minutes less than those 
ing to Steuart Henderson Britt. (in non-TV homes. “The remark- 

Dr. Britt, v.p. and director of re- able thing is the boundless energy 
search of Needham, Louis & Bror- of the American public in devoting 
by, made the statement today at itself relentlessly to all media,” 
a luncheon meeting of the Chicago Dr. Britt said. 

Newspaper Representatives Assn. 

Dr. Britt, a psychologist, tried|= Dr. Britt presented a _ chart 
to allay what he called a “TV showing that newspaper advertis- 
anxiety neurosis” among news-/ing has kept, and even increased 
paper ad representatives by dem-|slightly, its share of the mass 
onstrating that the newspapers are|media advertising dollar in the 
holding their own among the mass past 20 years. 
media. | Indications are that it will con- 

‘tinue to hold its own, he said, 

® A recent analysis made by even in the event of a general 
Needham, Louis of the effect of business decline. 
TV on family activities showed! He especially commended the 
that the impact on printed media | newspapers for the way in which 
is far less than supposed, Dr. they help national advertisers, and 
Britt reported. Moreover, recent agencies, by service given at the 
research indicates that TV, rather) local level. 


Advertising in the Mass Media 


Year Volume Newspapers Magazines Radio Television All Other 
(000,000) (%) (%) (%) (%) (%) 
ae $6,548.2 34.0 8.6 10.5 7.4 39.5 
a ree 5,691.3 36.3 9.0 11.7 3.3 39.7 
BEE S Subitcneninieses 5,202.2 36.6 9.5 12.2 1.2 40.5 
SD cncglentavedneed 3,116.6 30.9 13.8 15.7 _ 39.6 
eae 2,035.0 31.8 9.4 117 - 47.1 
_. 2a 1,710.0 31.9 8.7 7.8 - 51.6 
> steslaigesvanees 1,780.0 33.1 8.4 3.9 _ 54.6 


We have available for you complete market 
data on the QUAD-CITY metropolitan area. 
Agencies find these folders useful for inclusion 
with media schedules to clients where the 
QUAD-CITIES are on the list or to be discussed. 
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this ad 


produced 


these 
results— 


“prospects and orders!” 


Position is available in these departments: Art & Photography; 
Audio & Visual Aids; Direct Advertising: Labeling & Packaging: 
Paper; Photoengraving & Platemaking: Premiums, Prizes & Spe- 
cialties; Printing & Binding: Radio & TV Production: Shows & 
Exhibits; Signs & Identification Materials: Typography & Layout: 
Window & Store Displays. 


Published by the publishers of 
ADVERTISING AGE AND INDUSTRIAL MARKETING 


This full page ad in the February issue of Advertising 
Requirements, run by Oberly & Newell Lithograph 
Corporation, New York, produced such remarkable results 
that A. H. Meyer, vice-president, sat down and wrote us 
a letter about it. 


“I thought you would be interested in knowing about the 
fine response we received,” he said. “The number and 
caliber of these inquiries is most gratifying, and have resulted 
in some very good prospects and orders.” 


This result was not surprising to us, as we have processed 
over 10,000 requests for information offered in the February 
issue. With 21,000 copies blanketing the active buyers 
of advertising materials and services in all lines throughout 
the country, AR is giving suppliers an opportunity to 
harvest the business resulting from the active demands 
of a $3 billion market. 


Specialized editorial service in all fields of production, 
promotion and merchandising provides the kind of reader 
interest which stimulates response to ads like that 
of Oberly & Newell. You, too, can take advantage of the 
unique combination of creative editorial content 
plus effective coverage of the major buying power 
of the huge advertising market. 


If you want results, put your advertising in AR! 


Advertising 
Requirements 


200 E. ILLINOIS ST. SIMPSON-REILLY, LTD. 

CHICAGO 11 1709 W. EIGHTH ST. 

DE 7-1352 LOS ANGELES 17 
DU 8-1179 


—— 


SIMPSON-REILLY, LTD. 801 SECOND AVE. 
703 MARKET ST NEW YORK 17 
SAN FRANCISCO 4 MU 6-8180 


DO 2-4994 
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Back in the days when we had to crank our cars to 
start them, neither the auto nor America was geared 
for pleasurable living. It was an age of immobility, a 
time when the porch and parlor doubled as vacation 
spots. 

Those days are gone forever, thank you. America 
has enjoyed a big change, particularly in recent years. 
Deepfreezers, automatic dishwashers and many other 
new work savers have given us far more leisure. We now 
have the time and the means to get out and travel. 

This year 72,000,000 people will take off in autos for 
the fun of it. Steamships, airlines, golf courses, resort 
hotels: are doing a booming business. America has 
really hit the road. 

Today Holiday magazine is the one authoritative 
voice of this big change to pleasurable, more mobile 
living. That’s why it reaches the leaders of the big 
change—more than 860,000 of the nation’s most active 
top-income families—families who enjoy “everyday 
holiday living’’ and influence others to do so. Each 
month Holiday whets their appetities for new pleasures, 
new products, new ways to enjoy life more. 

No wonder Holiday is the most successful new maga- 
zine of our time. It provides advertisers with a natural 
medium for pleasure-giving products and services. Cur- 
rently there are 1,673 advertisers in Holiday—and not 
a crank in the crowd. 


HOLIDAY MAGAZINE 


... its readers are leaders 
of the big change in American living! . 
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